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Making of products and creation of brands can be well differentiated. For instance, products are manufactured and processed in factories, while brands are created in mind. The physical value of someone's product can be calculated easily, but the perception of the consumer of product is what is used in determination of the brand and products value in the marketplace. With this, building individuals' ability in the building of value in their brand and communicating the value of the product and brand to the customer via marketing has emerged significantly to the success of a company. The creation of a higher brand and visibility can be considered, too, as the creation of awareness concerning a particular given brand or product. To uphold this statement, some ideas and recommendations can be put into practice (Ind et al., 2013).
As a leader of a company that is seeking how to build, create, and establish the brand's awareness, I will maximize my organic social media presence. This can be done by making use of the existing social media to familiarize different people with the brand. For instance, this can simply be done by making posts on Facebook, Instagram, as well as Twitter, media platforms that are said to be comprised of a significant number of people. This can be the best strategy because the intended purpose that is the creation of awareness will be successful. After all, it will reach a complete target. To create a higher brand and visibility, as a leader of the team, I will use the idea of taking part in the brand partnership. In this case, I can choose to partner will companies or organizations that are well known. Also, I can select companies that are handling the same products to form a product line to ensure that the purchase of one product has led to the purchase of the related brand, thus creating awareness as well as visibility (Jin et al., 2015).
The facts surrounding the strategy of these films are that there are four types of branding. They include line extension strategy, new brand strategy, brand extension, and finally fight/flanker brand strategy. First, a product line strategy can be described as an approach that is implemented and used when developing products that are new for the existing customers and prospects who are not purchasing from the firm currently. This is always an extension of the product line; the product line involves the addition of new features to the existing products rather than coming up with completely new products. Anew brand strategy can be obtained when a firm created a brand that is new. This brand might be made to go along with work that is new. Furthermore, the new brand strategy has already emerged as the most costly strategy that can be used in brand development as well as visibility. This is because upcoming with new research does not entail any costs other than sales personnel, advertising, and values of manufacturing (Ahn et al., 2018).  A brand extension strategy also referred to as brand stretching, is a brand that is said to be happening in a situation where a company is making use of the names of his or her existing brands on an upcoming new product or in a category of a new product. The only strategy that is only based on brand extension can be said, making use of the company's already well-known and existing equity of the brand. All this strategy is aiming at helping those implementing this strategy to launch their newest product. A flank brand, also known as fighter or multibranding strategy, is a strategy that involves a new brand that is being introduced by the company. The company that should be establishing the new brand in the market is supposed to have an existing and established brand found in the same product category. It is also preferable because it is mostly used to attain a wide variety of the share of the market other than the gain that is achieved from one product. (McDonald et al., 2018).  
Giving something away for free can be described as the optimum best ideas and recommendations that can be used in the creation of higher brand and visibility. Even though consumers are always alleged with purchasing things that they are familiarized with, it is true that a vast number of consumers are prone to buying items that are attached to the giveaways. In a case where I am creating a brand and visibility, I can connect the brand with giveaway gifts that will be used to persuade the consumers to purchase the brand, a strategy through which the brand created and its existence will become more visible (Vallaster et al., 2013).
According to the given films, several facts are surrounding the strategy named in these films in brand creating and visibility. However, this has been addressed by seeing how the system to be implemented fits in the planning-organizing –leading-controlling framework and conduction of internal analysis used in strategy development.  The strategies being implemented can be done by identifying a substitute and equal competitor, assessing the objectives, the implemented methods, reaction patterns and strengths and weaknesses of the existing competitors, and finally deciding which competitor you can avoid or attack (Porter 2001). According to the named films, it is true that brand creation and visibility can be attained through a better understanding of how strategies emerge. The strategy is indeed considered to be appearing in a process.  Emerging of a system can be defined as an action pattern capable of developing with a given duration of time in a specific organization in the absence of a particular goal and mission or despite both. With this, one is expected to develop a real vision concerning the brand he or she is aiming to create or increase its visibility, defining competitive advantage that is associated with the brand, defining personal or organization targets, and focusing on systematic growth on how to create a brand and increase visibility.

In Porter's (2001) film, brand creating and visibility strategy can be used by understanding the critical elements of a competitive process, both domestically and globally. It is true that in this case, managers down the line are expected to capable of roughing product strategies as well as market strategies. Several competitive processes can be identified. For instance, competition can be faced with low-cost leadership challenges, known as a cost leadership strategy, differentiation strategy, Best-cost strategy, and market-niche or market focus strategy.  By addressing all these factors brand creation and visibility, the strategy uphold is preferably to be a strategy that is of good quality, a system that is price effective, and a strategy that is the intended turnaround.
In relation to Porter (2001) film, it is true that to develop a brand and make it popular, one has to identify cost drivers that are critical as well as differentiation sources. In such a condition, the cost of differentiation will reflect the cost drivers, while cost players will be playing a significant responsibility that will determine the success of brand creation and brand visibility. This suggests that the strategies that are to be upheld should be characterized by a low cost and differentiation, factors that will help the person or the company succeed in brand creation and visibility.
YouTube, Google, and the Rise of Internet Video Harvard Business School Press is a video trying to describe how YouTube emerged as a dominant of the video market for the content generated for the user. However, Google video is attempting several entry strategies, which unfortunately fails hence emerging of YouTube as the dominant platform for the video market. Basing my argument on this film, in the identification of a strategy in brand creation as well as visibility, one has to assess the consistency of a corporate strategy. Nevertheless, one should also evaluate the ability to create the value of the strategy he or she is aiming to adopt or implement. This can be done on considerations to the power of the person or firm or organization to secure shelf space in specific stores where they can be displaying their goods. These spaces can be found in big shops such as supermarkets. The importance of this strategy is that the brand will be placed on a shelf or play next to the substitute’s goods, which will most likely make the customers see the new brand and buy it. Moreover, it is essential to develop and adopt a brand creating and visibility strategy that has the ability to sell the brand while on the shelf. This is because a company or organization can decide to familiarize consumers with their product by placing salespeople next to the shelves, trying to give elaboration of the kind of goods they are selling. These salespeople are also alleged to create awareness to the customers and consumers, thus increasing their sales (Jason 2007).
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