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1. INTRODUCTION

PRAN-RFL Group is one of the largest and most diversified business
conglomerates in Bangladesh. The group was established in 1981 by Major
General Amjad Khan Chowdhury (Retd.). In its early years, the company

mainly focused on agro-processing and food products under the brand name

+ PRAN, which stands for Programme for Rural Advancement Nationally.

With the growth of the business, the group later expanded into non-food sectors such as plastics,
furniture, electronics, and household products under the RFL brand, which originated from
Rangpur Foundry Ltd. Over time, PRAN—RFL Group has developed a large number of brands and
product categories and has become a strong name in both local and international markets. At
present, the group exports its products to more than 140 countries, representing Bangladesh in the

global consumer goods market.

@ PRAN-RFL GROUP
R Since 1981

In today’s highly competitive consumer market, branding plays an important role in creating

customer trust and brand recognition. As companies grow and introduce different types of
products, they must manage their brands in a clear and organized way. Concepts such as brand
strategy, brand portfolio, brand architecture, brand line, and product mix help companies to
structure their brands properly and serve different customer groups effectively. For large and
diversified organizations like PRAN—-RFL Group, a well-planned brand architecture helps reduce
market confusion and allows the company to expand into new categories while maintaining a

strong brand image.

The main purpose of this assignment is to analyze the Brand Strategies, Brand Portfolio, and
Brand Architecture of PRAN-RFL Group by applying theoretical concepts discussed in
Lecture 16: Branding Strategies or Brand Architecture. This study examines how the group
manages its multiple brands, organizes its brand and product lines, follows different brand naming
strategies, and applies brand extension and growth strategies. By analyzing PRAN—-RFL Group as
a real-life Bangladeshi example, this assignment aims to show how branding theories are used in

practice to support business growth and competitive advantage.



2. BRAND PORTFOLIO AND BRAND ARCHITECTURE

PRAN-RFL Group manages a very large number of brands across ditferent industries. To avoid
customer confusion and to serve different market needs, the company follows a structured brand
portfolio and brand architecture. Here, we will try to discuss the Brand Portfolio, Brand Mix,
Brand Line and Product Line and Product Mix of PRAN-RFL Group with detailed examples.
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2.1 BRAND PORTFOLIO OF PRAN-RFL GROUP

A brand portfolio is the complete list of all brands owned by a company. PRAN—-RFL Group has
a very large brand portfolio, with more than 100 brands operating in food, plastics, electronics,

furniture, lifestyle, and other sectors. These brands are grouped into categories so that customers

can easily understand what each brand represents.
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PRAN HAS THE FOLLOWING CATEGORIES IN THE FOOD

SECTION ALONE
Category Products
Beverages Carbonated Soft Drinks, Drinking Water, Flavored Drinks, Fruit
Drink, Health Drinks, Hot Beverages, Juice, Malt Drinks, Milk
Added Drinks, Pop Drinks
Biscuit & Bakery Biscuits, Bread, Buns, Cakes, Cookies, Cream roll, Toast, Water
Confectionery Bean, Chocolate bar, Cup Jelly, Deposited Candy, Gum, Hard
Boiled Candy, Liquid Chocolate, Lollipop, Spread Chocolate,
Toffee
Culinary Cooking Oil, Jam & Jelly, Other Cooking Items, Pickle & Chutney,
Ready to Eat, Rice & Pulses, Sauce & Ketchup, Soup, Spices &
Herbs
Dairy Butter, Cheese, Fresh Milk, Ghee, Powder Milk, Value Added
Milk, Yogurt
Frozen Foods Paratha and Roti, Protein Snacks, Vegetable Snacks
Snacks Cereal Bar, Chips & Crackers, Local Ethnic Snacks, Noodles &
Pasta, Nuts & Pulses, Papar

Now we will list down the Brands based on Categories.



“BEVERAGES” CATEGORY HAS THE FOLLOWING BRANDS:

Category Name Brands
Carbonated Soft Drinks Bull Dozer, Cheer Up, Colors, Maxx Cola, Power, PRAN Up,
Fizz, Tango
Drinking Water PRAN Drinking Water
Flavored Drinks Drinko, PRAN Litchi Drink
Fruit Drink Fazlee, Fruit Fun, PRAN Frutix, PRAN Mango Fruit Drink, PRAN
Frooto, Sundrop
Health Drinks Robust
Hot Beverages Koti House
Juice Latina
Malt Drinks Braver, Oscar
Milk Added Drinks Super Milk
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“BISCUIT & BAKERY” CATEGORY HAS THE FOLLOWING

BRANDS:
Category Name Brands
Biscuits Bisk Club, PRAN
Bread All Time Milk Bread
Buns All Time Bun, All Time Honeycomb
Cakes All Time Family Cake, Bisk Club Dry Cake, Wonder
Cookies All Time ROMA, Bisk Club COOKIES
Cream Roll All Time Cream Roll
Toast All Time RUSK Toast, Bisk Club RUSK Toast, PRAN Toast
Wafer Buddy Wafer, Hurray Wafer, Mama Wafer, Premio
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“CONFECTIONERY” CATEGORY HAS THE FOLLOWING
BRANDS:

Category Name Brands

Bean Chocobean, Pluto

Chocolate Bar

Cup Jelly

Deposited Candy

Gum

Hard Boiled Candy

Liquid Chocolate

Lollipop

Spread Chocolate

Toffee

Babylon, PRAN Chocoloard, Sizers, Treat Cholate Bar
PRAN Pudding
Aamrosh Candy, PRAN Candy

Atom Gum, PRAN Fruitfill, PRAN Bubble Gum, Xcel Chewing
Gum

Koko Candy, Milk Candy, PRAN Hajom Candy, PRAN PNut
Candy, PRAN Plus Plus Candy

PRAN Choco Choco, PRAN Milkstick, Sunny Choco Choco
PRAN Lollipop
NAPLES, Wonder Kids

2 in 1 Eclair, PRAN (Layer, Eclair), Sunny Toffee, Treat Yummy
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“CULINARY” CATEGORY HAS THE FOLLOWING BRANDS:

Category Name

Brands

Cooking Oil
Jam & Jelly

Other Cooking Items

Pickle & Chutney

Ready to Eat
Rice & Pulses

Sauce & Ketchup

Soup

Spices & Herbs

Kernel, PRAN Cooking Oil, PRAN Mustard Onl
Canton, PRAN

Metro Lascha Semai, PRAN Other Cooking Items, PRAN Lachcha
Semai, PRAN lodized Salt, PRAN Vermicelli, T Salt

Jugol Chutney, PRAN Pickle, PRAN Chutney
PRAN (Dal Fry, Dal Makhani, Chicken Bhuna Khichuri etc)

Metro, PRAN Basmati Rice, PRAN Chinigura Rice, PRAN
Banglamati Rice, PRAn Minicate Rice, PRAN Nazirshail, PRAN
Mung Dal, PRAN Mushur Dal

PRAN

Canton Soup

PRAN Recipe Mix, PRAN Basic Spices, PRAN Paste Spices,
PRAN Whole Spices, PRAN Ready Mix
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“DAIRY” CATEGORY HAS THE FOLLOWING BRANDS:

Category Name Brands

Butter PRAN

Cheese Goodlife, PRAN

Fresh Milk Milkman, PRAN Pasteurized Milk, PRAN UHT Milk

Ghee PRAN

Powder Milk Milkman, PRAN, Super Milk

Value Added Milk PRAN Mughal Lacchi, PRAN Flavored Milk, PRAN Lacchi,
PRAN Matha, PRAN Labang, PRAN Nawabi Lacchi

Yogurt PRAN
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“FROZEN FOODS” CATEGORY HAS THE FOLLOWING
BRANDS:
Category Name Brands
Paratha and Roti Jhatpot
Protein Snacks Jhatpot
Vegetable Snacks Jhatpot
Paratha and Roti Protein Snacks Vegetable Snacks
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“SNACKS” CATEGORY HAS THE FOLLOWING BRANDS:

Category Name

Brands

Cereal Bar

Chips & Crackers

Local Ethnic Snacks

Noodles & Pasta
Nuts & Pulses
Papar

PR AN Peanut Bar

Krako, PRAN Tomtom Potato Cracker, PRAN Zeros Chips,
PRAN Twister Chips, PRAN Puff Corn, PRAN Chicken Bite,
PRAN Potato Crackers, PRAN Potato Sticks, PRAN Potatos,
Snacker Pop Chips

Mitain Soan Papdi, PRAN Mango Bar, PRAN Jhal Muri, PRAN
Chanachur, PRAN Flattened Rice, PRAN Puffed Rice, PRAN Jhal
Chanachur

Mr. Noodles, PRAN Noodles, The Chef Macarom
PRAN Dal, PRAN Badam Bhaja, PRAN Fried Peas
PRAN Papar

Cereal Bar Papar
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RFL (CATEGORY WISE BRAND LIST)

Category Name Brand Name Major Products
Agro Equipment RFL, Sulov Tubewell, Centrifugal Pump, Diesel Engine, Hoe,
Powertiller, Seeder Machine, Sprayer Machine,
Thresher Machine, Fence
Automobile SAUDI Lubricants (Provision: Car Filter, Grease,
Equipment Motorcycle, Spare Parts, Tyre)
Bikes DURANTA, Bicycle, Bicycle Accessories, Rickshaw and Van
DECENT Spare Parts, Tyre & Tube
Building Materials | Shine, RFL, Bathroom Fittings, Bathroom Fittings (Metal),
Support, Vigo, Belcha, Door, Door Accessories, GI Bucket, GI
Xpart, Cosmic, Fittings, Kurni, Ladder, Lift, Manhole Cover, Pipe,
Sulov, Property, Pipe Accessories, Pump, Sheet & Ceiling, Solvent
Woody, Falcon, Cement, Tagari, Tank, Valve, Welding Electrode,
4T, Protector Window
Chemical (PROVISIONAL) Adhesive, Appreton, DOP, Filter, Glue,
Masterbatch, PE Foam, Thinner
Construction PDL, Easy Build Concrete Blocks, Pavement Tiles, Ready Mix
Services Concrete, Asphalt Plant, Easy Build, PDL
Electrical & | VISION, Air Conditioner, Refrigerator & Freezer, TV, Fan,
Electronics BIZ1.1 Cables, Bizli Cables, Home Appliance, Kitchen Appliance,
RFL, Light, Switch, Circuit Breaker, Mobile, EE
PROTON Mobile Accessories, Water Heater & Geyser
Footwear & | WALKER, Bag, Belt, Boots, Converse & Sneakers, Loafers,
Fashion Travello Luggage, Sandals & Flip-Flops, Shoes, Socks
Furniture & Home | Trendy, Boards & Edging, Chair, Floor Mat & Rexin,
Decor COMFY, Flower Stand, Foam & Mattress, Home Furniture,
SUPPORT, Hospital Furniture, Kitchen Cabinet, Office
RFL, Furniture, Plastic Furniture, School Furniture,
TEL Synthetic Leather, Table, Wall Panel, Wardrobe
Hardware XPART, Cutting Disc, Hardware Tools, Hinge, Paint Brush,
RFL Power Tool, Weighing Scale
Household RFL, CANIO, Cleaning Solution, Flask, Home Décor, Hotpot &
ITALIANO, Tittin Carrier, Melamine, Plastic, Water bottle,
WINNER, Water Purifier.

KLEEN, Drinkint,
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Industrial Solution

Kitchenware

Medical OIC

Mother & Kids
Care

Paint

Safety & Security

Stationery

Toys

PROPERTY,
RFL,
XPART,
FALCON,
MAXIMA

TOPPER,
WINNER,
RFL,
ROYAL,
BRIGHT

Tiger Condoms

Mother Touch,
WINNER

RAINBOW,
KLEEN

GOOD LUCK

Jim & Jolly,
PLAYTIME,
TEL

Bubble Insulation, Construction Helmet, Cooling
Generator, Cork Sheet, Crate, Electric Motor, Fiber
Glass Sheet, Fork Lift, FRP Boat, Generator, GI
Ware, Glass, HDPE Pipe & Floater, HVAC,
Industrial Light & Fan, Industrial Lubricant,
Industrial Pallet, Dustbin, Road Cone, Industrial
Pump, Industrial Rack, Light Engineering, Pillar,
Props & Scaffolding, Sandwich Panel

Aluminum Cookware, Ambrosia, Blender,
Cutlery, Electric Cooker, Gas Stove, Gas Stove
Accessories, Kitchen Hood, Kitchen Rack, Kitchen
Shelf, Kitchen Sink, Knife, Nonstick Cookware,
Pressure Cooker, Radiant Cooker, Regulator, Rice
Cooker, Stainless Steel Cookware,

Condom, (Provision: Medical Appliance)

Baby Set, Diaper, Feeder, Feeding Item, Footwear,
Mum Pot, Napkin, Nipple, Potty, Pregnancy
Pillow, Tiffin Box

Decorative, Enamel, Industrial, Spray Paint, Tools,
Vehicle Paints, Wood Coating

CCTYV, Fire Door, Fire Fighting Items, Helmet

Clip Board, Eraser, File & Folder, Kids Items,
Marker, Note Book, Office Stationery, Organizer,
Other Stationery, Pen, Pen Stand, Pencil, Pencil
Box, Sharpener

Less Than 1 Year, 1 Year +, 2 Year +, 3 Year +



BRAND PORTFOLIO OF RFL GROUP
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2.2 BRAND MIX (OR BRAND ASSORTMENT)

A Brand Mix (or Brand Assortment) refers to all the different Brands a company offers across
different categories. PRAN—RFL Group has a very wide brand mix, covering almost every daily-

life need. Following are few handful brands showing for example from the wide spectrum.

BRAND MIX BY CATEGORY

Category Brands Target Customers
Food ‘ PRAN, Mr. Noodles, All Time Everyone (Family)
Plastics | RFL, Tel Plastics House owners
Electronics Vision, VIGO, Click Middle-class families
Furniture Regal Office and Home users
Transport Duranta Students and Cyclists
Clothing Winner, Walkar Young people

... and there are many more.
This wide brand mix helps PRAN-RFL Group reach customers of different age groups, income

levels, and lifestyles.

2.3 BRAND LINE VS. PRODUCT LINE

Understanding the difference between brand line and product line is important in brand

architecture.

BRAND LINE

A brand line includes all products sold under the same brand name.

Example: PRAN Brand Line
Under the brand name PRAN, the company sells:

« Mango juice
e Turmeric powder
» Pickles

¢ Mustard o1l



Even though these products are different, they belong to the same brand line because they use the

name PRAN.

PRODUCT LINE

A product line is a group of similar products that perform the same function.
Example: Beverage Product Line
PRAN-RFL Group sells:

e PRAN Frooto (fruit juice)
« PRAN Up (soft drinks)
« Power (energy drink)

All of these belong to the beverage product line, even though they have different brand names.



BRAND-PRODUCT MATRIX: BRAND LINE-PRODUCT LINE

For example let us analyze the Brand-Product Matrix of PRAN Beverages
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2.4 PRODUCT MIX ANALYSIS

The product mix includes all products sold by a company. PRAN-RFL Group’s product mix can

be analyzed using four dimensions.

A. PRODUCT MIX WIDTH (HOW WIDE?)

PRAN-RFL Group has a very wide product mix. The company operates in:

» Food and beverages

o Plastics and household items

» Electronics and home appliances

» Furniture

 Clothing and footwear

» Bicycles and construction-related products



B. PRODUCT MIX LENGTH (HOW MANY PRODUCTS?)

The product mix length of PRAN-RFL Group is very long. The company offers thousands of
individual products. For example, in the biscuit category alone, Bisk Club offers around 50

different types of biscuits.

PRODUCT MIX : WIDTH & LENGTH OF PRAN
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C. PRODUCT LINE DEPTH (HOW MANY VARIATIONS?)

PRAN-RFL Group has deep product lines, offering many variations of the same product.

Examples:
» Vision refrigerators: small, large, single-door, double-door, glass-door

« Bisk Club Fruit Fun: Pineapple, Chocolate, Orange, Strawberry flavor in different sizes

Product Line Depth — Bisk Club Fruit Fun Biscuit

\




D. PRODUCT MIX CONSISTENCY (HOW RELATED?)

e Production consistency: Low
Making bicycles (Duranta) and cakes (All Time) requires very different machines.
e Distribution consistency: Very high
The same distribution trucks deliver PRAN food, RFL plastics, and other products to

rural and urban markets.

This strong distribution system is one of the biggest competitive advantages of PRAN—-RFL Group.

3. BRANDING STRATEGY OF PRAN-RFL GROUP

A branding strategy explains how a company uses brand names, logos, and other brand elements
for its existing and new products. It helps a company decide how many brands it should manage,
whether it should introduce new brands, and how it should extend its brands into new products or
categories. PRAN—RFL Group follows a carefully planned branding strategy to manage its large

number of products and markets effectively.

3.1 USE OF PARENT BRAND, SUB-BRANDS, AND FAMILY
BRANDS

PRAN-RFL Group uses a parent brand—sub-brand strategy for most of its products.
e The parent brand provides trust and recognition.
 The sub-brand helps to identify a specific product or product line.
Examples:
« PRAN is the parent brand.
o Sub-brands include: PRAN Frooto, PRAN Dairy, PRAN Juice, PRAN Snacks.
« RFL is the parent brand for plastic products.

o Sub-categories include household items, furniture, and building materials.



When the same parent brand name is used across many product lines, it becomes a family brand.
In PRAN-RFL Group, PRAN acts as a strong family brand in the food and beverage sector, while

RFL acts as a family brand in plastic and household products.
This strategy helps the company:

» Reduce branding costs

e Build faster customer trust

 Launch new products easily

3.2 BRANDED HOUSE VS. HOUSE OF BRANDS APPROACH

Companies usually follow one of two main branding approaches:
» Branded House: One main brand is used for many products.
« House of Brands: Many separate brands are used with little connection to the parent brand.

PRAN-RFL Group follows a mixed branding strategy, but it is closer to a Branded House
approach.

BRANDED HOUSE EXAMPLES:
o PRAN juice, PRAN spices, PRAN pickles
» RFL chairs, RFL buckets, RFL pipes

In these cases, the parent brand name (PRAN or RFL) is clearly visible and strongly connected to

the products.

HOUSE OF BRANDS-LIKE EXAMPLES:

» Vision (electronics)
 Regal (furniture)

 Duranta (bicycles)

These brands do not use the PRAN or RFL name directly. This 1s done because:



» Electronics need a modern, technology-friendly name
« Furniture and lifestyle products require a premium image
« The name “RFL” is strongly associated with plastics, not electronics

This balanced strategy allows PRAN—RFL Group to protect its core brands while entering new

markets successtully.

3.3 STRATEGIC REASONS FOR MANAGING MULTIPLE
BRANDS

PRAN-RFL Group manages many brands for several strategic reasons:

A. SERVING DIFFERENT MARKET SEGMENTS

Different brands help the company target:
 Families (PRAN food products)
» Middle-class households (Vision electronics)
¢ Premium customers (Tel Plastics, Regal furniture)

e Young consumers (Mr. Noodles, Walkar)

B. REDUCING BRAND RISK

If one brand faces a problem, other brands are not affected.

For example, a problem in electronics will not damage the PRAN food brand.

C. CLEAR BRAND POSITIONING

Each brand has a clear meaning:
» PRAN = food and nutrition

» RFL = plastics and household items



» Vision = technology and electronics

This reduces customer confusion and strengthens brand identity.

D. EASY PRODUCT EXPANSION

Using a strong parent brand allows the company to introduce:
» Line extensions (new flavors, sizes)
» Category extensions (new product types)

Customers accept new products more easily when they trust the brand name.

3.4 BRAND EXTENSION AS A CORE BRANDING STRATEGY

One of the most important branding strategies used by PRAN-RFL Group is brand extension.
Brand extension means using an existing brand name to introduce a new product.
Examples:
» PRAN extended from juice to spices, oil, and snacks
» RFL extended from basic plastics to furniture and building materials
In this strategy:
» The original brand is the parent brand
¢« The new product becomes a sub-brand

This approach saves marketing cost and increases success rate because customers already know

the brand.



4. BRAND NAMING STRATEGY OF PRAN-RFL GROUP

A brand naming strategy explains how a company selects and uses brand names for its products.
A good brand name helps customers easily recognize the product, understand its category, and
build trust. PRAN—-RFL Group follows a planned and flexible brand naming strategy by using

different types of brand names for different product categories and markets.

4.1 CORPORATE BRAND NAME WITH INDIVIDUAL
PRODUCT NAMES

In this strategy, the corporate or parent brand name is used together with individual product

names. PRAN—RFL Group uses this strategy widely, especially in the food and plastic sectors.
Examples:

« PRAN Mango Juice

« PRAN Turmeric Powder

« PRAN Mustard Oil

 RFL Chair

« RFL Water Tank

Here, PRAN and RFL act as strong parent brand names, while the product names describe the
specific item. This strategy helps customers immediately identify the company behind the product

and trust its quality.

ADVANTAGES OF THIS STRATEGY:
» Strong brand recognition
» Lower marketing cost

» Easy acceptance of new products



4.2 BLANKET FAMILY NAME (UMBRELLA BRANDING)

Umbrella branding means using one brand name across many product categories. PRAN-RFL

Group uses this strategy effectively in both food and non-food businesses.
Examples:

« PRAN brand used for juice, snacks, spices, dairy, and oil

« RFL brand used for plastics, furniture, pipes, and household items

In this case, PRAN and RFL work as family brands. Customers trust the brand name and are

willing to buy new products under the same name.

BENEFITS OF UMBRELLA BRANDING:

e Strong brand equity
» Faster product launch

o Consistent brand image

4.3 SEPARATE BRAND NAMES FOR SPECIFIC CATEGORIES

PRAN-RFL Group also uses separate brand names for some product categories where a different

image is required. This 1s mainly used for electronics, furniture, and lifestyle products.
Examples:
« Vision for electronics (TV, fridge, AC)
» Regal for furniture
 Duranta for bicycles
» Walkar for shoes and sandals
These brand names do not directly use PRAN or RFL. This strategy is followed because:
« FElectronics need a modern and technological brand image
e Furniture requires a premium and stylish identity

» Lifestyle products need a youthful and trendy image



This approach helps the company avoid brand confusion and protect the core PRAN and RFL

brands.

4.4 COMBINATION OF NAMING STRATEGIES

PRAN-RFL Group does not follow only one naming strategy. Instead, it uses a combination of

strategies based on product type, target market, and brand image.
« Food & Plastics: Corporate brand + umbrella branding
» Electronics & Lifestyle: Separate brand names
e Sub-products: Parent brand + descriptive product name

This flexible approach allows the company to grow across many categories while maintaining

clear brand identities.



S. BRAND STRATEGIES FOR GROWTH OF PRAN-RFL
GROUP

To achieve long-term growth and remain competitive, companies must continuously expand their
brands and product offerings. PRAN-RFL Group follows several brand strategies for growth,
including line extension, category extension, flanker brands, and new brands in new
categories. These strategies help the company increase market coverage, attract new customers,

and strengthen i1ts market position.

5.1 LINE EXTENSION STRATEGY

Line extension means adding new varieties of products within the same product category using
the same brand name. PRAN-RFL Group uses line extension widely, especially in food and

beverage products.
Examples:

e PRAN Juice:

Mango, litchi, orange, guava, apple flavors

Different pack sizes such as small packs (Tk 10), medium packs, and large bottles
« Bisk Club Biscuits:

Digestive biscuits, cream biscuits, crackers, nut biscuits
« Vision Refrigerators:

Single-door, double-door, glass-door, different sizes

LINE EXTENSION HELPS PRAN-RFL GROUP:

e Offer more choices to customers
e Use the same brand name for multiple products

« Increase shelf space in retail stores



5.2 CATEGORY EXTENSION STRATEGY

Category extension refers to using an existing brand name to enter a new product category.

PRAN-RFL Group applies this strategy effectively by extending trusted brands into new areas.
Examples:

« PRAN: Extended from juice to spices, cooking oil, snacks, and dairy products

« RFL: Extended from basic plastic items to furniture, doors, pipes, and building materials

This strategy works well because customers already trust the brand name and are willing to try

new products under the same brand.

5.3 USE OF FLANKER BRANDS

Flanker brands are additional brands introduced in the same product category to target different
customer segments or price levels. PRAN—RFL Group uses flanker brands to compete more

effectively in the market.
Examples:
« PRAN (family food brand) and All Time (bakery products)

 RFL (mass plastic products) and Tel Plastics (premium plastic items)

BY USING FLANKER BRANDS, PRAN-RFL GROUP CAN:

« Serve both low-income and premium customers
» Reduce competition from rival brands

» Protect the main brand from price wars

5.4 NEW BRANDS IN NEW CATEGORIES

PRAN-RFL Group also introduces new brands in completely new categories when existing

brand names are not suitable.



Examples:
« Vision for electronics
» Regal for furniture
 Duranta for bicycles
« Walkar for footwear

These brands have their own identities and are not directly connected to PRAN or RFL. This

strategy helps the company:
e Build a suitable brand image for each category
» Avoid confusion with existing brands

» Enter new markets successfully

6. BRAND EXTENSION VS. BRAND STRETCHING IN
PRAN-RFL GROUP

Companies often use their existing brand names to enter new markets and introduce new products.
Two important strategies used for this purpose are brand extension and brand stretching.

PRAN-RFL Group practices both strategies in different ways to support its business growth.

6.1 BRAND EXTENSION IN PRAN-RFL GROUP

Brand extension means using an existing brand name to introduce new products that are related
to the original product category. In brand extension, the new product matches the brand’s existing

image and customer expectations.

PRAN-RFL Group uses brand extension widely, especially under the PRAN and RFL brands.



Examples of Brand Extension:

« PRAN extended from fruit juice to:
o Spices
o Pickles
o Cooking oil
o Snacks and dairy products

« RFL extended from plastic household items to:
o Plastic furniture
o Pipes and water tanks
o Doors and construction materials

These extensions are related to the original brand image. Customers already trust PRAN for food

quality and RFL for durable household products, so they easily accept these new products.
BENEFITS OF BRAND EXTENSION:
» Lower marketing cost

» Faster customer acceptance

e Strong use of existing brand trust

6.2 BRAND STRETCHING IN PRAN-RFL GROUP

Brand stretching occurs when a brand name is used for products that are very different from the
original product category. This strategy involves higher risk because the new product may not

match customer expectations.

PRAN-RFL Group shows limited brand stretching, and in many cases, it avoids stretching the
PRAN or RFL brands directly.

Example of Controlled Brand Stretching:

« Instead of using RFL for electronics, the company created Vision



» Instead of using PRAN for furniture, the company created Regal

This shows that PRAN—RFL Group understands the risk of brand stretching and prefers to create

new brands when the product category is very different.
However, some level of stretching can be seen when:
» RFL moves from basic plastics to premium furniture

« PRAN moves from simple food items to processed and packaged foods

6.3 RISKS OF BRAND EXTENSION AND BRAND STRETCHING
RISKS OF BRAND EXTENSION:

¢ Overuse of brand name
¢ Loss of brand focus

« Confusion if quality is not maintained

RISKS OF BRAND STRETCHING:

« Brand image damage
o Customer confusion
o Failure if the new category does not fit the brand

PRAN-RFL Group reduces these risks by carefully selecting which brand name to use and by

creating new brands when needed.

6.4 BENEFITS OF THESE STRATEGIES FOR PRAN-RFL

GROUP
By balancing brand extension and brand stretching, PRAN-RFL Group is able to:

 Expand into new markets
 Protect its core brands (PRAN and RFL)
o Build strong category-specific brands like Vision and Regal

 Maintain customer trust across different product categories



7. CONCLUSION

This assignment analyzed the brand strategies, brand portfolio, and brand architecture of
PRAN-RFL Group using key branding concepts discussed in the course. The study shows that
PRAN-RFL Group has successfully built and managed a large number of brands across food,
plastics, electronics, furniture, and lifestyle sectors. Through a well-organized brand portfolio and
clear brand architecture, the company is able to serve different customer segments while

maintaining strong brand recognition.

The analysis highlights that PRAN—RFL Group follows a balanced branding strategy by using
parent brands, sub-brands, family branding, and separate brand names where necessary. The
company mainly follows a branded house approach for food and plastic products, while using a
house of brands approach for electronics, furniture, and lifestyle products. This mixed strategy
helps reduce brand risk and allows the company to enter new markets without damaging its core

brands.

The assignment also shows that PRAN-RFL Group uses effective brand strategies for growth,
such as line extension, category extension, flanker brands, and new brand creation. The company
practices brand extension carefully and avoids risky brand stretching by introducing new brands
like Vision and Regal for unrelated product categories. This strategy helps maintain customer trust

and brand clarity.

Overall, the branding strategy of PRAN—RFL Group can be considered highly effective. Its strong
distribution network, wide brand mix, and deep product mix give the company a strong
competitive advantage in the Bangladeshi market. However, to maintain long-term success, the
company should continue to ensure consistent product quality across all brands and avoid

overextending its core brand names.

In conclusion, PRAN—RFL Group is a strong example of how Bangladeshi corporations can use
branding strategies and brand architecture to support business growth and compete successfully in

both local and international markets.
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