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Abstract  This paper investigates the mediating role of product innovation on the 
effects of brand equity and R&D investments on firms’ market share. We use data 
from 10,282 households for 1945 food brands consisting of 531 retailers, 1124 
small- to medium-sized enterprises (SME) and 290 multinational corporation 
(MNC) brands. Our results show that the product innovation strategy works best for 
MNC but only partially for SME and retailers, especially for organic (vs. conven-
tional and functional) brands. We extend the growing research on marketing 
resources and branding by exploring the antecedents and outcomes of product inno-
vation, using a common theoretical framework, and provide useful managerial 
implications for improving marketing strategy through product innovation.
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