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Figure 9 2 ,r-,,,.., !, a ~ p1u,i product life cycle (PLC), the course that a ~roe~ · 
'>die< ar J p r"Lt, ta l0 • ,,.._ tr 1b J1fenmt:. Tru: PLC has five distinct stages: 1 f'r •1.fo -+ di'-. l ,p-rtF>l~ [)E'."'.4.r ~ ••·• i1t."f the company finds and de\ elops a nev; prodUCT ,.;e; 

U.1rm g pr,,duct de•.dopment, c;al~ an: .u:ro, and th£: company's inn~tment c~tsrr,(1'.:::-.:. 
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LIFE SAVERS A hole lat ol tun. 
MINTS 

• Product life cycle: Some products die quickly; th stay in the mature stage for a long. long ~ erslif Savers Mints recently celebrated " 100 t,me. e . f h,, years of keeping mouths feeling res . 
rtif. Nnqley eomounv 

d 
• • · d r>f <;low ..,aJc.., 1rrow lh ,t.., tlw pn ,dw I,.., mtroJw t'd 111 th1 

2 /11t ro 11c /10 111~ a pcno · c. n 
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market. Profit~ are noncxi...., tcnt m t 1.., ~ ,1gc I l, , product introduction. 
. . 3. Growth is a period of rapid market ,Kcep t,mcl' ,ind inc n ·,l..,in>,; prc,ht~ 

11 
4. Mnfurity is a period of slowdown in ... a ll'.., gn ,wth ht ·L,llht' llw pr<' l~I 

1
1
'
1
' achieved acceptancl' by mo~t _polL•ntiJ I buyt'r-... l1 rul1h It·\ l'I o ft <

1r I t:c 111
\ beca use of incre.i sed m,1rkc.•tmg out l.1~•~ ti.) d l'll·nd tlw produLI .igc1in competition. 

5. Decline is the period when sale.., fa ll oft a nJ protit.., drup 
Not a ll producb fnllnw all fi vl' ..,lJ~L''-> of the f'I <.. Stinw prmlud ..., Jn· inlrn­duccd and die quickly; otht1rs ~t,1y 111 tlw rn,1ttlrl' ... tL1ge for ., long, lol\)4 t11nt'. ~ofll' enter the dL•rlim• ~l,1gl' .md ML' tlw n cvcll'd bad .. inlu tht• gruwth -. t,,~l' through . · · · 1 . d b j cnuld 

strong promotion or n•po..,1tionmg. t ',t.:l'm c; thi.1t ,l Wl'll-mJrt.l),l' f.Jl1( live forever. Vcnerabh, brand~ like Coca-Cola, C.illetk, Budwe1..,e r, (,uiniw.,~. American Ex pres..,, Wt•l b Fc.1rgo, He1r11, K ikk.nrnLln, tl nJ 1 /\ B/\ ',( U -,<1 U( C, f11
r irn,t,mce, .-ire s till going ~trong after mure than 100 yt•ar~. ( ,u inm..,., beer ha.., bt'l'n around for more than zc;o year..,, • Li ft> SJV('r'l Mint-, rt·n•ntly celebrateJ "W yt'.HS of keeping mouth~ fet.> ling lre..,h," c:\lld J 47-y,•,u -old TA BAS<.. O ..,,lUC•' br,H~' thdt it'~ "over 140 years old and ~ti ll able to tota lly whup your butt!" . The PLC co~ccpt can de!:icribe J proJuc t class (ga-,olinc•-powere<l auto~' 
1 

b1le~), a product Jori/I (SUV..,), o r a brand (thc> Ford )-:!:,cape) . ·1 ht• Pl ,( ( of'll l r .1pplie.., differently in each ca&e. Product classe.., ha ve the longe"t lif1• i ye. II'", ti~ sale.., of many product classe5:, slay in the mature !-,lagt.· for a long tim1•. [1rnJu1 f0rmb, in contrast, tend to have the !::>tand ard PLC ..,hape. Product form ., .,u, h '
1 dial telephones, VHS tapes, and fi lm camera,;, pcl ..,:-,cd lhr1 >ugh d r1•gulcH h1..,l' r • pf introduction, rapid growth, ffidtuntv, and decline.• A :.pecific brand '!::, life cvcle can c·h a . kl h 

I h ,1n1' 1 "fll 
. , ng«-' qu1c y cx au<.,e o ( an>,; r , 

pt't1 t1v t-• attack~ and response!::, For exa 1 1 h 
11.., rnd l1 · mp e, d t nugh laundr1 '-,t l, l fl " 

clar.,~) ,rnd powdered detergent.., (prod I f h ·I I ,nr 11 11 f U C nrm ) a\ l' l 'TIJO\ ,.J f t.1 11 \ 1 cvdl!'-, the h e cYcle.., uf !::,pec1 fie brand 1 , . I 11..J.1, 
-

"' 1<l' t • ll•ndl·d tn he m UL h ,ht ,1 lt 1 1 
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' ig U.S. brands of d 
1 ~·drs · pow ~rL' d l., :1,, c\ n -. <' ,1 1'' ·" • i ,, ,. ,• 11d C .11n ; th l' k ,hJ ,Jl;:'; brand-.; 
. . ago were Fe! N 1 n,e PLC s- apt 1 c1 and U c l.1 1'_ •1 n 

, 
1
; , 1 . . 

1 
concept also can be a ppl •cd l ll i'- h at" ' • "--· , ,vd, a -. sh,lc ., , f,1 sh1 un.", aJ1 d fci d :-

,c ' '>pec ,a life 1 ·, 
, .. . . eye es are shown in Figure 9. 3 ,; style 1:- ,1 ba::,1c ,rnd di-, tuic l1\'C nrnd L' 

1 
• ,press1on . For e 1 

. . . . 
, ·lrm - J xamp e, s tyles .:ippear 111 ho,nt: ::, (,_ol ,i,1 1al, ranch, trarn,1t1onal), dothmg 

· a , casual) and a ·t ( 1. 
. . . 1 

c, ,r .,. . . ' 1 reu 1st, surr<•a li s l, abstr,~cl;. Once a -,tylc 1s invented, 1t may u,s t 
' ' ~cnerations p • . . . . 

. d . ' assmg m and out ot vogut> A stvle has a cycle showmg severa l periods of 
1 ent->we interest . · · 

A fashion i 
. f s a currently accepted or popular ~ty·le in a gi\'en fie ld . For example, the 

mo1 e ormal "b · . ,, 
ti ,, . USmess attire look of corporate dress of the 1980s and 1990s gave way to 
,c business cas l" 1 k . 

ua oo of the 2000s and 201 0s. Fashions tend to grow slowly, remam 
popular for a wh] d 1 . 1 e, an t ,en declme slow ly. 

~ads a re temporary peri ods of unusuall y hio-h sa les driven by consumer enthusiasm 
and mm ct· t o . 
. 1e ,a e product or brand popular ity. 19 A fad may be part of an otherwise normal 

hfe cycle as in th f · · O th 
' e case o recent surges in the sa les of poker chips and accessories. r e 

fad may comprise a brand's or product's entire life cycle. Pet Rocks are a classic example . 

Upo_n_ hea ring his fr iends complain about how expensive it was to care for their dogs, ad ­

ve~h~mg copywriter Gary Dahl joked about his pet rock. He soon wro te a spoof of a d og­

trammg m anual for it, titled The Cnre nnd Tmi11i11g of Your Pct Rock. Soon Dahl was selling 

some 1.5 m illion ordinary beach pebbles at $4 a pop. Yet the fad, which broke one October, 

had sunk like a stone by the nex t February. Dahl's adv ice to those w ho want to succeed 

w ith a fa d : "Enjoy it w hile it las ts." Other examples of fads include Silly Bandz, Furbies, 

and selfie s ticks.20 

Marke ters can apply the p roduct life-cycle concept as a useful framework for d escrib­

ing how p roducts and markets work. And when used carefully, the PLC concept can help 

in developmg good marketin g stra tegies for the different life-cycle stages. H owever, using 

the PLC concept for fo recas ting product performance or developing m arketing s tra tegies 

p resents som e practical p roblems. For example, m practice, it is difficult to forecas t the 

sales level at each PLC stage, the length of each stage, and the shape of the PLC curve . 

Usm g the PLC concept to develop marketing stra tegy also can be difficult because s tra tegy 

is bo th a cause and a result of the PLC The p roduct's cu rrent PLC p osition su gges ts the 

bes t marke tmg stra tegies, and the resulting marketin g s tra tegies affect p roduct p erfo r­

mance in la ter stages. 
Moreover, marketers should no t blind ly p ush p roducts through the traditiona l p rod­

uct life-cycle stages. Instead , marketers often d efy the "rules" of the life cycle and p osition 

or rep ositio n their p roducts in unexpected ways. By doing th.is, they can rescue mature o r 

d eclining p rod ucts and return them to the growth phase o f the life cycle. Or they can leap­

frog obs tacles tha t slow consumer acceptance and p ropel new products fo rward mto the 

grow th phase. . . . . . 
Th e m ora l of the p roduct hfe cycle 1s tha t comparnes must conhnually mnovate; o th-

e rw ise, they risk ex tinction. No matter how successful its current p roduct lmeup, a com­

p an y mus t skillfully manage the life cycles of exis ting p roducts fo r future success. And to 

grow, tl,e company must develop a ste~dy s~ream of new p roducts tha t bnng n ew value 

to cu s tome rs. Toy maker Mattel 1s leanung tlus lesson the hard way. It has long d ominated 

the world toy industry w ith classic brands su ch as Barbie, Hot Wheels, Fisher-Price, and 

A 
• n G ;rl In recent years, however, as its core brands have m a tured , Ma tte l's sa les have 

n1enca ... • 
t. d , t tJ1e hands of nimbler, m ore innova tive competitors (see Real Marketing 9.2). 

s tagn a e c, 
We looked a t the product d evelopment stage of tl1e PLC in the firs t p art of this chapter. 

I k a t s tra tecries fo r each of the othe r life-cycle stages. 
We now oo c o 
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Growth stage 
The PLC Sl8ge Ill wl1ich il produc,·s sales 
start cl1mtJ1ng quickly 

Maturity stage 
Tl1e PLC stage 111 wl 11ch a prorluct 's S81es 
qrowtl1 slows or levels oH 

' lt 

'I 

t I A 

, 1 Stage •W ,,r,,, f,1 , 
I [ ' II , i l]l u..-1,on !ifJCJ ll t.11 1• w ' V./• ,, 

, 1 '" Jw ., !t1 1A-, 
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, ... h1,,dlJ .4· ,, l
, n,f 1t , 

I I I h1 ·r .., I,1gL'.., , 
,, '11 I. •' I, ,\ ' I 11 11 ,,l,l ft I II j) ' ,,x rl·fl ' 

· . J 
1
, rorn11tu,n ,, ,i ,,,, .,, . ,, ,, i1o1i1,,,, 1 ,111 , · ,, . r' , ,, 

r11•1 •d1·d 11 I ~'t, 

' 'f h1~h tc, inf, 
rf.-t 1, n,,1 li;•'r' , 

' • ,m pHih,r, ptitj 

bu yn., ¼ ho .:ir, 

, , 1IP1 iv.,. l'rorno I'' , ,I, 11 1,, " , . '"' 1,,11 1, I 1f11· 11 11 1v11 
1 try it J,, 

I .J gt• I tlwm " , , ,, 11 •11, , , ,1 1111' 111 w 11111' 111 1 ,1n 
I 

rn p 1n· 
I ' I lg'' t 1(' L( ) 

1,·.1il 1 liq lll (Hi ll1 I r.-fi 11, lllf 'llh ,ii I 11 " ', < ,f tl1e1 r ,,, I I 
' J • ..,L. firm .., 01 LI" I,.: , 1< , ,·, •,11111 · , ,,, ti ll' , ,n1il 111 l. I 1l 

11lt I I 11 ,1,J , 111h 11 y , , , rnu '> t ch<,, 1 1 ,1 , ,,.. ilq~y th.-it h (r .. 

· II ti 111rkt'I JJIO//t<,, · J ,\ 1,111'1 '·'' ' ~, , ... ,,,,. ,c1 y 1e 1 1 
. . It ..,hnul d ri-d!J; 1· ti.,' It 1 1ni t1c:1 -,tra teg•,, 

t,·11 1 w1ll11111' 1111L'11tlt ·tl rrnJ 11 LL po', Jhoningf. ti proJu,t' , I f tir• ).!,, 'vrle. If the ·p,," 
k · , !Jn or 1 '-' · , .. ,. lh l' lw,I .., ,, I' 111 .1 gr,1ntll-r m..ir dmh ~/ . . ,, .1 rn c1y be: ,,.11 rif: 111~ !1,n i;-run n ·H'l'llll,. 

I . I I t milkeil kil ling, J • 
l HH, ..,l,.., 11'-. ,ll! n1· 1 ... 1r,1ll'gy II h b , 1 chani-• · "f l,uilJmg and rdainm~ r-
tlw ..,,1 ki · (1f ., l,ort -run g.i in . Till' pioneer ha'> 1 c: eh'> t f · • 

. . I ctl y from I es ar . kl' I ll'.i ckr~hip i( 1t pL1r 11'-. ('.lrL '> w rre 

Growth Stage 
k · ·11 ente r a growth stage in "hich -,alt..," If the new product :-,iltisfie., the mar et, it W I d I t b I · 

d t - ·11 continu e to bu v, an a <' r uyer~ wt [ , , r· st.irt cli mbing quickly. The cilrly a op ers w1 , 
· I ·f h h . fa vorable word uf mouth. Attracted b\ , . fo ll owi ng their lead, especial y I t ey ca r . . 

· · f' t·t ·11 enter the market. ThE:v will introduce~ opportun1 t1cs for pro 1l, new compe I ors w1 . . . . , 
d t f I d the m~rket w1·11 expand The mcrca-,e m cum pc.•htn r~ lead<, to r pro uc ca ures, iln " · . . . . 

increase in the number of di stribution outl et<,, and sa les 1ump JU'>I to build re'>(:llcr tment'" 
ries. rri ces remain where they are or decrease on ly sligh tl y. Cnmpilnie'> keep thtir prcirr . 
tinn spending al the same or a slightly higher level. Educating th e: marke t rem.:un ... a gll<l, 
but now the company must also meet the competition . 

Profits increase during the growth stage as prom otion cosb art: ..,pread O\ tr a Lu, 
volume and as unit manufacturing costs decrease. The firm u:,e<, ~eve ral .., tra teg1i><, t11 J.­

tai n rapid market growth as long as possib le. It imprm es product quality and add~ nt" 
product features and models. It enters new market segments and new di :,tnbutmn char· 
nl'ls. It shifts some advertis ing from building product awarenes'> to building product cor· 
viction ,rnd purchase, and it lowers price!> at the right time to a ttr;i ct more bu}Cf:, 

Jn the growth stage, the firm facL'!> a trade-off bc:tween high market ~hare and hi _' 
current profit. By spending a lot of money on pruduct improvement, promotion, and di,· 
tribulion, the company can capture a dominant po:cii tion. In d oing -.o, hP W{'\ er, it ):;l\l"' ur 
max imum current profit, which it hopes to mJkl' up in thl' next s tage. 

Maturity Stage 
J\t some point, a product' !> !,a les growth wi ll .,low d d ·t -11 1 

th, maturttY . . own, an I w1 en er t 
stage. This maturity !,tilge normallv lil !> b; Jong,r th th . d ,·t n.re . , e an e prev ious s tagt:s, an r ~ 
stro ng chil ll l' nges to marketing manag,ement Mo t d . h t ·., ,t.i~ . · !:i pro uct., a re m t e ma un,_, 
of th L' life cycle, ilnd therefore mos t of marketin , d 

1 
· h the matll!t g managemen t ea s wit produ ct. 

The slowdown in sales growth result 'i in m d . ud t- to <t. . , , _ . , any pro ucers w ith manv pr uc _ 
In turn, th1:,, U\ t n:apacity kad s to grea ter com t·ti· C . ·. k g d• · . . . . . . pe 1 on. ompet,to rs begm mar 1J1 p ri ce,;, incrca.,mg their ad\·crll ':> 111 g and sa le . . od t , , .• t · 

d "promotions and upping their pr uc u-opment bu gets to find better ven,ions of th d ' r,r• t·· 
e pro uct. These '>tt::ps lead to a drop l!l r Some of the \'\'eaker competitors ,tart drop · n[J ,. 

. · pin g out and the indu t , e\ entualh co onJ y well-es tab l15hed competitor:;. ' ':> 1: · 
Al though many products in the matu ta j 

1 
, it~-

. res ge appear to re a· chan° t' period,, mcist !:iucce:>!:iful ones are actuallv . .· m ll1 un c t't"_;-
, e \ oh mg tu meet changin~ con~urner fl 
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Start 
every day 

full of LIFE: 

t 
.. , • • .l. ,. ----= . lfJi ,_ OuaJterUJi I 

_.,.,. ... ,__ __ . 

~'1'9 the produc t hfe cycle: Than.ks to the 
-.. & - Up .. campar-gn , 137-year-old Ou-alter now 
i.,~ ~e <:ontemparary appeal as a lifestvte 
"'~QJ lt\ai helps g ,~ young fami l1es the fuel an.ci 

~~~to get through the day. 

,,r ' ....... 'Jw"'t"' ·- -~, 

r,:d ia ·.oritr:,_ f r, :- E:r.a:-:-.~_E:_ ::~"-' - dlera.:: '.r Cra:. ·'. _: b ,a.n..:i has :::,vUped ur lt:5 
prc,,c._,c~ h '."'c :..u :-:- ct:: ::- f: ,r:::'.-~l'"\· :C_;-~. :...,;s:= o: ::-c , e,·.- genc,anon_ \\ 1:h the 
C ra :;ul i: '-f:: ·. _:-::..;;_ ; F ,b.'l!O'.' Shr • .. ..:i::-a ·.•;,__7 ~ ~' ~j a?'? - fo ::- L7.5tance_ chil­
dren n :- , c dt~-:sr :~.-.io::is !.E - '.'',:; : :--:: r::-u\ _dee. .:o:0 r ;:.1<:·nols and sketchraJ. _ 
They t~eT ..a,;1: ?r -::, tc,::, o r (~t' :;c-:,_~~ .... -.:'." :r-c_r :o:r.a::-tphone-;; o r tablets <Ltd 
·.•. au:::h the ir o ri~nal creaho :1-= r:- az::.:..a:!~ co:re ro li :e ~1de the .1rp on 30 
m ock'. ,, ·,•.-r o ;•.-a)i:, .r:ua'. runw a~ ~ 1~ ' ,Lar. '\.',: ,,. 'r o rJ... . .:ird Pa~. =-: 

f.!u:1Uy, :hf: ('->M ?a~ :- .:::an ::-:• '"'l.Jd_"i . ... : u ,-.:._--,..'-=:. ~ •r: ryzi -r- imrn .. "l\·in~ 
:><1 lb b:- ~r"5,:---g one 0 : m o re :n.1rl-._e-ri..,g cr.1 '\ elements_ Tht:> ..:ompar1\- can or· 
ier m:•,•.· o r irn?ro-. i:c ,-er. , .::I::'- :u c J:. er- _ I : .:ar. cu: pn.:~ to attract new user;; 
and corr pt:htur, cu,:orre, " h .:ar la ... mch .:i bt'tter ad •.-~ing campaign o r 
U::k ag,gri:--:, ,\1: 'xi.Jt'- F!Urr .:itl :"..c--t-:-3.de dea l- Ccnt.::,--otr rreITUllITL,, and con· 
tr-,b. In adomc,n w pncn~ ard p~u m 11h0n . (he .:orr.r.1ny can abo mo\ e intl-, 
nt.-~\ mar~hP,s channt:L- t) ne1r xn t' ne\\ 1-ber-

• Pep~!C o used a!l o i :ht:~• mark.er. pr,xi uct . ard marketing mn. 
mochi1catio n approachc-. tu rem\ 1~c rate 1t , 13:--· '.· ea r-old Quaker brand 
and keep fl tro m '>rnkm'.? m w dedm.: T,-, re .:n, ak.t:>n the brand , Quaker 
launched a m a1 , r nt:\~ · Q-Jah.e r L_p ma rketm; campatbn ,,upporte-d b\ 
afl e~timatcd S l ~ rr i.: ., n l:n.d~et- -

T!-t Q-~a,__._ r L;:; CJ.rrF~ : ri tar .:e-t, a nt:".s rr a r " -'t ,,r :- our~ motht>r- unJer 
·r ; , J)()--1,._,njr'::! (~)u4-1~1.:r·~ lr - t..- , . t":ut .ar.~ '- ,_(! (rre.i:~ - :"'aL~ ::::ars ( '1'. k.;t" 
ard o,h,a rrn,:b, :- j - :'<:3ltf- • I ·-t: .. t· .:h ,Ct'- trut hei r µ\ t' d ~our _: ldm -
11\ :ht tutc: a.rJ .,-._ :.::. =eJ,.-d t ,.!e' mr, u,-'c' t,~., ia _. Tre c.a:np,u~ .ad,_-..:-, .~;;1. l"" t. Q-J.al, r L ;:,-- ,, '°' Qi_;.,...,, ' ~ .._,d tner~ tor the momen~ lha.t 
rr.a·,-,., ~ Fart ; c.h, reu3r~etu1 .; ;r;.;i Tt'y - ~JLrg t:rt,~n Quaker ha,, mud · 
e ·rnzed e,t:"f; t,~o:'.~, • f th,, b~ar;c rr ~ ;:irud..1ct, and Fa.::bgm·: ti' !P - t ,r., 
j t'., • u:d aa 17...a:~_nr, : •tan ., -L.nmcd j o.., n the 1cor 1..: Qt..iker mar, 
t.'"• 2 F ,u.-iC;, ar.d ~a\~ :--1 ~ a ~a~e ·t; t r..a..e ::-.7. luok hea'thier -tr, r;;e- .?.P...l 
rr o · . con1empara;-v T,e brar.d aade<l re..,, t'"erl:- ·paahl rr -du-:t- -=uu' a ­
Qua.r.er 'vkdle:, .,...._a heur, t'ltT.:I of oat - a:- J ;rra.r,. \,;,Jth re.a; tru,t ar ..:i rut­
Qual,-er :,oft Ba.i..t-u B.a -- l·uzh J" iili€-r. ;:•-rote1r- . and B · ,,amm,-- and Qualt:'r 
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Decline stage 
The PLC stage 1n which a product ·s sales 
fade away 

, I ,t it J; J J t.11', 

d ba ked t'n<' r ~ 
t -,a tmeil l an "0 , . 

:ht, more 
, , rnob1,1, f "' ,n i '•lc ~l'J in., t ;:in ' parents , the . 

'"' ·, J 11 , ,t, ]es ,,t toda v 's you ng lud in a b,1nnt:'r . I d1a inc n t . , : ' ilt h, il l ''< n f d 1g1ta me , d full s late l, t ,, 

,.,n al~o tn · 
cor j)(;. 

·Jeo ,. a Faceb 
· n t ln all d Ook 

' e.p ,t 
1 , 1 an a -, ,,' • Llpcr>1r, muni l ) w<'bsi te, h c a much \l ' ' ' d now a -, th, r, l 1,• r,-,1, ,_, J Quaker bran d d to forge a - tr<' 

I d bu t Ke nee e '.,, " Cu•rk ()\ e thl· 1ral\ , , ff1 cer 
• , . , , 'in,,, -.1•,, Qu,1 kcr 's chie f marketin g o 

Peopl k t e no,, tht-
'1 with contel!\ 

P.i-

Dedire Stage tualh · dip Tik liedine may be slo,, -d brands even . H S - . a, The sale.., of most produc t forms an 'd as i.n the ca'-t':, of \ tapes. Sales l!l.l l ereal or rap1 , . \ i n the cases of stamps and oa tmea c ' . 1 here the\ continue tor many years. n.. plunge to zero, or they may drop to a low ]eve w · " US 
is the decline stage. . t chnoloo-icaJ ad\·ances, shifts in consume · cludrng e o· . • r Sales decline for many reasons, I11 d fits d ecline, some ti rm.s withdraw fro . · · As sales an pro . . n, tastes, and mcreased compehhon. th . oduct offerin<>s . [n ad d1hon, they rna . . rune e1r pr O , 1 the market. 11,ose remammg may P . d hannels or the\· mav cut the pro"' · d gmaJ tra e c , - - .. ,o-drop small er marke t segments an mar 
tion bud ge t and reduce their prices fur ther. fi and n o t i·u st in profit te _ b ,ery costly to a rm, rrn~ Carryina a weak product can e ' h f 0 

ak d ct ma)' take up too muc o management, Th , I · dden costs A v,,e pro u ' · ere are man) lJ - . . ad ·ustments . It requires ad\•ertisino time. It often requires frequent pnce and rnventory J 
I 

h ,, d ts _ ~ . d t make "hea t y pro uc more proht-and sa les-force attention that rrught be better use O th able. A product's failing reputation can cause cu_stomer concerns a~o~it _ e company and its other products. The biggest cost may well lie m the future. _Keepmv ..., eak Prod~cts de­lays the search for replacements, creates a lopsided product nux, hurts current protits, and weakens the company's foothold on the future . _ _ . For these reasons, companies must identify products m the d ecline s tage .and deodr whether to maintain, harvest, or drop them. Management may decide to 11w111t11 111 its brand repositioning or rein\'igorating it in hopes of moving it back into the g rowth stage of the product life cycle. P&G has done thi.s with several brands, including Mr. Clean ,md Old Spice. Over the past decade, P&G has retargeted, repositioned , re, ·italized, <1nd e,tt>nded both of these old brands, taking each from near extinction to billion-do llar-brand st.11:lli Royal Enfield, one of the oldest brands of motorcycles ply ing on the Indian roads, m ·ired the decline phase by improving the product and once again m o, ·ed back to the gr0\1ih phase . (see Real Marketing 9.2) 
Management may decide to '111rues t the product, which m eans redu(i.ng Yario1L­costs (plant and equipment, maintenance, R&D, advertis ing, sal es force) , hoping that sa les hold up . lf successful , harvesting will increase the company 's profits in the short run. Finally, management may decide to drop the product from its line . The ( ompany c.111 se ll the product to another firm or simply liquidate it at sah·a " e va lu e . If the comp,u11 plans to find a buyer, it will not wan t to run down the produ~t thro u gh h arn •sh.ng. ln recent years, P&G has sold off se\·era l declining brands and brands th.it no lon~cr nr strategica ll y, such as Folgers coffee, Crisco oil , Come t cleanser, Sure d eod oran t, N,, , eni,1 . Duncan Hines cake m!;es, Cover Girl and Max Fac to r cosmetics, Duracell ba tterieS, l.1111-pet foods, and others. -

~ Table 9.2 s~nunarize~ the key characteristics of each stage of the PLC. Tht> tarle also lists the marketing ob1ectives and strategies for each stage_~s 



• Table 9-2 I Summary of Product Life-Cycle Characteristics, Objectives, and Strategies 

Characteristics 

Sales 

Costs 

Profits 

Customers 

Con1petitors 

Marketing objectives 

Strategies -Product 

, i1stnbut1on 

-- lH~c-
' J rirun1otion 

Introduction 

Low sales 

Higl1 cost per 

customer 

Negative 

Innovators 

Few 

Create product 

engagement and trial 

Offer a basic product 

Use cost-plus 

Bui ld selective 

distribution 

Build product aware­

ness among early 

adopters and dealers 

Growth Maturity 

Rapidly rising sales Peak sales 

Average cost per Low cost per customer 

customer 

Rising profits High profits 

Early adopters Mainstream adopters 

Growing number Stable number 

beginning to decline 

Maximize market share Maximize profit while 

defending market share 

Offer product extensions, Diversify brand and 

service, and warranty models 

Price to penetrate market Price to match or beat 

competitors 

Build intensive distribution Build more intensive 

distribution 

Build engagement and in ­

terest in the mass market 

Reduce to take 

advantage of heavy 

consumer demand 

Stress brand differ-

ences and benefits 

Increase to encourage 

brand switching 

Decline 

Declining sales 

Low cost per 

customer 

Declining profits 

Lagging adopters 

Declining number 

Reduce expenditure 

and milk the brand 

Phase out weak 

items 

Cut price 

Go selective: phase 

out unprofitable 

outlets 

Reduce to level 

needed to retain 

hard-core loyals 

Reduce to minimal 

level 
Use heavy sales 

promotion to 

entice trial (H b ken NJ· Pearson Education. 2016). p 358 © 2016 Printed and electron,cnlly 
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ue\eloped a . . -clistmctive image throug11 ns au 1LUu ,~ - · -

•• • 
••• Pr d 0 uct Life-Cycle Ma rketing Strategies 

~ cornpan .• . . il\arket ' s posmoning and differentiation strategy must change as the product, 

Proctuc; ~nd competitors change over the product life cycle (PLC). To say that a 

1 
P a, a life cycle is to assert four things: 

. roctur1 h . . . 
2. Pn,d ~ ave a hnuted life. ''Pr uct sales pass through distinct stages. each posing different challenges, 

urrunnw~. and p roblems to the seller. 
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FIG 11 2 

r 1<i 

I r r I 

lntruflur.llrm Gr,iwth M,1tur1t1 r;oo11P, 

nmo 

3. Prolil :-. ri ,1· and tall al c.Jifl l' rt 'lll ,.,aJ.<l' " of tlw pmrltH I Iii!- 1 yr It · 
• • k .1 , lin ·1n r 1al rnar111f ;11 tu r11w purr lr,11,inv, ,J 4. Produ ct" rr·qum· rldlen·nl rnar < 111 g, , · 

rnan resounT :-, tr;11 egit·, i11 earh li f'e -cydt• ~tag,·. 

Product Life Cycles 
Mo:-.t prod uct life-cycle curve~ are portrayr rJ n., hr·ll '>hapf• cl ,,.,.,. I 1Kllrl' 11 I 1 !ht r n ,,. 
typirn ll y divided into four .'> !ages: introdu ction, growth , rna turlf}, anrl J,., Ito,• 

J. Introduction - A period of ~low "ale-. growth a'> the prr,du1 t t, 1111n>1Jw •·d m tht rnartr, 
Profi ts are nonexistent hecau,c of the heavy ex pcll '>C .., ol prrid u1 t intwd 11 1100 

2. Growth - A period of rapid market acceptanr ,. and -, uh., tant tJI profit 1mpr1,.1•m•·nr 
3. Maturity - /\ slowdown in sale, growth becau<,e th<· prriduu h,b a, h1P\II J rt v·ptlrc:t tr 

most potenti al buyers. Profit~ ~tabi lizc or decl ine bee au <,c of inc rhi' ,.d I omp•·IJLlon 
4. Decline-Sales show a downward drift and pm fit .., erod e. 

We can use the PLC concept to analyze a produ ct ca tegor} !Jhrtc \",u ,lllrJ.! prndut- i 
product form (washing detergent ). a produ ct (liquid detergt·n11 ,,r J brJn j (,o<lrf'J !:.ztt 
Not all prod ucts exhibit a bell -shaped PLC. 1'1Thrcc rommon al rerndtl' pJl tnn ii!I' \htM'Tl 
Figure J 1.2. 

Figure l 1.2(a) shows a growth -s lump -ma r11nty p(l t f ,•m 0111·11 1 h,HdU• rt'>m of ~ 
kitchen app lian ces such a~ handheld mixers and hredd m.ilt·r-.. \.dh gnm r.iptd . ,1,tlr.n t.1-it 
product is firs t introduced and then fall to a "pl' trifi ('(_I" lt·\t·I rhu t 1.., ~u 1a11wd h, t.ur Jrl 1prr. 
buying the produc t for the firs t time and early adop tt' r-. repl .i, 111 g 11 

The cyclt' -fl'cycle pa/fern in Figure l l .2 (b) often de, t t tht ·-. tlw -.ale-. of rW\c, dru~ Tbt 
pharmaceu tical compan y aggn·~~ively prn mott•-.. It ', llt'\\ dru µ. ,t nd thb pr,,<lm*, rte f· · 
cyc_le. La1er, sales start declinin g and th l' comp.my gi \ , • .., th t' drug Jflf)tht>r prc,mt ttun push 
which produrr .., a second cyclP (u.,ually of -.mall Pr magnuu d,· ,tTl<l dur,11tc,n 

Anot~w r co_n~mon pallern i, ll lP ~crtllup1•d /JU in I tgure 11 >1 1 I Int• -.alf'• pa<,3 throu;;ti, 
!-, UCct•~s1011 ol ltf1 · cycll'!. ba -.ed 011 ti lt' dl '>l m ,' r} of Il e'\\. prndu, 1 1 h,trJI Int' uc. u\C • 
use r~. The ~a le, of nyl1; 11 , 101 1·xa111pll' , .,Jic)\\ a 'i r..tllopetl fhltt n n ht L.lll'>l' of the m.aO\ Of'I 
usc~- parachu te..,, ho&tl'ry. '> h1 rb, caqw1111 g, boat '>J il-, JLll om, ,htlt· tm -that rnor • ' 
be di..,covered ovt•r timl•.-' 1 · 

(a) Growth-Slump-Maturity Pattern (bl Cycte-Hecycie Pattern (CJ ScaHoPed Pa1l!fll 
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Style, Fashion, and Fad Life Cycles 

\\'e need to di <, ting ui<,h three special catego ri c<, of rrncJ, ·t l'f . 

r ds lFigu re 11.3). A style j<, a hac;i c and di et· ·t· d JC 1 '- cyd,,.,.__,, lyl, :•,, fa,, liJ01v1, and 

,a ~ inc 1ve me, e of exprc" · - . 

h man endeavo r. Styles appear in home ( . 1 ., 1 , . • .., ir,n appearing 111 :J fli:ld of 

u . . " co oni a , ranch, Ca pe: Lod ); clr,thinv lfnri r1 al 

casual, fun kyJ; an d a rt (rcah c; t1 c, <,u rrea]i<,ti c ah<; tractJ A 'l tylc can I· tr . ' ' 

t A r. h · , ' · a 'l or iwnl:nt I lonq and go 

m and out o vogue . 1as _wn 1s a_ c~ rre'.1t ly ac.ccpl ed or popular c, iylr! in a givi:n field . 

Fashions pa'>S through ~our 'i tages: d1 'i tJncllvene 'l'i, emulation , maJJ'i falihlnn, t1nd de< Jlnc.11 

Th e length of a fashion cycle is hard tu predict One point of view;,., rh ar fa'! hlon 1, 1.;ntl 

because they represent a purchase comprnmi'>e, and crinsumer<, 1, ta rt loo king for ihe mir; 11 • 

ing anributes / 1 For exa mpl e, as automobi les become '>mail er, th ey b1.:cr,m 1.: 11:1,1; cnml,,r1 

able. and then a growing number of buyen, sta rt wan ting larger car11. Another 1:xplana1fon h 

that too many consum ers adop t the fashion, thus turning other., away. <, rill another l"I 1ha1 

the length o f a particular fashion cycle depends on the extent to which th e fo .,hi,,n rni:c l'> a 

genuine need, is consbtent with other trends in the <,Ociety, <,ati .,ne ., •111cieta l norm., and va l­

ues, and keeps wi thin technological lim itc; a c; it devclnps.24 

Fads are fa c;hions that come quickly into public view, arc adopted with grea l zca l, peak 

early, and decli ne very fa s t. Their acceptance cycle i." -,hort, and_ t~ey t~nd tr, attract only u 

~mited following who are c,earching for excitement or wa nt to d1 ,;;1ingu1 'lh lh~,m.,dve., fn_im 

others. Fads fail co '>Urvive becau c;e th ey don't normall y .'>atii-!ly a ,; trnng nci:d . l he _rnarkct~ng 

winner'> are tho '>e who recognize fad f> early and leverage them inro ~ro.cJu_ct'-1 wnh "laying 

power. Here's a <,ucce'i'> 5tory of a company chat managed to ex11.:n cJ a fad ., Ill e <; pan : 

TR IV IA L P U P. S U IT 

' , I 

S . Fa' . 1982 Trivial Pursuit han sold 80 mlllron copies In 18 languages in 

nu rt!, debut at the lnternatJonaJ Toy ir rn ' 8 th has kept the produc..i 'B popu -

, r d It games Parker ro ers 
32 countries, and rt remains one of the best-sel rng a u · 

11 
al keeps creating offshoots - travel 

lanty going by ma.king a new game with updated quest.ions every year.I s:pprng into niches tied to various 

no "~ G 5 IV and themed vers on 
...,i:1\11, a children's version, Tnv,al Pursuit enu ' f I 

tf ms· an lnteractJve CD-ROM from Virgin 

SOOrto · 1 hie rn a variety o P a or · 
, movies, and decades. The game 1s ava, a . . WWW trivralpursurt.corn). and a mobile edlUon that can 

Entertainment Interactive; onlrne with its own Web site ( · . conversation on a date-no problem: NTN 

be 3Ccessed vra cell phones. If you ·re having trouble making dinner ~ 
• c.... . b t 3 ooo restaurants. 

1.1,11:na;nmem Network has put Trivial Pursuit in a ou · 

1. '- . . d ction Stage 
,,,ar"ettng Strategies: Intro u 

and the Pioneer Advantage h , rcrhn irnl prublcrm, 1111 dcalcr 

ll d work out r 1 
• J . 

tr au.,,._, II Lakes rime to roll ou t a new pro uct. th tend '> to be ,,low in the u11ro u c-11011 

J'l1pf'Ltne!. , and g.ai.n con'>umer accep t.ancc. <.alf'_'- gr~xpenditurc!> are at their hiw,e.., t _ratio to 

'4g1 Prr,r:1t - . low and promotw n . r'-- l:!. J induce prod uct II H1l. ,ind 

11 '> are negati ve or , Jntial con..,um c ,, • ·ad 

'idle<i be<.au f h d r 1 J inform pote th buyer• who arc 1h 1 rno'l t re Y 
!>e o t e nee to focu'> on oc;c ' . 

1 i.c1.:uit d1<itnh ut10n m retwl outlet.,.· I irm'> . d tn be hi~h hec.au'>c < 0 " 1'1 are hiv,h . 

t, hu\ ULu •- 11 h h m" arnup'- Pnce'> t en t dac1l1f• when (1 1 ent<;r th r: mar~.s·l 

" Q1Jy in 11.1 ,·r-1ncn .... ,.,, duC1 mu., ' ·r I • 

c . '"' d . ~ , nt'w pro 1 · r ma.h ••; <i f'n , 1· t t 11 

r,rnp,mu•' that plan tu tnlfO ur f a d ens ivC' 1 o c.om1· in ate . 

t I k · an exp 

I ' ir,, ran ht n•\\'arding. hu t , 1.., v brand ',trt'n~th. 
rrr 1 1 

qualH\ . or 
1 1 bttng "UfWl ,or ttchnu 0 ~~ · 
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PART --4 

• 

. .al. an age of shorten ing product life~ cles. Being 
Speeding up innorntion time LS esseno : found that products that came out six months 

earlv has been shovvn to pay. One pnor stufY33oz less profit in thei r first five years: products · d a\·era0 e o O 
, late-but on budget--eame an ° t their profits by only 4%.·8 

that came out on time but 50% over budge~ cu r gains rhe greatest advantage.29 Companies 
'.\1ost studies inilicate that the marker pwn~eAmazon.com developed sustained market 

such as Campbell, Coca-co,ia, Hallmark, ~nth at 19 of 25 compan ies that were market lead. 
dominance. Carpenter and Nakamoto fo ~n 

1983 60 years later. ·io Robinson and Min found 
ers in 1923 were still the market leaders m '

66
07.· of pioneers survived at least 10 vears • ·a1 d busmesses, 10 

, , that in a sample of mdusm -goo s 

versus 48% of the early followers. ~
1 

• d gen2 Earlv users will recall the pioneer's 
f th p10neer s a van ta . -What are the sources O e . , brand also estab lishes the attributes . • fi th m The p10neer s brand name 1f the product satis 1es e : , b d normallv aims ar the middle of the 

th d I h Id ssess The pioneer s ran -e pro uct c ass s ou po · . • al O plays a role; and chere are pro. market and so captures more users. Cu stomer merua s - . . 
. f ale technoloaica1 leadership. patencs , ownership of ducer advantages · economies o sc , o· . k . 

d · th b · s to entry Pioneers can h ave more e ff ect1ve m a r eung spend-scarce assets , an o er arner • . . . . 
ing and enjoy higher rates of consumer repeat purchases. An alen pioneer can mamtarn Its 
leadership indefinitely by pursuing various strategies. 33 

The pioneer advantage, however, is not inevitable.1-1 Look at the fa te ofBowmar (hand_calcu­
lators). Apple's 1\'ewton (personal iligital assistant), Netsc~pe (Web browser). ~eynolds (ball­

oim pens) and Osborne (portable computers). market pioneers overtaken b~ later entranb. 
~irsr mover~ also have to watch out for what some have called the "second mover advantage: 

WIKIPEDIA. ORG , CITIZENDIUM ORG 

Launched in January 2001 , the collaborative Internet encyclopedia WlkIpedIa has ridden rts pioneer advantage 
to become as familiar as eBay and Google. Its 5 million pages of content are created entirely by volunteers and 
are available, free , to users in 250 languages. It might seem that no other Internet encyclopedia could hope to 
eclipse W1kipedia's reach and brand equity at this point. Yet, who better than WIkIpedia's cofounder. Larry Sanger 
to try? Sanger believes his new site, Crtizendium. enjoys certam · second mover· advantages that can help rt 
overtake hrs old site . First, second movers avoid heavy mvestment m R&D by repllcallng the first mover's 
approach. C1 tizend1um will open up as an exact copy of WIkipedia, saving five years of development ume Ne(!, 
second movers enjoy the advantage of positioning. Because Sanger knows exac11y how WlkIped1a 1s percerved 
he can use that data to aim C1tJ.zend1um at what he calls "different social niches.· Finally. second movers team 
from the pioneer's mistakes. Cillzend1um is introducmg site sponsorship and an edItom1I teom of experts who 
can prove their expertise in their respective subJects. WIkJped1a, watch your back' 

WIKlPEDIA 

l'+edMt.nda 
o. ,...~ - OQO.--
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. ( ,, on,:t•r·, a, th:in h;1 ,. !J,:er1 
repo ' ' " t "' t·r •1 1ho1wh · 
l•xarnpb of la t<:r c·ntranl ., nvertaki 11 g rnHrkt·l pitin e,,r., . r. lll M' rH,t J1 11

in 1·:·r~J ','. iu.r••:cl . 

rn l
,uier~. Mat..,11 .., lli la over Sony in vc .lh, a ricJ c ,Ii ovc·r /

1
M' r 

1 
( Ar_, vl:r ~pc: rr y_ in rn :un lrarne 

111 . • • • • n •" ' <,um 1:4u1r,m1·n1 lnamorrrece11t ~111d y, lc ll1 ~a nclC.oltl er irJen tify 1lw loll o Ii 1. . · .. 
. . ,. l . 1 • • • ,· · Wllrg tvt· c1 1.1r, r<, :. •, unc.krprnnin~ 

101111.terrn mctrkl l le .t( tr -, 11p . Vl'i lon ol a tna .,.., niarki·I n"r•·r' Lt , . 1 1 . . · ,, . , , .... ,, , c nc,•, re ent t: 'I<, 111nriva111m 
final irial comrn 11 mt int, i.lnd a.,.,c l leveraae. ,., U1h1•r r,• <; e•,rch li ·iL hi hi' h I h , · 

. . r, , " • r , ~ rg ie, t e rmp,irtan ,:l: 
of 1hc novcll y ol th e rrodu '.:l 1~nov:.i t1n11 .111 Wh1·1 1 a pionee r Nlart~ a rn,irket with a reall y n1.:w 
producl. a~ wa., !he ca..,e w11h Scgway I lurnan Tran..,r,nr11.: r, 1oi urvi val ca n he vc:ry challc:J1 wng. 
In co nl rn.,I. when !he m a rkr:t 1-, hta rt c cJ hy an int remen tal innova tion , a., wao., the Ut'1 l: wi th 
MP3 player., wi th vi deo capa liiliti e~. pioneer-,' <, urviva l rate'l art: much hi~er. 

The pioneer &houlcJ vi,;; ualizc th e vuriou., procJu cl markch it co uld initially enter, knowing 
11 cann o1 cn lcr al l uf the m a l once. Suppo<,e market -segmentation ana ly., i., reveals the prud-
11c1 marke t ~egmcn l.., f, hown in Figure 11 .4 . The r,ioneer -, hould ana lyze the 
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profi l pol enlia l o l enc h produc t market .,ingly an d in com bin atio n and decide 
on a market cxpan-,ion pa th . Thu f, th e pioneer in Figure 11 .ti pl arn, fir ., t to 
1' 1Hcr produ ct m ark e t P 1M 1 , then move th e product into a &ecund market 
il'iM;J, 1hcn ~urprise th e comrctitio n hy develo ping a second product for th e 
second market (l'zM., ), then take th e second product back into the lin,t mar­
kcl (1'1M1J, and !hen la un ch a third product for th e fir~t market (P,M1J, lfthi 1, 
~a ml' pl an works, !he ri onecr firm wi ll own a good part of th e fiN two .,eg-
1111·111 ~ and :,,crve 1hem with two nr lhree prncJu cl'>. 

1 FOR THE1ll8t{~f(i 
A FAIRNEss-cREAI' 1 

ESPECIAllY 
Marketing Strategies: Growth Stage 
·111 · I · ·d 1· I · ,, le" Ea rly adop1erb like the c g1owt 1 !-. Lage 1-, marked hv a rapt c 1m 1 Ill sa 0

• • 

P j , b • . ·1 New compe utors enter, rocuc1, an d addi1io 11al consumer-; s la rl uymg 1 • • 
a11 . d . . . . d . new produ<.l feature'> and 

r,tlle hy th e opporlun1L 1t", . I hey tntro uce 
expand db tributio n. • h 1· r · . 1. h I depcnd111 g on ow ast 

ri re., remoi n whe re 1hey a re or fa ll ~ ig t Y, .1. . 1 u, . . . tinn al expe m ttun:., a 
l
unanu increase, . Compa ni e~ m a in 1a in 1hr~1r p1orno . . . d to co ntinue 

l 1c ~- 1 • , 1 com pe1111o n ctn 
· " 1111.: or at a -,lightly in crea-,, :cJ I eve 10 mee . d ' , -10 Pd . h· ro rno tJOnal ex pen 1tures, 
u,·att · lhl · 1n c1rkl•t Sa leb rhe much la'i te r 1 '111 P fi · . ,- • dur-

ca u~in . . . . .• ., l . ., ra tio. Pm,,.., 117crea1>e 
g" Wtiuirnl' dl· cl11w 111 th e pron10 tion- sa e ILirri e a nd unit 

ing lh ' d ·r a largt: r vu 
"' · 1~ 1> tagc a:-. promotion co.,ts ,Jl'l' .,prea ov_L . g 10 th e producer 
•11 u11ufaq . . ' c.l ec lrn e'>, ow 111 
le· ur111g Cll !-i l., !'a ll fu <. tt· r than pri ce _ . . •le rating to a decel-
urn11w efl . . h· ,e from a1 1 ,Hu; . ~r t t1 lTI I rrrrr-, mu.,t wa tch lc,1 a c ang . .,.hc men·!> co<,me t1 c 
d 1ng r· i • , ... 1rateg1c-.. 

,11 ,, 1. "l' ot grow1h in OJU('f tu prcparf' new_ _ ( ki·n-l'igh1 eningJ rrcam 
-. r~P\ 11 s · f· 1rne '>" '• 

ll1J k l . ou11J A.,iuingl'rn·1,il a11clthc rn.c n ~ ,1 . 1·f·L·yclc. 
, r l'l 111 I ., . f 111uduc I 'c nu1a 111 pa1 tintlar i.., ul 1h1.., <,1agt· 0 

~tf'-1 T 
S FAIRNE SS CREAM MARKE 

Wi!h a cha as "good looks," the men 's cos­
rnet1c ng1ng atti tude of men toward what is considered di this growth is largely 

rna1k01 h hase In In a, 
'•Durrou b in South Asia 1s currently ,n a growt P d. as a fairness cream , spec1flcally 
ldr"e'" Y the launch ot a skin lightening product, posltione f ess creams targeted for 

~ oell at n use a1rn 
'IICJ!no ine,1 Market research indicated that many rne this i"'tent need. Emamr 

q11 lea ti . d to ut1 11 ze u 
v H1noustan Unilever's Fair & Lovely In or er 
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PART 4 

, cream in India in 2005. In a recent adverti seme 
b and of men ·s fairness nt '°' 

launched tile Full and Handsome r kh Khan suggests a disappointed young man to start 
B II wood actor Shah Ru using 

lhe brand, tho well known o Y . f this nature have evoked crit1c1sms from some sect 
I I h l'kes communications o 10~8 

the brand to attract tile g r e I as well as women reinforce the social preJudic 
k. 1· htenlng products for men e that 

of society r1rguing that s rn - ig I personal and professional lite. Notw1thstandin 
fairness of skin implies better looks and greater success n 

41 
g such 

• objections. th is mr1rket is growing by over 1 O% per annum . 

_ _ s •s several strategics to sustain rap id market growth· 
IJuring the growth stage, the tu rn l L c, . 

. roduct features and improved styling. 
■ It improves prod uct qua lr ty and adds new p f d 'ff . ·. f·l 

d t (i e products o I e1ent sizes, avors, and . 
■ It adds new models and fl anker pro uc s · ·• so 

for th that protect the main product). 

■ It en ters new marke t segmen ts. . . 
. d ente rs new di s tnbution channels. 

■ II increases its dis tri bution coverage an _ . 
d · · to product-p reference advertising. 

■ It shi fts fro m product-awareness a verusmg 
. . , 1 . f •ice-sensitive buyers. 

■ It lowers pnccs to at trac t the next ayer o P1 

These market-expansion strategies strengthen the firm's competitive position. Consider 

how Yahoo! has fueled growth . 

YAHOO! 

Founded in 1994 by Web-surfing Stanford University grad students, Yahoo! has become the number-one place 

to be on the Web, averaging 129 million unique visitors a month, representing almost 80% of the online popula­

tion. The company grew into more than just a search engine; it became a portal, offering a full-blown package 

of information and services, from e-mail to online shopping malls. Yahoo!'s revenues, which exceeded $6 billion 

in 2005, come from a number of sources- banner ads, paid search, subscriptions for services such as person­

als, and a broadband partnership with SBC Communications. Yahoo! 's $1 .6 bill ion acquisit ion of Overture 

Services in 2003, a key paid-search competitor of Google, helped strengthen its claim as a one-stop shop for 

advertisers. Subsequent years have seen many additional acquisitions to expand the company 's online capabil ­

ities and services, including online social event calendar Upcoming.org, online video editing site Jumpcut, and 

online social contest site bix.com. Yahoo! also continued to grow globally with strong emphasis on Europe and 

Asia, helped in part by the acquisition of Kelkoo, a European comparison-shopping site, for $579 million and 

■ 46% of Alibaba, a Chinese e-commerce company, for $1 billion in cash in 2005 _42 

A_ firm in the ?rowth s tage faces a trade-off between h igh marke t share and high current 
profit. By sper~d ing mo ~1 ~y on ~rod uct improvem e n t. pro m o tion, and dis tribut ion, it can 
cap ture a d~m~nant pos1t1011. It forgoes maximum current profi t in the hope of making even 
grea ter p rohls 111 tl1e next stage. 

Marketing Strategies: Maturity Stage 

At so me poin t, the ra te of sa les growth wilt slow a nd tli d .11 f relative 
· · h . . • e p ro uc t wt e n ter a stage o 

ma tun ty .. f ts stage norma ll y las ts longer th an th e p - b . I Jlcnaes 
k 

. ' reVJous s tages and poses 1g c 1a 11 

to mar e tmg management. Most p roducts are il th - • - I 
Th • . . ' 1 e matun rv s tage ol the hfe t:yc e. 

e ma turity stage d1v1des in to three phases: growt h s ta-ble and deca ing maturi ty, In 
the first phase, the sales growlh rate sta rts co de 1- Th ' ' . ~ . I . 11nels 
t fi ll N - • • c tnf' . ere are no new d 1stnbut1on c 1a 
o 1 . ew co mpe u t1ve forces em erge (see .. M- k . . . . Categor} 

Dynamics"). In the second phase, sales fl a t; _c1r e t1ng . Ins1g~l: Compe uri ve t satu· 
ra tion. Mos t po tential consum I . en on cl per ca pit a basis because of marke d b)' 

ers rnve tned the prod d t· I verne 
population grow1h and rep la. d uct , an uture sa es are go . 11c 

<lem ent emand lntt th ' d h d · rurt!)', t 
a bsolu te level of sales starts to d I' · ie ir P ase, ecaymg ma 

The third phase of maturity pee_ ,~etl, and customers begin swi tching to other produc\r-
. . • . oses 11:' most challe Tl ,. 1 . d eate~ ov 

capacity m the industry. which leads to . _ nges. ~~ s'"es slow ~wn c'. . tJk ro 
find n iches. Thev engage in freque t I~~ns1fied competinon . Com peutors ,;c1r1rr~ and 

co nsumer prom~tion. They increa~e ;;~ b~i:ns. They increa~e advertising and rra l: .ind 
line extensions. The,, make deals 

1 1 
. get~ to d evelop prod uct 1m pro\'ernen ~rr 

· 
0 supp Y privatt-> b rand~. A shakeou t bcgrns . and wea 



MARKI l IN G INSIGHT 
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I lCO O CIIOG IJOVOII 

~uch (1Vlldl lllt s 11.it ll 'Slllt Ill illlW cnlonrnlos 

1. A nBW product or servlcB dimension expands ti b 

I f 
. 10 ound-

ar es o an ex,stmg category. 111 1170 yor,,,11 IJ ,
1 • .. ' lit, nct,t1 , lltO 

l'tll llll lilt' 90 li111lr1 lwl Yoplt11I lo dovolop Go Cwl. dollV(!/(JU In 

J colo1 1111 11/llU 111cl1 liJbu rloslonotl to l!llilflllCU 1101tnblllty 1111d lo 

oppp;il tu kills Go (iu, I liolpocl Yoploll lorue Ullui.ld ol 0,HlOll(J's 

Ounnon, J b1antJ H h;in trnllut! tor durnrtos A new sullct1logory 

Imo l>lion CllJalull 111 wl1lcl1 Dr111non was 11011 cluva111 

2. A new product or set of products carves out a fresh niche 

/11 an existing category. lllo 0110,gy b111 markol created by 

PowrrR11 ultl111u lL1IY fr:ig111011lod Into a varloty ol s11bca1ogorles, 

lnclutllng those tJlr ecled at specific scoments (suc/1 as Luna ham 

for women) and some possussing specific ;it111IJules (sucll as 111e 

protein associated Bnlancc ancl tile calorie control bar PrlaJ. 

Each rop1 r.sontod a subcategory for wl 11cl1 lhe 011g1nal Power8nr 

was not rolevant. 

3. A new competitor devises a way to bundle existing cate­

gories into a supercategory. In !he lale 1990s, Siebel created 

Internet based customer relatlonslllp management soflware by 

pulling togalller a 110s1 of appllcatlo11s, Including customer loyally 

programs, customer ar.quisll1on. call conte,s, customer servlco, 

c1Jstomer contacl. and sales force a111ornat1on In doing so, Slebol 

rendered rrrelevant. for some customers, U10 more spoc,ollzed 

appllco11on programs of cornpetllors. 

4. A new competitor repositions existing products or services 

to create an original category. In Ille United Kinodom. r ortt 

.. , ' t II" 1, 1 I I JI j I I l I,, ,rl 11 , , r t J / \ t~ , r n , , 

COM PE rlTIV E CATEGORY DYNA MIC5 

fJIK,lllnnutJ 11,, n11faYy rnln1v;1n u, mliil1r111 1/J 11r,,1 r.Jar•. ;11r tr,r11:t 

,.,J111/o, tnl1l0 u11m1111i lo IJ1J ~U1l;1tJl1J tor 1;11', / 1:/l'l,11t1m , /,; 1,r1t 

IIOllll11(J /lllt1IJ11lnc tnr 1llll111unt fmrn 1t1r1 I) thot ✓1r111trJ ,1p1i1:11I l11 :, 

IJuyo, tookh1r1 for H f;m,lly vnt1lr.Jr1, Jhe il1Jtrm1,11'1:r r,rr.,,ru l a r,1,w 

nil11lvnn s111Jc:t1lonory 

5. C11stomor noods propol n now product category or subcat­

ogory. Du:il lmnrl'i wull11or.•, i111rJ th1; 110 : of 111:rtl'. ;,nrJ n;itur,J 

r,upµlornnnt,i- h,1vo ~upprirtr;ll " 11urw nr,11 b1,1w 1q,: 1,at1:qor~. 

I 1001111y 111tre~/lrnru11 l1ovornr1m, It now wri1;11ri1 a ti(f.l of r,1JIJCal1; 

norlou, Inc.lulling onlwncod trJO'i, lrufl dnnl'•,, WJ ha ;i:d Onn1'~ ;ir(J 

r,puclalty Wrll!ifB J t,o PIOflf)(jf anrJ UltO(JDry loader I', ,..,..1Br:, wt1 ,,t 

hlill lcd 111 1 lJOG with So[Jr: fJla,,k 'loo 3r, w11t1 r11n-.nnq, wnrt}'i. and 

guarorm nnd now t,a~ an n11cmilm ilrJfJ or trm~. 1u10:~ ;ind m11:rq1 

cJrh1kB 

6, A now lochnology leads the development of a product cat­

egory or subcategory. Asahi re';hapr.rJ t11e J;:ipanw.1; M<Jr 

markol by l11lrorluc1ng an lnnovalrvc hmw1nq proc,,36 t1ta1 redur;;d 

"body" ancl tJ1 11r.rno~s while 1ncrnas1nq alwllol conlent Its r11Jv1 

prorlucl. Aoall1 $uper Ory, had a vory different tar, te from lhat uf 

01h01 .lapano~e lagers anrJ gonoralcd a new category, rJry tJe';r A, 

a rcsull. Kirin, tor dccader, lhe luatJlng brand with a cJom1nant 6<f'/4 

share of markel, suddenly was nm relovanl for the many w r.lfimer,; 

allraclctl lo lhe now calcgory Asahl's market share-8% v/hcn 

Super Dry was launcllod 1n 1986-rmo corrtlnually un111 1t took 

share lcadorshlp In 1998 

7. A company exploits changing technologies to Invent a 

now category. nvo Inc createtl a now category for home talc 

vision viewing by combining the personal video player, a com 

puter 11arcl drive, and an electronic program ou1do, changing the 

way people watch tolev1111on Any new entrafll m11D"t define lt.'mlf 

with respect 10 nvo 

s; .. ,. f1 R 1 0 or Biarid RnJovanco" St1i1/0gy , flustnoss 35 (Summc, 2004) 1- 10 S<:o al•.o Dovtd A AakCJ", Brund Portfolio 

• "
1 f'' epnntcd llom David A. Aakor, • ri,o o evonc " ' . 4 

-...!1·at'~r Gtcaw1g Rl'ievanro, O,ffemnltatlon, t no,oy, Levomyc, nod Clmify(New York I mo PrC8s 200 
J 

co11111l'tit· . 11 ·onsisls of well -entrenched competitors 

WI ors withdraw. The industry eventua Y c · · 

lose basic d · · · . · · arket share 
Dor . . . nve •~ to gam or maanta1~1 m . ·,ia s a ualily leader, a service leader, 

&lldacninat~ng the mdustry are a few g1an_t hrms- p.~i tiieir ;ofits mainly Lhrough high vol­

un,e 0st lec1cter-tJ1at serve the whole ma,ket and m,r,L e , . 8
1 multitude of market nichers, 

and low . I d minanL ,rms is 
'"Ll11d·. er costs. Smroundmg I , esc o •, .,,., firms The issm: facing a firm 

ing 111ark t ·a11 d . , lists and custo1ruzi r, . • 

1n a rn e spec1 . sts, pro uct specia - • f th , "big three" and achic•ve prof11s 

thruug~;~i:e tnarket is whether to struggle to becom~ o~,e :rrat:gy and achieve profits through 

low\'ol tgh volume and low cost. or to pursue 3 mch g ·k twill become polarized between 

I lll11eanct h' I . , . , h 1wever die mru e . 

Olv. and hi a Ji:{ 1 margin. Someumes, . c '.ddk see their market share !>leadily erode. .-

Here·~ b Rh-end segments, and the firms u, tJ,e mt h· 
5 

coped with 1hi~ siruation. / 

ow Swedish appliance manufacturer, Electrolux, " V 

El EC T 
ROLU)( AB 

In 2002. fie t arket At one end, tow-cost Asian companies 

such as H c rolux began facing a rapidly polarizing appliance rn · At the other end premium competi-

t a1er LG a d S d ward price pressure , 

ors such . , n amsung were applying own t th xpense of the middle-of-the-road 

b as Bosch S t urng to grow a e e 
tilllds El , ub-Zero, and Viking were con ,n . the middle was dropping oul of 

ectrolux·s new CEO Hans StrAberg, who took over the reins rust as 
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lhl king Elec trolux 's custorners ' wants and needs F tho markci l, dnc lded to escnpe tllo mldd lo IJY re n h h Straberg segrnented the mark t . or Instance rat11or tllan accept Ilic slrallficr1 llon between low and 19 ' ,, e accoro. ' t 20 different types of consumers- 20 product pos,tJo • Ing to tile lilostylc and µ11rchaslng pa tterns ol alJOU % as· 1, r. call~ t110rn . Electrolux now successfully rnarkets its steam ovens to health-oriented consumers, 101 
. , 11 d loped for smaller kitchens, to a broader consumer se exnmple and Its compact dlsl1wasl1 ors, angina Y eve . g-, . T mpanies finding themselves stuck 111 the middle of mont Interested ,n washing dishes more often• o co a mnture market, Str~berg olfms these words of advice : "Start wi th consumers and underStand What their latent needs arc and what prob lems they experience . • · th en put the puzz le together yourself to discover wlia t people really want to have. Henry Ford is supposed to have said , 'If I had asked people what they really 

wanted, I would have made faster horses' or something like that. You need to figure out what people really 
■ want, although they can't express it. " 1 1 

Sonw co mpanies abandon weaker producb to co ncentrate on more- profitable and new products. Yel lh ey may be ignoring 1he high potential many mature market~ and old prod­ucts still have. fnc.lu slries wid ely thought to he mature-auto~. motorcycles, television , wa 1chcs, cam1•ras- werc proved oth erwise by th e Japanese , who found ways to offer new va lue lo cuslomers. Faced wilh the situation of declining demand for scooters, Bajaj, one of th e larges t manufacturers of scoo ters in the world, foc used on motorcycles. 

BAJAJ 

Bajaj has been synonymous with scooters in India, and scooters have been the typical family transportation vehide for urban middle-class consumers. There was a time when the demand for Bajaj Scooters far outstripped the sup­
ply, and the brand enjoyed a near-monopoly status. The policy of liberalization by the government and the changes 
in the competitive landscape transformed the market for scooters. In addition, economic progress of the country ­
which improved the income levels of people-and the rising aspirations of the middle class enabled Maruti 800 
cars to gradually replace scooters from their role of a middle-class family vehicle. In order to buckle the trend m the 
market for scooters, the company introduced technologically superior products. The four-stroke engine and a 
sleeker design helped in slowing down the decline in the demand for scooters. However, the major strategic shift 
for the company was in the market focus: the company decided to concentrate on the motorcydes-the product 
category that was increasingly becoming a lifestyle statement for the youngsters. R:>r achieving marke1 dominance, 
the company introduced an array of motorcycles. This approach helped the company in keeping the brand contem­
porary and relevant for consumerV 

Three potentially useful ways to change th e co urse for a brand are market, product, and marketing program modifications. 

e ·keGod 
MA" rtr MOD HCATION A company might try to expand the 
market for its mature brand by working with the two factors that 
make up sales volume: Volume = number of brand user~ Y usage 
rate per user, as in Table 1 1.4. 

P ,.., UC-T MODff, CAT ON Managers also try to stim ul~te 
sal es by modifyi ng th e product 's characteristics through quail!) 
improve~ e~t , fea ture improvement, or style improveme~t. c-

' I(. I' fj lh l, if Jil If '0 •1dl 1j >flt JfJel t Of ;l tf)J ()r r ,., ,.. 

I r r T1,tr k1 I 

Qualtty improvement aims at increasing the product s fun 
· com· tional performance. A manufacturer can often overtake 115 

. . b I d" d ct Grocen pet1l1~n y aunching a unew and improve pro u - . addJ·-
manufacturers call this a "plus launch and promote a n~ • . d . . " ., "b ' - or "better live or a vertJse something as stronger, 1gger,_. . ro\ ed 
This strategy is effective to the extent that the quallt) LS~~ for 11 buyers accepc the claim, and a sufficient number v.1.l l P · food 
Freshness is an important attribute rhat consumers want in 311, products. In order to ensure freshness, co nsumers 10 -~ our regions in India and Pakistan com·ert wheat in to \'1-tlea '. 1,t (atta) once in a week or once in r.vo weeks, using the .,efVl~'}.,e 
the local flour m.ilLs I chakkri. WeU-lmovm wheat flour bran 
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,.nd the Humber of Brand Users 
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I Cor!V('f/ nnn11., r'I , fill ! ¥1!Y lo Ii i!! r;rowtt 1 of ,m 

fr r1qf1I r,m v1 c,,: I', 1111· r.ur1•, ldnt •,r;arcli for nt:Jw 

tJsers 10 wl1orn ,l lf c.a rrie1,; 1.,rn (lnrn O11 ,,Ir;iie tlie 

r,enefl lf. of 1r,11 ,q airtre,qht ralh1:r tt1an qrr,unu 

transporl Tile i,1c;nlf1r.ttnl Qrowt11 of tluJ 'lhamnoo 

111arket ,n India is allnhutnble to the ~mall -sachet 

oackaglflg that at1r<1cted rnany nonufier~ to this 

ca tegory Small packarJ1ng at low price poin ts is 

now spurn11g tt1e growth of many product 

categories In India by attracl 1ny nonusers. 

1 Enter new market segments. Johnson e, Johnson 

successfully promoted I1s baby shampoo to adult 

users. Pears soap has Introduced a pink soap 

specifically targeted at chi ldren. 

1 Attract competitors' customers. Marketers of the 

Sun detergent powder are always wooing Ariel 

customers. 

I I ' , ... 

lncrea18 the u 
sage Rates Among Users 

■ Have consumt::r' r h 
0 

1 u .e 1 11 fm;rJuct or, rnoo-1 
ccasron:; U'R. 01 , 

, 
br;J , allBf:lf:nM r;ondew,ed m,11, 

M 
ndq such a1J M1ll-'m,11d lfrrJm r~e·Ue1 rir 

1tha1mate (frorr Am , , 
J ~" 

1 u_li for malrmg a ·,anet/ r1f 

< e., ,P.rt prepara1J(Jn5 at home ~ r 11> Mr n-u o 
biscuit u, • 1 

"'' 

1 s w1 different topping:, a<; wacK food 

ake Kodak pIcwre-; of your r>ets 

■ Have consumers use more of the producr on 

.each occasion Drink a larger glass of orange 

JU1Ce . 

■ Have consumers use the product m new ways. 

Use aspirin dai ly as a medicine for reducing 

chances of a stroke. 

Aashirvaad, ~~apoorna, P~lsbury, Naturefresh , and regional brands like Shakthi Bhog face 

fierce compet1t10n due to this consumer preference and habit. Pillsbury, for example, adver­

tises its wheat flour as "chakki fresh atta" and "good for family 's heart." Attributes like "fortified 

\\~th vitamins and minerals," "rich in fiber," "freshness," ''more hygienic," are used to differen­

tiate between the various offerings in this market. 

Feature improvement aims at adding new features , such as size, weight , materials, 

additives, and accessories, that expand the product 's performance, versatility, safety, or 

convenience. This strategy has several advantages. New features build the company 's 

image as an innovator and win the loyalty of market segments that value 

these features. They provide an opportunity for free publicity and they 

generate sales force and distributor enthusiasm. The chief disadvantage is 

that feature improvements are easily imitated; unless the mark~ter realizes 

a permanent gain from being first, the feature improvement might not pay 

off in the long run. 44 
, . 

Style improvement aims at increasing the products esthet1c app~~· The 

periodic introduction of new car models is largely about style competinon, as 

is the introduction of new packaging for consumer products. A sty!~ ~trategy 

· h 'd ·ry Yet style competition has 

mig t give the product a unique market I entI · . 

problems. First it's difficult to predict whether people-m:d w~ch pe?P1~ 

1W 1· ' ally reqwres disconnnumg 

i 1ke a new style. Second, a style change usu 

the old style and the company risks losing cust0mers. f . 

R • k t must beware o a poss1-

egardless of the type of improvement, mar e ers ". oved" 

bl b will' to accept an 1mpr 

e acklash. Customers are not always mg 

Product, as the now-classic tale of New Coke illuStrates. 
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COCA-COLA 
THI NEXT TIMI SOMIONI QIVU YOU JI SUIIPlllSI VISIT, 

Batt . C a Cola decided in 1985 to replace 

ered by competition from the sweeter Pepsi-Cola, oc - C 
I 

t $4 million on 

Its Old f bb d New Coke Coca- o a spen 

ormula with a sweeter variation, du e · f d the new sweeter for-

::~et research. Blind taste tests showed that C~ke drinker: :::;: researche~s had meas-

a, but the launch of New Coke provoked a national uproa · had to 

ured th h tional attachment consumers 

Co e taste but had failed to measure t e emo I wsuit threats to force the 

re~a-Cola. There were angry letters, formal protests, and ::d:w New Coke and reintro-

ntion of "The Real Thing " Ten weeks later. the company tatus 

0uced · .. . . the old formula even stronger s 

its century-old formula as "Classic Coke, giving 

in the marketplace 
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Marketing Strategies: Decline Stage 
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' i orn11,111r w,· 11• i f1t)11 •,i11g h1·tw1 •1•n ti Ir\, . JI I 11 ' l'', ((ll g ·11 d I' 

d 11
,•ff'lll //flll't '\ /111g 1 ,ti(,, lfJ r g1 :.1d11·1ll \' I •cl . • l l ive-.Linn it<; l . tl' 1 ' 1 IH 1ng a f) 1 r,, :.. rn teiries 

i1u1 1u111tnin .,,ii<' '> 1 lw lil',I ·, tc>p 1-. to, l i t l!&I ) . rn1 un or busine , ."' . would be .,,11 11 . I <0-;1..,and I ~-. ~co1-tswh 'J, 
,n, 1r 11 11 y 1111ghl .a ',(J 11·clw I ' prod11ct l)U-1111 I pan t and l'<Jllit) . .· . IC l!y-1hr( llfl ' y, "" i·-. lore . . t inc111 m w~t , ex1wncJ1111n' '>. It would try to cu t thP..,t• cm, t . I c '> 1✓,l', rnar~inal M~l"\,i , rnt lit. 
I
1111Ig h· 1 . . · "\o\'ll 1u u1 letti . <l ... , nn<i n11\er-

loycr·., know w "' I'> 1,1pp<'111ng. I lnrveo.;1in., 1·· 1·1ri ng custinner., ton 11 . ,,,np . , • I . ,., "l I IC'Ult lo ' • • . • lt'lltors, anJ 
W

,
1
rranl 1h1'> -, in.it, h'Y. 11 .in '>uh,;tan ti all y · . . ex('c LIi e. \ et lllan url~ • . • . , lllltl'a~e th econ- ,_ • y 111nt11reprod -

wlir•n a cornp,I ny d1 t ,cl,.., lo drop a J>rodu ·r . 1·· . . lpa11 ys r urre n1 ca~h fl 4 . . .h . l . l , 11 ,Hrs f11nl d O\\ . 1rongcJ1i,ln 1111011 ;me n·.., 1tlual goot1w·11 II . ier Pris ions l ftl :I ha~~ , . 1 , l (' co111pn11 ~- · · I{' prol UC{ 
r...., JI tlH' ( ntnpany can I 1111d any b t,yl·r.., 1-1 1 . ' Y c.i n. prohablv sl' ll it 10 ti . ,,r,.. . , 111w., 1 l cndc \ ~ 1 1 .1110 1e1 
q

u1c.ldy or ~lowly. II mu s t abc, decide- on how rnt1 c l1 . v 1Ct l<'r l o li q11idntc th t' hr·rnd . lll Vl'Tllon, n d . , . • 
pas l cu~1 01n c1 "· . J • n s( rv 1c<' l o maintain for 

Evidence on the Product Life-Cycle Concept 
Based on the above di -.cuss ion, Tabl<' J J !'i sum,n · • 1 . .. · <lnZes I 1c ch'traci-e .·• · 
live~ and marketin g ~tratcoies of the fcJur s··taoc 1. 1 · • c II Sll cs, 111arkc1ing ob1'pc-

, h • L h s o t 1e Pl C Tl PL , 
kcter~ interpret produ ct and m arke t dyil'lmi cs d · · 

1
c _ C conce. pt lw lps mar -

< • , co n uct plann in g an 1 • I d forecabfing. On e rece nt research s tud y uf 30 . d . < co nt ra, an do . . . 1110 u c 1 ca tego ri es un e·1 ·ti , I . I . 
intcrc~lmg findings con cf'rrnng the PLC:~" • 

1 1
u ,1 num )er of 

1 New co nsum er durables sh ow a d istin ct takeo ff a ft er I · ·I . 1 • · 
45% a year. bu t also c,how a di stinct slowdown' wl1 e w~ 1,c ~ ~da : ,s. increase by roughl y , n s.i es cc me bv row•h lv l r:, o· 
a yea r. · " • · " 

TABLE 11.5 ' , 111 111,1• \ 111 hiJ1l 1 ,,.1 l 111 · I yrt1: ClliHilf. lt:ri~lrc:, l llltt 'C l1v1 ::, ,11 111 '.,lr .tli '']II!!' 

Introduction Growth Maturity Decline 

Characteristics 

SaJes Low sa les Rapidly rising sales Peak sales Ot>chn 11'1\l ~lit' ~ 

Costs High cost per customer Average cost per customer Low cost per customer Lm•, l't\,;t f.)l' I ,u:- lt\11>t' 

Profits NegatJVe Rising profits HIgl1 prolrts Oec11111nn p1\11Jt~ 

Customers Innovators Early adopters Middle maIonty L,1gg,1111$ 

Compe111ors Few Growing number Stable number beginning to dechnf' Dechrnng llllOlL'lcr 

Marketing 
Objectives 

Create product Maximize mnrkel share MaxI11112e prorI1 wh1lt' e1rfend111g Rt'dUCt' t1>-))('CIO It.It' ,mo 
111aIket sllaru 111,tk ttw nrane1 

awareness and 111al 
Strategies 

PrOduct Offer a has1c product 
Otter product ex1ensIons, 01vers1fy lJrnnds ,.llld items models Ph,ISt' t'l.11 1-\l',lt-

service. wananly PIMllrts 

Price Charge c:ost plus 
Price 1o penetrale rnarket Price to rnatcll 01 best COITIPt}IIIOl'B ' Cut pr,, r 

Dstnbut1on Butld ,ntensIve dlslnbut1on Build more 1nte11s1ve d1strilJuho11 Go :.11lf'ft•V11 ph.1:-1' , 
Build sel~cttve unr,iolfl,1lllt1 outli't~ 
chstr IbutI011 

Ad,r.11srng Build awaieness and interest St, ess biand dI!1t11ences and Rt>dUf't' 1(1 ~\'t-,f l)t-\'\}(\J 

Build pr oduct awareness ,n the mass market tionetIts IC rt1ta1 , h,1!!1 cx,111 
among ea1 ly auopters IOHIS 

and dealms 
Reduce to take ac1va11tage ol Increase to 13nrou1agt> brand RN!Lt,'1.1 t\l '1111\1111:'II Ii\ 

,aie~ Pr llTlOllon U~e heavy sales heavy consurner rlf'rTIJnd SWllf hrng 
promotion to entice trial 



Critique of the Product Life-Cycle Concept 

PLC I hl'ory has its slia n• of cri I ics. They dai ni I ha l lif c:-cycle pa ltern~ are too va . 

.-;hap1· and duration lo he gcrwralizcd, a11CI that marke lers can seldom tell whnablein 

their product is in . /\. product u1ay appear lo be., rnature wh en actually it h, at Slage 
. • J h as reacheu 

plalt•au prior to another 11ps11rg1·. Cn11 cs a so c: argc that, rather than an i . a 

course that sales must follow, the PLC pattern is the self-fulfilling result of nevt a?le 

stratl'gil's and that skillful marketing can in fact lead to continued growth.49 .. ~a\ et~ng 

Memo: How 10 Build a Breakaway Uraml" provides 10 rules for long-term ma~k etrng 
surress. etrng 
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MARKETIN G MEMO 
- -------

Arnold World_wide marketing experts Francis Kelly and Barry 
Silverstein define a breakaway brand as one that stands out, not just 
in its own product category but from all other brands , and that 
achieves significant results in the marketplace. Here is a summary of 
their 10 tips for building a breakaway brand: 

1. Make a Commitment 

Your entire organization , from the top down, needs to make a com­
mitment to build and support a breakaway brand . Get your company 
behind developing new products that have breakaway attributes. 

2. Get a "Chief" Behind It 

Few breakaway branding initiatives have a chance of success with­
out the enthusiastic support of your CEO, COO, or CMO. A senior 
executive at your company must play the role of brand visionary, 
brand champion, and brand architect. 

3. Find Your Brand Truth 

Ultimately, the DNA of your breakaway brand is its brand truth . It is 
what defines and differentiates every breakaway brand. It is the sin­
gle most important weapon a brand will ever have in the battle for 
increased awareness, profitability, market share, and even share 
price. 

4. Target a Winning Mind-set 

The winning mind-set is the potent. aspirational , shared _"view of life" 
among all core audience segments. It becomes the filter through 
which all of your adveriising and promotional activities should flow. 

5. Create a Category of One 

To be a breakaway brand , your brand needs not only to stand apart 
from others in its own category but also to transcend categories and 

HOW TO BU ILD A BREAKAWAY BRAN D 

----------·--------

open a defining gap between itself and its competitors . Then it 
becomes a category of one. 

6. Demand a Great Campaign 

Great campaigns are a team sport-they require a partnership 
between you and your agency to create a campaign that breaks away. 
Never compromise on a campaign , because without a great cam­
paign, your breakaway brand can fizzle. 

7. Tirelessly Integrate 

Integration is the name of the game. Depending on the audience you're 
trying to reach, your campaign might integrate both network and cable 
TV, print and online advertising, direct mail, e-mail, radio, and nontradi­
tional media-from street marketing to publicity stunts to contests . 

8. Take Risks 

Today, 80% of brands are merely treading water in a sea of gray. Only 
20% are making waves. You can't afford to have your product sink in 
the sea-and that may mean taking a calculated risk or two-or 
three-to ensure your brand rises above the others. 

9. Accelerate New-Product Development 

Nothing is more important than differentiating a product in the 
marketplace-but the only way to rise above me-too branding is to 
innovate and do something different and unique with the product. It 
may mean throwing away an old product brand and reinventing it. Or 
it may mean starting from scratch . 

10. Invest as if Your Brand Depends on It 

Building a breakaway brand is serious business, so it takes a serious 
business investment. Invest in the product, of course-but also in 
the packaging and a smart integrated marketing campaign . Invest 
wisely . .. as if your brand depends on it. 

Source Adapted from Francis J. Kel ly 111 and ~; rry ; ilverstein. The Breakaway Brand (New York: McGraw-Hi ll , 2005) 
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