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Product Life Cycle (PLC) h'5&F X St aE&HRE (1)
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Addressing Product Life Cycle Stages

This slide shows productlife cycle with stage specification and marketing strategies. Stages covered here are product introduction, growth, maturity and decline stage
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High cost per acquisition
Negative profit
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pecifications

Low sales

High cost per acquisition
Negative profits
Innovators are targeted
Low competition

Add text here

. Stage

' Specifications

000000

o Product — offer a minimum viable
product

o Price — use cost plus basis

o Distribution — build selective
distribution

o Advertising — build awareness
among early adopters and dealers

o Sales promotion — heavy
expenditure to create trial

. \ Marketing

/' Strategies

o Sales rising rapidly

o Average cost per customer
acquisition

o Rising profits

Early adopters are t

Growing_cozes
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o Product — offer product extensions,
semvice, warranty

o Price — penetration pricing

o Distribution — build intensive
distribution

o Advertising — build awareness and
interest in the mass market

o Sales promotion — reduce

expenditure to take advantage of

consumer demand
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o Sales peak
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T gins to decline
o Add text here
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Product — diversify brand and

models

o Price - setto match or beat
competition

o Distribution — build more intensive
distribution

Advertising — stress brand
differences and benefits

o Sales promotion — increase to
encourage brand switching
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ow cost per customer
Declining profits
Laggards are targeted
Declining competition
Add text here

Product — phase out weak items
Price — cut price

Distribution — use selective
distribution : remove unprofitable
outlets

Advertising — reduce to level
needed to retain loyal customers
Sales promotion — reduce to
minimum level

Product

offer a minimum viable product
Price

use cost plus basis

Distribution

build selective distribution
Advertising

build awareness among early adopters and dealers
Sales Promotion

heavy expenditure to create trial

Marketing

Strategies

strategies for new product launch addressing product life cycle stages slide01.jpg (1280x720)
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https://www.slideteam.net/media/catalog/product/cache/1280x720/s/t/strategies_for_new_product_launch_addressing_product_life_cycle_stages_slide01.jpg
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https://testbed.nict.go.jp/example.html
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