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PRODUCT LIFE CYCyp M ‘
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being has hife. @ product has its life Industriy £00(s q"m
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! Introduction  growth maturity saturation D%
Product Life Cycle
‘=wroduction ¢ Product is new : awareness in market is low : cost of marketing is high - oo’
are low.
Srowth The product has given satisfaction to the first buyers. Others follow : ;.

increase rapidly and product starts generate profits. Competitors notice
success and start planning competitive offering.

Maturity : The product reaching its maturity and sales are good. But battle for mat
share is about to begin.

Saluration Total sales are not growing any more. The battle for market share is diffiv
Try for strong brand loyalty and reduced price.

secline Sales and profits are starting to fall and future of the product does no{,{fw
healthy. Remedial strategy -modifying, repositioning or even deleting the proct
is needed.

t-very product moves through a life cycle, having five phases and they ar¢ :
I Introduction
L Orowth
Maturity

4 Saturation
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" {sng el sales promotion m arder to atininlate e deman f
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sduct satisfies the market, I thya stage # product gains A ! o
he Pt ' ‘ ’ Ala ore A4€5 Y
il ad husmessmen Salea of the product inerease Profit alao "; 0
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\ \‘ ; .,”uh\\p and new huyers appeant I irma may |,”,| " diffie ;| '
ot 10} « ¥ " ating sy eI
we | s depends upon the efficient manufacturing and distnibuting 57
WSt

0
B S
1

e ; : rease for a
oo At this stage. keen competition INCreases Gales continue to increa

; Maur® - .asing Tate Competitors go for mark-down price by |ncrcaf¢mu advertising
g - n:;'rc;\sc. even after mark-down prices, which enable to face competiion
 Marke! C\"\jn?; \dditional expenses are involved in product modification and impf”‘“{"'c'“
ot 12 ”?”:’: or and product mix or style changes, to attract the customers and retain the
= "‘3“‘”?},.‘,‘“ oting eftectiveness becomes the key factor in this stage.
e In t{\c caturation stage, the sales are at the peak and further increase 15 not
\’fur’f‘f::q;,d for the products is stable. The rise and fall of sale depend upon Suppl)'/ gnd
1.‘;: ; :1;; ;tagc. a replacement of product is needed, because the sale of the existing

¢

R qotbe increased. L
o ine : When sales start declining, buyers go for newer and beFter products. Fh?s. 15
‘ miw,-,\ ~easons- technological advances, consumer shifts in taste, increased competition
s \:..6 the product cannot stand in the market; many firms withdraw from the'market,
_ \w\ J: arofits decrease. Price becomes the competitive weapon. Under such a situation,

™" their attention t0 other products. The product becomes out of date and fashion. Then
‘ﬂ‘-'xl drop-the product from the product line.

D

L

-

. marketing manager should manage the life cycle of a product towards better progress
iy .-';.3 -eaithy growth of the firm. A marketing manager, while forecasting the PLC, must also
eate the imitations and other drawbacks. Thus he may be able to chalk out programmes
;:;:essfull). We discuss how the PLC is managed under various stages.

' Mapagement of lntrbduction Stage.

There is @ high percentage of product failures in the tirst stage. When a product is first
. 2,c¢d 41 the pioneering stage, since the product is new, profits are negative or low because
- szles and heavy distribution and promotion expenses. There is very little direct competition.
" romotional programme is designed to stimulate demand. By looking ahead, one can know’

~ competition will enter sooner or later and cause prices and its market share to fall. Once the

-t pzins consumer acceptance the sales go up in growth stage. The PLC is the result, not the

¢ marketing strategies choosen by the firm. Since ‘‘the first impression is the best
“ 0, the marketing manager should
- ke proper advertising before the products aic released in the market.
(",'.%rtcn the period of introduction, as far as possible.
- Fomulate new pricing and marketing strategies.
l"r.ldcnukc large scale promotional work.
Give proper attention to the distribution aspects.
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Easter 101 NEW markel segments poanee ;;.H  hange €ic
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Feter it oW disinibutIon ¢ hannels g ‘rh' firm can preparc an cf
i L ' . ! . . atly help 1
he prices (o attract buyers rhe PLC a1l greatly help
¢ Redooe T P : vies ',.gf"Wn’ may be able
al activing! ANAREIE
Inenease r‘“‘"““""” y ) ﬂ;‘ 1ension of the hic at r
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111 Manspement of Maturity Stage

¢ product modification ¢!

: | ng @ o -
g this sage. 8 manufacturer gets maximum profy throy g™ cation of new ases by ¢
1 I""'\;‘h . i "

~ennon hocomes increasingly severe A novel method of
SomNeIDon

‘ - eation of mMOTe varcuc
DUShlng maXIm y Crea ” .
. ' s i gugh advertisement
called fov The sales and profits start scale down as the Products gradUa]]QS as mf: “, powdeT- thr ; dairy 1n your home
e mrcsence of better poods substitutes. For an effective m yi . oy

LS \'n\'\ F 80

4 Adoption of the latest tec!

ANAgemen (e < they <14
e Ny atification (Brandi

impraae i th(}' of the producl. ‘-’hni “f!mdu:ni:;

Grve propet attention to increase the usage among the Current qyg _‘mlr; o epetitive products. (F

T 1o comvert non-users into users of the product, that ig Creating gme,s_ 5

- Give proper emphasis to advertisement and promotiong] programmew Wy, R
T 12 discover new uses for the product. es. (n a growing

-eds must be discor ered and
m.‘eds of the customers. The b
ne

g1s the usc of a d

" . Managemeant of Saturation Stage O il st

Thes 15 2 stage where a manufacturer finds it difficult to expand the sgje. . mrog;:’,:hf; beagess 58 wel) 3
sarncular pont. that s, sales are at the peak and further increase g not poss,-;ls - btz-";sfmzd study of the market
procus cannot be increased, the marketing manager should - € Singe , B¢

% pstance, a ready-made 2arm

Imroduce new models. fashions. Product failure wast

= Pursue new uses for the product. of the firm. i< the firs

; . Product plan 1s the firs
!mtroduce new package and repricing. ‘

includes product developmer
supervising the research. sc
modification of exisuing line

= Maddlemen’s margin is to be increased.
°  Ifthe price 1s heavy, offer the product on instalment basis.

‘ management, including spex
v Management of Decline Stage p—
Tus 1s the last and most crucial stage. Sales may decline for a number of reasons i 1. ldea gencrauon
st ances armval of new products at low cost, changes in fashion, consumer preferenceect 2. Screening |
;_‘.n'i profits continue 10 fall at (his stage. If the substitutes are more attractive anduz: 3 Business analysis
““sluon. buyers may turn their €yes lowards them. At this stage, cost control is e 4 Product developm
“aporiant 1o generate profits by the following alternatives : (Suggested by Stanton) : S Test marketing
! lmprove the product in 2 functional sense. or revitalize it in some manner o Commercialisatio
2 Make sure 1} »

1at the marketin
Streamline the product
Frequently, this tactic w

{

; . Wtk
g and production programmes arc as efficient as ;:;\
as . N aae qnd AV
assortment by prunning out unprofitable sizes

i R 1l decrease sales and increase profits. | 1
| un oul {hc pmducl, that is, cut all costs 1o the barc minimum -
ptimize profitability oyer the limited ¢

5

emaining life of the product
Abandon the product. :
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antages of PLC

when the product life pattern is known, the management must be cautious in taking,
vance sieps, before the decline stage, by adopting product modification, pricing strategies,
ic. quality change etc.
2 The firm can prepare an effective product plan, by knowing the PLC of a product.
¢ The PLC will greatly help the management in drawing future plans of the firm.
A manapement may be able 10 adopt some measures to control the PLC Thev include -
I Extension of the hife at maturity and saturation stage by adopting new packaging, re-
cing or product modification etc.
2 Creation of new uses by expansion of the market.

3. Creaton of more varieties of the product among current users. For instance, Amul Milk

wder, through advertisement emphasises many uses, in preparing milk, tea, curd etc. ‘1t is
¢ having a dairy in your home.”’

4. Adomion Of thC 1&\051 ‘CChl\O\UViCZl\ chanvece fachion chanoee marlrat accant aneas ot~
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