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Variables’ Measurement





Figure 2: Statistical model: Hayes’ PROCESS Model 10.



KMO and Bartlett’s Test for the new construct, Rebranding Awareness.



test and Levene’s Test H1.

test and Levene’s Test H4.



The new name, OM SYSTEM, was intended to reflect Olympus’s 85

“always challenge convention,” OM SYSTEM aims to continue delivering unique and 

the brand, for some individuals, it changed their perception of the company: “Olympus was a 

priceless name” (Soriano, 2022). For others, the change went unnoticed or was met with 

identity during change. This study examines the impact of rebranding on consumers’ risk 



Olympus’s rebranding to OM SYSTEM represents a significant strategic and identity shift. This 

a well‑established brand with strong heritage is involved 

Existing research reveals a gap, as studies tend to emphasize firms’ perspectives over 

consumers’ perspectives, particularly regarding the effects of rebranding 



In sum, this dissertation argues that rebranding’s effects on perceived risk in a niche technology 

market are not purely direct but are strongly shaped by brand trust and consumers’ awareness 



consumers’ purchasing decisions involve risk, which can lead to uncertain consequences. 



the company’s identity, from name to values an



the price. Social risks become more important in markets where the brand’s image and status 



Hypothesis 1 (H1): Olympus’ rebranding positively impacts the level of consumer risk 

Rebranding awareness refers to consumers’ knowledge that a rebranding has occurred. It also 

measurement. The first dimension reflects the consumers’ ability to identify the brand and 

trust in the brand’s strategic direction 



personal characteristics and specific product features shape consumers’ perceived relevance of 





Morgan and Hunt (1994) defined trust as “a degree of confidence in an exchange partner’s 

reliability and integrity,” resulting from factors such as competence, honesty, and fairness. This 

brand’s competencies and are emotionally connected to it, thereby triggering confidence in both 

In 2001, Chaudhuri and Holbrook characterized brand trust as the consumer’s willingness to 

rely on a brand’s ability to fulfil its proposed function and meet consumer expectations reliably 

Ballester in 2003 argued that the latest theory has ignored the “motivational 

aspects” of brand trust. Consequently, this finding led to a new definition that added 

brand trust was defined as “ nfident expectations of the brand’s reliability and intentions 

in situations entailing risk to the consumer” 



trust the brand’s ability to maintain quality, stability, and its values. In contrast, consumers who 

Hypothesis 4 (H4): Olympus’ rebranding negatively impacts the level of brand trust.
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population with the research’s objectives

Variables’ Measurement  

the “Perceived Risk Facets” scale by 



the proven reliability of the scales supported by Featherman & Pavlou’s (2003) study. The 

scale’s Cronbach’s alpha for the functional/performance dimension is 0.80, for the social facet 



to confirm the construct’s dimensional 

transition. The scale’s multidimensionality enables a more profound understanding of 

driven products. The scale’s high internal consistency, with 



Frame ork Measure  tems Scale Reference Cronbac ’s α

IV
Brand 

Rebranding
Stimuli na na na

Moderator
Rebranding 

Awareness

Moderator
Photography 

Involvement

7-point Likert 

Scale

Laurent & 

Kapferer (1985)
> 0.80

Mediator Brand Trust
7-point Likert 

Scale *

Delgado-

Ballester (2003)
> 0.80

DV
Risk 

Perception

7-point Likert 

Scale

Featherman & 

Pavlou (2003)
> 0.78

Cronbach’s alpha of the full scale (all dimensions), as presented in the summary table. Individual dimension 



the next five years (answered “no” to both questions) were excluded from the study. All other 



samples t‑tests examined group differences, and linear 

Mediation, moderation, and the full model were analysed using Hayes’ PROCESS macro 

er verifying statistical assumptions. Cronbach’s alpha assessed the 

reliability of all multi‑item scales, and the rebranding manipulation (Olympus vs OM 

Olympus’ rebranding positively impacts the level of consumer 



Olympus’ rebranding negatively impacts the level of brand 

: Statistical model: Hayes’ PROCESS  odel 10.



(χ²(1, N = 1 4) = 0.10 𝑝

χ² ≈



1 𝑝 < N
Frequency

Olympus 

Total 

Featherman and 

Pavlou (2003), composed of four dimensions with a total of 13 items. This scale yielded a 

Cronbach's alpha coefficient of α = 0.9



correlation matrix is indicated by a very high KMO value of 0.91, and a significant Bartlett’s 

test of sphericity (χ²(21) = 5  .10 𝑝



which yielded a Cronbach's alpha coefficient of α = 0.84 (see 

risk subdimension could be removed, resulting in only a modest increase in Cronbach’s alpha

with two dimensions and a total of 13 items. The Cronbach’s alpha was α = 0.91 (see 

–

modest increase in Cronbach’s alpha (



The models’ key variables are presented in the summary table below:

–

Variable Type Min Max Mean St. De iation Cronbac  α

Brand Rebranding IV 1.00 0.50 na

Rebranding Awareness

Photography Involvement 7.00 0.87

Brand Trust 7.00 0.9 

Risk Perception 7.00 1.2 0.94

males comprised 50.0% and women 4 .7% of the sample. Regarding the sample’s age, the 



–

– – – –

held a master’s degree, followed by 3 .1% holding a bachelor’s degree, and 15. % holding a 

represented groups earning between €1,000 and €1,999 (19.7%) and those earning less than 

€1,000 (18.0%).



The significance level α = 0.05 was applied, in line with social science standards

hypotheses, the corresponding null hypotheses (H₀), and the statistical methods used:  

μ μ 

β 

β 

β 

β 

μ μ 

β 

H1: Olympus’ rebranding positively affects consumers' perceived risk.

To evaluate the impact of Olympus’ rebranding on 

𝑝𝑝 



After conducting the test, Levene’s test did not confirm the homogeneity of variances (𝑝
). Therefore, the analysis relied on the “equal variances not assumed” 

𝑝 = 0.218). Hence, H₀ could not be rejected, and H1 was not supported. 

𝑝

𝑝
𝑝

– 𝑝 𝑝

Risk Perception

Brand Rebranding

Sig No sig *    0.05  **    0.01  ***    0.001

  before rebranding (Olympus)
  after rebranding (OMSYSTEM)

Rebranding   areness

Brand Rebranding x 
Rebranding   areness

b  
 0.    



Olympus rebranding and consumer risk perception. Hence, H₀ is accepted, while hypothesis 

𝑝 

𝑝
– 𝑝 𝑝 𝑝𝑝 

– 𝑝 

Brand Trust

Brand Rebranding

Sig No sig *    0.05  **    0.01  ***    0.001

  before rebranding (Olympus)
  after rebranding (OMSYSTEM)

Rebranding   areness

Brand Rebranding x 
Rebranding   areness

b  
0.    



𝑝 
Therefore, the H₀ is rejected, and hy

𝑝 

𝑝
– 𝑝

– 𝑝
𝑝 𝑝



– 𝑝 𝑝
𝑝

Olympus’ rebranding and consumer risk perception, such that the rebranding increases 

H₀ 

𝑝 

𝑝
𝑝



𝑝
– 𝑝𝑝

𝑝
– 𝑝

– 𝑝
lovers (higher Photo_in). Therefore, H₀ is rejected, and H3a is suppor

H4: Olympus’ rebranding negatively impacts the level of brand trust.

To evaluate the impact of Olympus’ rebranding on brand trust, an independent samples t

𝑝𝑝
Furthermore, due to the assumption of homogeneity of variances being violated (Levene’s test: 𝑝 ), the ‘equal variances not assumed’ results were used. These results 

𝑝 0.08 ). Hence, H₀ cannot be rejected, and H4 is not 

௜݊݋݅ݐ𝑝݁ܿݎ݁ܲ ݇ݏܴ݅ = 0ߚ + 1ߚ  ∙ ௜ݐݏݑݎܶ ݀݊ܽݎܤ +  ߳݅ = 1, … , ܰ ܰ



𝑝

𝑝
ߚ – 𝑝

ߚ –

was confirmed, and the null hypothesis H₀ of no effect was rejected. 

𝑝 

Risk PerceptionBrand Trust

Sig No sig *    0.05  **    0.01  ***    0.001
- 0.  3*** 

b



𝑝 𝑝 
– 𝑝 –𝑝 –

and risk perception. H₀ could not be rejected, and H  was not su

Brand Rebranding Risk Perception

Brand Trust

  before rebranding(Olympus)
  after rebranding (OMSYSTEM)

 1 = -0.3080   1 = -0.8 7 *** 

 1  = 0.2889 ( 1 = 0.0217)

Sig No sig *    0.05  **    0.01  ***    0.001
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Rebranding 
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Brand Trust
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P otograp y 
 n ol ement

P otograp y 
 n ol ement

Sig No sig

*    0.05  **    0.01  ***    0.001

  before rebranding (Olympus)
  after rebranding (OMSYSTEM)

a1 b1 

c1  
-0.2398

a  a  

a4 a  

c   
c   

c4  

c   

0.5408 0.44 4

0.7873 -0. 05 

0.127 
0.2752

-0.0801
0.0391



𝑝 𝑝 
𝑝 𝑝 𝑝 

– 𝑝 
– 𝑝 𝑝 𝑝 

–
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–

–



௨௡௔௪௔௥௘ܯ ௨௡௔௪௔௥௘ܯ ௔௪௔௥௘𝑝ܯ ௔௪௔௥௘ܯ –𝑝   0.001, verified in the ‘equal variances not assumed’) (see 

௟௢௪ܯ ℎ௜௚ℎܯ
– 𝑝 = 0.83, verified in the ‘equal variances not assumed’), but high



௟௢௪ܯ ℎ௜௚ℎܯ –𝑝 



This research examined how Olympus’ rebranding influences consumers’ risk perception and 

The findings show that Olympus’ rebranding did not directly increase consumers’ risk 

A key finding from this study is that Olympus’ rebranding does not affect consumers' perceived 

to expectations. These null effects suggest that OM SYSTEM’s emphasis on continuity in 





An important finding of this research is the dual impact of Olympus’s rebranding on consumers’ 

SYSTEM’s communication efforts (global press coverage and localized campaigns) helped 

Furthermore, according to Laurent and Kapferer’s (1985) CIP theory, high

brand’s identity and attributes. In contrast, low



linked to the brand’s image and attributes 



Olympus’ rebranding 



‘yea saying’, which can push responses towards more positive 

communication campaign (OM SYSTEM’s 85

Olympus’
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If “no” to both →

Thank you for taking the time to participate in this survey. This research is part of a Master’s 



• No     • Yes

• No     • Yes

•

•

•

•

•

•

•



•

•

•

•

•

•

• Brand 1 (fill in the blank)     • Brand 2 (fill in the blank)     • Brand 3 (fill in the blank)

• Sony     • Canon     • OM SYSTEM     • Nikon     • Olympus     • Fujifilm     • Other (fill 

• Sony     • Canon     • OM SYSTEM     • Nikon     • Olympus     • Fujifilm     • Other (fill 

• Yes     • No     • Not Sure 

• Yes     • No     • Not Sure 

• Yes     • No     • Not Sure 



• Yes     • No     • Not Sure 

• Yes     • No     • Not Sure 

• Yes     • No     • Not Sure 

•

•

•

•

•

•

•

•

•

•

•

•

•



• Sony     • Canon     • OM SYSTEM     • Nikon     • Olympus     • Fujifilm     • Other (fill 

•

•

•

•

•

•

•

•

•

•

•

•

•



• Yes     • No

• Sony     • Canon     • OM SYSTEM     • Nikon     • Olympus     • Fujifilm     • Other (fill 

• Yes     • No

• Sony     • Canon     • OM SYSTEM     • Nikon     • Olympus     • Fujifilm     • Other (fill 

•

•

•

• The transition from Olympus to OM SYSTEM respects and preserves the brand’s history.

•

•

• OM SYSTEM continues Olympus’s tradition of innovation.

• Male    • Female     • Non binary / Third gender     • Prefer to self describe (Fill in)     • 

• Under 18    • 18 24     • 25 34     • 35 44     • 45 54     • 55  4     •  5 74     • 75 84     • 85 



• High School    • Bachelor’s degree     • Master’s degree     • Doctorate     • Other (Fill in)

• Less than €1,000    • €1,000 – €1,999    • €2,000 – €2,999    • €3,000 – €3,999    • €4,000 

– €4,999 

• €5,000 – €5,999    • € ,000 – € ,999    • €7,000 – €7,999    • €8,000 – €8,999    • €9,000 –

€9,999 

• €10,000 or more Prefer not to say



K O and Bartlett’s Test for the new construct, Rebranding Awareness. 









Less than €1,000

€1,000 – €1,999 

€2,000 – €2,999 

€3,000 – €3,999 

€4,000 – €4,999



€5,000 – €5,999 

€ ,000 – € ,999 

€7,000 – €7,999 

€8,000 – €8,999 

€9,000 – €9,999 

€10,000 or more 



test and Levene’s Test H1.

















test and Levene’s Test H4.














