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The impact of corporate rebranding on brand equity and firm performance is an article by Sohini Nana and her team. Sohini et.al conducted a study to identify the influence that rebranding has on brand equity and performance. The article aimed to understand what drives firms to perform and evaluate the impact of rebranding strategies on an organization's corporate image. Due to the changing business world and the increase in competition, businesses seek to transform their business directions or add extra business units. Businesses are moving from corporate to line branding (Chang, Wang & Arnett 2018, p 18). According to the article, the repositioning of a brand occurs when customer preferences change and when new competitors present in the market. Having a strong product brand is good for a business. A strong brand helps improve the positive evaluation of the quality of a product, create and maintain high levels of awareness for the product, and create a positive image and brand personality. 
The authors conclude after examining and critically evaluating different variables. Some of the studied variables are store layout, rebranding, franchising and rebranding, brand equity and rebranding, brand equity and perceived quality, brand associations, attributes, brand equity, firm performance, and brand equity firm performance and customers experience. The article provides insight into branding's role in impacting brand equity and its contribution to performance. According to the article, the business should adopt strategies that contribute to their brand equity and improve customer experience. The authors took the time to explain the relationship between the variables. The methods used in the research is quantitative. Data was collected from the questionnaire issued. The population that was used in the study were south African consumers of Gauteng who are under the lower LSM and the middle LSM levels (Nana, Tobias & Chiliya 2019). The individual consumer made up the sampling unit; the research conclusions were also based on other researchers' previous works. Modifications were made to fit the then-current research and purpose of the study. A critical analysis of the findings was done, and a conclusion was made. The study results were that the store layout contributed more to rebranding than franchising, which was not supported. 
Effect of Rebranding and Repositioning on Brand Equity Considering Brand Loyalty as a Mediating Variable is an article by Sundus Zahid and Naintara Sarfaraz Raja. The study aimed to identify the impact of rebranding on consumer loyalty, examine the impact of repositioning and rebranding on brand equity, and the impact of brand loyalty on brand equity. The article discusses rebranding and repositioning on brand loyalty and the impact on brand equity in Mobilink Pakistan. The author argues that rebranding and repositioning have become necessary with the developments and changes in consumer behavior. Rebranding has helped to give a business a competitive advantage (Wang & Sengupta 2016, p 5565). Logos, taglines, and color, which are the brand elements, are changed and improved to create a clear image and brand for a business. The author states that the business should consider the role rebranding is playing in their business, how rebranding affects brand loyalty, and how the branding is affecting the brand equity. 
The selected variables are rebranding and repositioning as the independent variables, brand loyalty as the meditating variable, and brand equity as the dependent variable. The article divides rebranding into two dimensions, revolutionary and evolutionary. Rebranding is found to be proactive or reactive. According to Theurer et al. (2018), rebranding is usually informed of the design name or logo. On the other hand, repositioning is done on the consumer's mind and therefore targets to change the product's image on the consumers' mind. The customers' frequency identifies brand loyalty in purchasing and contributes to a product acquiring a greater market share. Brand equity is meant to create value for the customer and the business. The study was based on the population of twin cities in Pakistan. The sample size used was between 225-250 respondents. Data was collected through questionnaires, and the questionnaires had two sections: the research questions and personal data. A clear analysis has been conducted using SPSS on the findings to come up with conclusions. 
Both articles have different aims. The first article aimed at investigating the influence that rebranding has on brand equity and its contribution to firm performance. On the other hand, the second article was meant to identify effects of rebranding on consumer loyalty and brand equity and the impact of employee loyalty on brand equity. The objectives are the same for both articles. Both the articles have used questionnaires and findings from other researchers in coming up with their results. The articles clearly state the variables that they wish to study before the beginning of the actual research. Stating the variables guides the researchers in their research and in coming up with information on the variables' relationship (Narteh 2018). The variables in the first articles are 
The research question in the first article is what are the influences of rebranding on brand equity, and what is the contribution of rebranding on the firm's performance. The article's research questions are descriptive since it aims to describe rebranding's influences on both brand equity and a firm's performance. The author has analyzed information and their own opinion in answering the research question. The article clearly and effectively answers the research questions. The conclusion is that rebranding positively impacts brand equity and positively contributes to the firm's performance (Nana, Tobias & Chiliya 2019). The research questions were congruent with the purpose the author stated. In the second article, the research questions are the effects of rebranding and repositioning on consumer loyalty, brand equity, and the impact of brand loyalty on brand equity. The questions are descriptive. The conclusions stated by the authors answer the questions. The results were that brand loyalty is not affected by repositioning or rebranding and does not affect brand equity. 
The research design in both articles is quantitative and descriptive. Both the first articles tend to determine the relationship of rebranding and other variables (Makasi et al. 2014). The research is quantitative since the researchers used statistical methods of analyzing the data, and the subject of the study completed a questionnaire and included a large number of subjects. The first researcher conducted aimed at comparing the relationship between rebranding and brand equity and performance. The data was collected from 372 respondents, and questionnaires were used. The second researcher aimed to compare rebranding and repositioning on customer loyalty, brand equity, and brand loyalty with brand equity. The sample size of the respondents was 225-250, and questionnaires were also filled. 
Both articles start by briefly introducing the content in the article. The aims, methodology, and research methods used in the study are clearly stated. Both the researches are controlled since they seek to explain the relationship between variables. Effects of other factors on the research are minimized. Both the research follows a systematic procedure. An abstract is written then followed by an introduction, the research context, development of a hypothesis. The research design is also clearly stated, including the data and sample collection for the research, instruments used in the measurement, which is both the articles are questionnaires, and the data analyses and results clearly stated (Zahid & Raja 2014, p 56). The accuracy of the information and assessment made is measured, and the results are clearly stated. A discussion and conclusion for both the articles are provided. The authors clearly state the limitations of their research and what they can implement to improve future research. A reference list is provided at the end of each article. 
The data collection methodology for both the articles was the use of questionnaires. The researcher also made use of findings by other researchers that related to their study. The sources were referenced and cited. Both the articles used the correlation test to answer their research questions. Tables have been used in the data analysis. The correlation test aims at identifying the relationship between variables (Zahid & Raja 2014, p 57. The findings of the research are evaluated, and a conclusion is made for both studies. Recommendations to business on how to apply the results of the researches are provided.
For the first article, the research questions that I would come up with include the relationship between brand equity and the relationship between rebranding and a firm's performance. In the second article, I would aim to answer questions like how rebranding and repositioning affect brand equity and how rebranding and repositioning affect brand loyalty. The research design that I would use is qualitative research. According to Kashive and Khanna (2017, p 210), qualitative research is explanatory and aims to explain how and why, rather than just predicting the research results. I would make use of surveys. Surveys involve the collection of data from a predefined group of respondents. I would choose a business that has recently rebranded and identified the impacts that rebranding has had on their brand equity, customer loyalist, and overall performance of the business. I would also make sure to involve a large number of the audience when conducting the research.  I would use a controlled chart during my data analysis. A controlled chart will enable me to identify the changes that occur as the study continues. Using the control change, I will identify whether the process is consistent and can predict the study's outcomes.  
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