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Are successful brands built just on successful products?  

There are many products and services on the market to choose from. We look at a 

product or service to purchase through the lens of creative advertising and multimedia websites. 

How a product gains its success is through its distinctive brand and reliability. The American 

Marketing Association defines a brand as “a symbol or visual logo design that identifies the 

goods or services that differentiates them from their competitors” (Kotler & Keller, 2012 p. 241). 

The brand acts as a protection through trademarks to define the features of the product or service. 

The company gains a brand equity that taps the emotions of the consumers building a brand 

promise that the product is dependable. Brand recognition is important to a company as it 

presents the firm’s mission and vision that asserts their belief for the strength of the product or 

service. In order for a company brand to be profitable a knowledge of trust called brand promise 

is vital to the success of the product or service (Kotler & Keller, 2012 p. 245). This suggests that 

successful brands are built on successful products. Does a product or service need a strong brand 

strategy to be successful? This paper will explore this thesis looking to present examples offering 

both sides of the discussion. A balance of both branding and product development is a vital 

compromise to a strong competitive advantage.  

To fully understand the relationship between a brand and its product it is valuable to gain 

the meaning of what a product is. The American Marketing Association defines a product as a 

bundle of attributes capable of exchange or use (Zwyssig & Heaton, 2013). This may consist of a 

product idea, the good or the service. The goal of the product is to market the item and reach the 

highest level of quality meeting the company objectives. To cite an example, a consumer wants 

to purchase a refrigerator so they would travel to an appliance store or search online for different 
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models. They look to educate themselves on price, specifications and features. If the appliance 

does not deliver a well-developed product behind the brand design, the product is vulnerable. In 

this example the demand for a durable good item such as a refrigerator motivates the consumer 

to research the model name and reliability of the product. This buying commitment will demand 

a guarantee of brand promise and trust. If the refrigerator is a model of a more popular type such 

as the General Electric Profile, the consumer can identify with the long history of the product 

(General Electric, 2014). This empowers the buyer to have a perception of reliability as the 

development of the product line offers a testimonial of brand promise. The consumer can now 

further research other models and will at some point build an emotional preference to the 

features that they desire. This example implies that a brand must have a successful product 

reputation to back up its image. If the product is not reliable the brand will eventually suffer and 

not sell. General Electric is a company with a long-term reputation for great appliances that are 

reliable. The branding campaign of General Electric is important but ultimately the product 

development is the key priority to the sale. A consumer is spending a great deal of money and 

will not be sold just on the brand image they will want to be confident the product is reliable and 

long lasting.  

To look at this thesis from the other prospective, can brand strategies sell a product or 

service better than product development? If the brand is built on core values and a purpose 

through creative license, the answer is yes. The best way to achieve this is through a name 

recognition strategy telling a story as consumers value this creative way of projecting the 

company brand sharing their common values (Furgurson, 2012). The power is in the language 

and clever mascots that the consumer becomes attached to the product or service through its 

brand symbol. An example of this branding strategy is viewed in the company, Aflac. They have 
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generated strong sales numbers by creating a duck with an attitude (Krippendorff, 2010). This 

approach to branding was risky as when consumers want insurance policies they want 

dependability and would a funny duck yelling the company name produce a positive outcome? 

Management was concerned that the consumer would not view the brand as strong but the script 

and presentation was fresh and engaging. The commercials are humorous and clever and the 

outcome is a win-win for Aflac as they have a ninety percent name recognition (Krippendorff, 

2010). In this example Aflac leveraged their marketing strategy by building a name recognition 

campaign that succeeded in gaining a strong presence in their sector.   

As the evolution of technology has provided many portals for companies to advertise, the 

branding architecture lends itself to building line extensions for marketing products and services. 

It would imply that branding may become too saturated and less emphasis is planned for capital 

resources dedicated to product development. At some point, a brand may be stretched too far 

endorsing a strategy to grow a portfolio of multiple brands in a quest to increase a company’s 

organic growth (Kotler & Keller, 2012. p. 262). There is some risk to this strategy and careful 

evaluation of cost against profitability will be valuable for continued competitive advantage. 

Brand extensions as a strategy may create a high number of substitutes in the market enabling 

too much competition. On the other hand, when the consumer is loyal to a brand they would be 

willing to try out a newer version of the product. The campaign would have to reinforce the 

strong values that the brand lives by. Brand extensions are worth exploring as a strategic 

advantage as it reinforces the traditional brand and offers a new product to the market.  

To offer an example of a company that has had a long reputation of keeping connected to 

their customer and extend their brand is Coca-Cola. They have a highly successful brand that is 

recognized all over the world. Coca-Cola has decided to add a new line extension called Coca-
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Cola Life in an effort to help combat childhood obesity (Atwell, 2013). This idea was introduced 

as the consumption of synthetic sugar substitutes and additives is on the decline. The new 

product is half the calories with a stevia sweetener and is packaged in a plant friendly bottle. The 

introduction of the product was distributed in the country of Argentina. Argentina has the highest 

consumption of soda products (Atwell, 2013). They packaged the bottle very carefully to show a 

green label with the traditional Coca-Cola signature. If the brand extension promotes a trend that 

is in demand and valuable to the consumer market the product substitute will be successful. The 

outcome of the launch proved to be a win-win as the sales of Coca-Cola Life was a huge hit in 

Argentina (Woods, 2013). This campaign would offer Coca-Cola a competitive advantage as the 

trend toward healthy sugars like the stevia sweetener may be integrated into other products as 

well. Coca-Cola is planning to release this product in the U.S. in the immediate future.  

In evaluating the question of more branding vs. more product development, the answer 

lies in the strategy to balance both market forces. The efficient way to create a product is to have 

a carefully tested product that a consumer can build trust with and strong brand equity to grow a 

long-term customer relationship. An effective brand empowers a product to build a foundation of 

success (Zwyssig & Heaton, 2013). The critical point here is that achieving high customer equity 

is dynamic and will continue to evolve as the company looks to retain a strong customer 

relationship. Brand loyalty must be at the cornerstone of this strategy. This continuing balancing 

process must be symbiotic requiring a periodic brand review to evaluate the product’s perception 

with its customers, looking at the tone of the brand and building a corporate culture to believe in 

the product or service (Knapp, 2014).  

In summary, the best way to develop an effective branding strategy is to compromise by 

creating a strong brand image that entices the customer to buy a carefully tested and developed 
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product. The consumer is looking for a relationship that is attentive and trustworthy. To keep 

fresh and current in the market, companies need to offer new brand extensions that meet the 

changes in their industry. The company will create a campaign to build an emotional bond that 

balances the product and the brand image. The brand relationship is continuing to evolve and it 

must be nurtured and contemporary to sustain a long-term competitive advantage. Product 

development is a high priority just as fostering the trust of consumers is paramount. The brand 

voice will keep customers on a more personal relationship leading the company on a path to 

long-term success. Branding helps to build a link to the customer and as long as the product lives 

up to its specifications the promise has been met. Companies need to be listening to the voice of 

the brand through customer feedback to continue to stay current and bring the desired products to 

the market.  
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