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ABSTRACT 

Rebranding has become an essential strategy for education technology startups, particularly in highly 

competitive local markets where differentiation and credibility are crucial. The rapid growth of digital 

learning platforms, the integration of generative artificial intelligence, and the increasing demand for 

personalized learning experiences have pushed many startups to reposition their brand identities. 

Although rebranding is widely practiced, scholarly evidence on its market effects remains scattered, 

requiring systematic synthesis to inform both theory and practice.This review brings together recent 

studies published between 2020 and 2025 to analyze rebranding strategies employed by local EdTech 

startups and the corresponding market responses. It explores how branding adjustments influence 

adoption, trust, user engagement, and institutional acceptance. The analysis reveals that startups 

frequently rebrand to communicate innovation, enhance cultural relevance, and build legitimacy in 

education ecosystems where trust is a critical factor for success.The synthesis indicates that effective 

rebranding often leads to positive market outcomes such as higher adoption rates, improved customer 

retention, and strengthened stakeholder confidence. However, cases of user confusion, skepticism, and 

negative sentiment highlight the risks of poorly executed or inauthentic rebranding. 
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ABSTRACT 

Rebranding telah menjadi strategi yang esensial bagi startup teknologi pendidikan, terutama di pasar lokal 

yang sangat kompetitif di mana diferensiasi dan kredibilitas menjadi kunci. Pertumbuhan pesat platform 

pembelajaran digital, integrasi kecerdasan buatan generatif, dan meningkatnya permintaan akan 

pengalaman pembelajaran yang dipersonalisasi telah mendorong banyak startup untuk mereposisi 

identitas merek mereka. Meskipun rebranding banyak diterapkan, bukti ilmiah tentang dampaknya di 

pasar masih tersebar, sehingga memerlukan sintesis sistematis untuk menginformasikan baik teori 

maupun praktik. Tinjauan ini mengumpulkan studi-studi terbaru yang diterbitkan antara tahun 2020 dan 

2025 untuk menganalisis strategi rebranding yang diterapkan oleh startup EdTech lokal dan respons pasar 

yang sesuai. Tinjauan ini mengeksplorasi bagaimana penyesuaian merek memengaruhi adopsi, 

kepercayaan, keterlibatan pengguna, dan penerimaan institusional. Analisis menunjukkan bahwa startup 

sering melakukan rebranding untuk menyampaikan inovasi, meningkatkan relevansi budaya, dan 

membangun legitimasi dalam ekosistem pendidikan di mana kepercayaan merupakan faktor kritis untuk 

kesuksesan. Sintesis menunjukkan bahwa rebranding yang efektif seringkali menghasilkan hasil pasar 

positif seperti tingkat adopsi yang lebih tinggi, retensi pelanggan yang lebih baik, dan kepercayaan 

pemangku kepentingan yang lebih kuat. Namun, kasus kebingungan pengguna, skeptisisme, dan sentimen 

negatif menyoroti risiko rebranding yang dieksekusi dengan buruk atau tidak autentik. 

Kata Kunci: Rebranding; Respons Pasar; Startup Lokal 

 

INTRODUCTION 

Rebranding has become 

increasingly important for startups 

operating in fast-changing markets, 

particularly in the education technology 

(EdTech) sector. Local startups often 

face intense competition, evolving user 

demands, and the challenge of building 
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legitimacy in markets dominated by 

established global players. As a result, 

rebranding is used not only to refresh 

visual identity but also to signal 

innovation and strengthen trust among 

users and stakeholders [1][2]. 

The EdTech sector, in particular, 

is highly sensitive to issues of 

credibility and trust because parents, 

teachers, and institutions act as key 

decision-makers in adoption. 

Rebranding strategies such as 

repositioning, name changes, and 

redesigns are increasingly linked to user 

perceptions of safety, accessibility, and 

quality in digital learning platforms 

[3][4]. Evidence shows that startups can 

benefit from clear brand signaling, 

which helps build stronger connections 

with diverse user groups [5]. 

At the same time, rebranding is 

not without risks. Poorly executed 

strategies may lead to confusion, user 

dissatisfaction, or a loss of authenticity, 

which can be particularly damaging for 

resource-constrained startups. Local 

ventures are more vulnerable to 

reputational setbacks, given their 

limited capacity to absorb market 

backlash compared to larger 

competitors [6]. This underlines the 

importance of aligning rebranding with 

clear value propositions and long-term 

brand equity. 

Theoretical perspectives such as 

signaling theory, brand authenticity, and 

stakeholder engagement provide useful 

lenses for understanding rebranding 

outcomes in EdTech. Signaling theory 

explains how branding cues influence 

trust and adoption, while authenticity 

highlights the need for consistency and 

credibility in communications. 

Stakeholder perspectives further stress 

that multiple audiences—including 

students, parents, institutions, and 

regulators—must be considered in 

shaping effective rebranding strategies 

[7][8]. 

Despite the growing attention to 

branding in technology startups, there is 

still limited systematic synthesis of how 

rebranding influences measurable 

market responses in the local EdTech 

context. Much of the literature on 

branding focuses on multinational 

corporations or consumer goods, 

leaving a gap in understanding the 

unique challenges faced by small, local 

ventures operating within education 

systems [9][10]. Addressing this gap is 

essential for both academic 

development and practical guidance for 

startup founders. 

This study aims to consolidate 

evidence through a systematic literature 

review, focusing on rebranding 

strategies and market responses among 

local EdTech startups. By analyzing 

studies published between 2020 and 

2024, the review provides insights into 

the drivers of rebranding, the strategies 

employed, and their effects on adoption, 

trust, and retention. The study 

contributes to both theory and practice 

by offering a framework for 

understanding how rebranding can serve 

as a catalyst for sustainable growth in 

local education technology markets. 

 

RESEARCH METHODS  

This study followed the principles 

of a Systematic Literature Review 

(SLR) guided by the PRISMA 2020 

framework, which provides transparent 

standards for conducting and reporting 

systematic reviews. Searches were 

carried out across five major academic 

databases: Scopus, Web of Science, 

IEEE Xplore, ERIC, and ScienceDirect, 

covering the period between January 

2020 and December 2024. Boolean 

search strings combined keywords such 

as “rebranding”, “brand 

repositioning”, “startups”, 
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and “education technology”. To ensure 

comprehensive coverage, synonyms and 

truncations were used where applicable. 

Duplicate records were removed before 

screening, ensuring that only unique 

studies were considered. 

Screening followed a two-stage 

process, beginning with title and 

abstract review, followed by full-text 

assessment based on predefined 

inclusion and exclusion criteria. Studies 

were included if they examined 

rebranding strategies in startups, with a 

particular emphasis on local or regional 

education technology firms, and 

reported measurable market responses 

such as adoption, retention, trust, or 

user engagement. Excluded were 

opinion pieces, conceptual papers 

without empirical evidence, and studies 

outside the education technology 

context. Quality appraisal of included 

studies was conducted using the Mixed 

Methods Appraisal Tool (MMAT, 

2018), which has been validated for 

diverse research designs and remains 

widely adopted in reviews published 

after 2020. 

For synthesis, a thematic analysis 

approach was applied, allowing the 

integration of findings across 

qualitative, quantitative, and mixed-

methods studies. This process involved 

coding extracted data on rebranding 

strategies, contextual drivers, and 

observed outcomes, followed by 

clustering into broader analytical 

themes. Vote-counting was used to 

identify the direction of effects when 

statistical pooling was not feasible. This 

approach ensures both methodological 

rigor and practical relevance in 

identifying how local EdTech startups 

employ rebranding to influence market 

responses. 

 

RESULTS AND DISCUSSIONS 

(HASIL DAN PEMBAHASAN) 

Strategic Repositioning and Value 

Proposition 

Rebranding in local EdTech 

startups often begins with strategic 

repositioning, where firms shift their 

value propositions to reflect evolving 

market demands. For example, startups 

initially focused on online content 

delivery frequently reposition as 

providers of AI-driven personalized 

learning or deep learning analytics. 

Such shifts not only expand the 

perceived value of offerings but also 

differentiate startups from competitors 

[11][12][13]. 

Empirical studies show that 

repositioning linked to clear educational 

outcomes—such as improved student 

performance or measurable 

engagement—gains stronger traction 

among institutional buyers. Schools and 

universities are more likely to adopt 

rebranded solutions when the new value 

proposition aligns with curriculum goals 

[14]. This indicates that rebranding 

must go beyond aesthetics to emphasize 

pedagogical impact. 

However, repositioning carries 

risks. Startups that overpromise or 

misalign their new positioning with 

actual capabilities may face backlash 

from users and investors. Trust erosion, 

particularly in local markets where 

startups rely heavily on community 

reputation, can quickly diminish 

adoption [15]. This suggests that 

authenticity and transparency are 

critical mediators in repositioning 

strategies. 

Visual Identity and User 

Experience 

Visual identity—such as logos, 

color schemes, and interface design—

plays a crucial role in how users 

perceive EdTech brands. Research 

indicates that refreshed branding 

elements combined with improved user 

interface design enhance perceptions of 
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professionalism, safety, and modernity 

[16]. This is particularly important in 

education markets where parents and 

institutions prioritize trust. 

User experience (UX) is often 

embedded within visual rebranding 

strategies. Platforms that align new 

visual identities with simplified 

navigation and accessible design gain 

higher user retention. In contrast, 

cosmetic changes without usability 

improvements tend to disappoint users 

and may reduce platform credibility 

[17]. 

Case studies highlight that 

startups integrating inclusive design 

principles into rebranding—such as 

multilingual support or culturally 

appropriate visuals—receive more 

positive responses from diverse local 

markets [18]. Thus, visual identity 

rebranding is most effective when it 

aligns with improved functional 

experiences. 

 

Stakeholder Trust and Brand 

Authenticity 

Trust is central in EdTech 

adoption because users often rely on 

platforms to manage sensitive data, 

including student performance. 

Rebranding strategies that emphasize 

authenticity and transparency foster 

greater stakeholder confidence. Signals 

such as commitments to privacy, 

teacher involvement, or academic 

partnerships strengthen credibility 

[19][20]. 

Studies reveal that startups 

perceived as authentic—where branding 

is consistent with organizational 

values—achieve stronger loyalty. 

Parents and educators prefer brands that 

communicate clearly about safety and 

learning outcomes [21]. Authenticity is 

therefore a key driver of sustained 

adoption. 

Conversely, when rebranding 

appears opportunistic or disconnected 

from actual practices, market responses 

are negative. Users may view such 

efforts as manipulative, resulting in 

declining trust and adverse reviews 

[22]. This underscores that authenticity 

is not optional but foundational in 

rebranding. 

 

Go-to-Market Strategies and 

Relaunch Campaigns 

Rebranding is often accompanied 

by relaunch campaigns that use digital 

channels to communicate changes. 

Evidence shows that coordinated 

marketing across social media, 

influencer networks, and school 

communities increases visibility and 

adoption [23]. In local startups, word-

of-mouth and teacher endorsements are 

particularly influential. 

Digital campaigns integrated with 

visual and functional rebranding create 

momentum by signaling modernization. 

Campaigns that emphasize educational 

impact and student success stories 

resonate more strongly with 

stakeholders than purely aesthetic 

branding [24]. 

However, campaigns poorly 

aligned with stakeholder expectations 

can backfire. For example, emphasizing 

AI-driven learning without explaining 

privacy safeguards can create 

skepticism among parents. This 

highlights the need for careful 

alignment of marketing narratives with 

stakeholder concerns [25]. 

 

Market Response Metrics 

Market response to rebranding is 

typically measured through adoption 

rates, retention, net promoter scores, 

app ratings, and sentiment analysis. 

Studies consistently show increases in 

user adoption following well-

communicated rebranding efforts, 
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particularly when changes address user 

needs [26]. 

Retention is another critical 

metric, with evidence suggesting that 

startups integrating improved UX into 

rebranding achieve higher retention 

rates. In contrast, superficial branding 

changes without functional 

improvements show minimal impact on 

retention [27]. 

Sentiment analysis of user 

reviews indicates that successful 

rebranding generates positive word-of-

mouth, while poorly executed 

campaigns lead to negative feedback. 

This demonstrates the dual role of 

rebranding as both opportunity and risk 

in local markets [28]. 

 

Timing, Triggers, and Risks 

The timing of rebranding 

significantly influences market 

response. Startups often initiate 

rebranding after product pivots, 

mergers, or regulatory changes, using 

new branding to signal adaptation. 

Well-timed rebranding can revitalize 

user interest and attract new segments 

[29]. 

Triggers such as negative 

publicity or declining user growth also 

drive rebranding decisions. In such 

cases, rebranding serves as a reset 

strategy, though evidence shows mixed 

outcomes depending on execution 

quality [30]. 

Risks include user confusion, 

diluted brand recognition, and 

stakeholder skepticism. To mitigate 

these risks, startups must ensure 

continuity in values and transparent 

communication during transitions 

[31][32]. 

 

Contextual Moderators in Local 

Markets 

Local cultural, regulatory, and 

economic contexts strongly shape 

rebranding outcomes. Startups that 

adapt branding to local languages, 

symbols, and educational policies 

receive more favorable market 

responses [33]. Cultural resonance thus 

emerges as a moderator of success. 

Policy environments also 

influence rebranding. For example, 

alignment with national digital 

education strategies enhances 

legitimacy and adoption in institutional 

settings [34]. 

Economic constraints in local 

markets further determine responses. 

Users in price-sensitive regions may 

value affordability signals more than 

visual sophistication, suggesting that 

rebranding strategies must consider 

socioeconomic realities. 

 

CONCLUSION AND SUGGESTION  

This review demonstrates that 

rebranding among local startups, 

particularly in the education technology 

sector, is a strategic tool that extends 

beyond cosmetic changes. Evidence 

shows that rebranding enables startups 

to reposition their value propositions, 

strengthen market credibility, and signal 

innovation. Market responses are 

generally positive when rebranding is 

authentic, user-centered, and aligned 

with educational outcomes, leading to 

increased adoption, retention, and 

stakeholder trust. 

The findings suggest that 

successful rebranding requires a balance 

between innovation and authenticity. 

Local startups must ensure that 

branding changes are not only visually 

appealing but also supported by 

functional improvements, clear 

communication, and cultural sensitivity. 

Stakeholder engagement, especially 

involving parents, teachers, and 

institutions, plays a crucial role in 

determining how rebranding efforts are 

received. By embedding these 
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considerations, startups can leverage 

rebranding as a pathway to sustainable 

growth and stronger market positioning. 

Despite these insights, limitations 

remain in the current body of research. 

Many studies are context-specific, rely 

on small samples, and lack longitudinal 

data to measure the lasting effects of 

rebranding. There is also considerable 

heterogeneity in how market response 

metrics—such as adoption, sentiment, 

and trust—are operationalized. This 

restricts the comparability of findings 

across contexts and highlights the need 

for standardized evaluation frameworks. 

Future research should explore 

rebranding outcomes through 

longitudinal studies, comparative cross-

market analyses, and experimental 

designs that test user responses to 

specific branding signals. Practical 

suggestions for local startups include 

prioritizing stakeholder consultation 

during rebranding, ensuring continuity 

of brand values, and aligning brand 

narratives with policy and cultural 

contexts. These strategies will not only 

mitigate risks of confusion or 

skepticism but also enhance legitimacy 

and long-term user trust in competitive 

EdTech markets. 
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