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Brands help businesses and their products establish an identity in the competitive marketplace.

· Marketers create and help execute plans for the 4 P’s (price, place, product, promotion).
· The Product Life Cycle describes the changes in consumer demand over time.  

· Product life cycles are based on the knowledge that no product can be in demand forever.

· To effectively market a brand, marketers must know where the brand is in terms of the Product Life Cycle, which has the following five main stages:

1. Product Introduction: 
· When a product first enters the market.  Often called the launch.  
· At this point, many consumers don’t even know the product exists.  

· First consumers are often called early adopters.  
· Products at this stage rarely make money for a company. 

· Costs are high, Sales are relatively low and selling price is high. 
· Marketing efforts are focused on early adopters.

2. Growth:

· Occurs once others besides early adopters try it and sales rapidly increase.  
· The product is readily available.  
· Marketers have to manage their products very carefully as this is the point that competitors enter the market.

· Marketers will advertise heavily at this point. 

· Products will either catch on in this stage or fail.

· Competitors start to enter the market-often modify the product.

· Businesses must strive to be the market leader at this point.

3. Maturity:
· The rate of growth is flat or dramatically slowing down. 
· Promotion strategies include continued advertising to keep the brand in the public eye and remind them of the product’s features, benefits and its history.  

· Costs for the product are relatively low and sales generally high.

· Most R&D and products costs have been recouped. 

· Products are referred to as cash cows.
4. Decline:

· Sales decrease as the product fails to attract new customers to replace those who have left to buy other brands or products.  

· Market research often takes place to determine the cause of the decline.  

· Prices are often dropped and profits decrease.

· Often a new advertising campaign is developed.

· Changes in the marketing mix often occur to increase sales.

5. Decision Point:
· Marketers often have to make crucial brand-management decisions regarding the future. 

· Often, they reformulate, repackage, reintroduce (new & improved), reprice, or try a new promotional campaign.

· If the decline continues, the product is usually removed from the market.

NON-TRADITIONAL LIFE CYCLES

Not all products go through the traditional product life cycle.  There are four non-traditional product life cycles:
Fads:

· A product or idea that is extremely popular for a very brief period of time.

· High risk ventures because they are unpredictable.

· Examples:

Trends:

· Longer lasting effect on the marketplace than a fad.

· Examples: Trend towards more exercise, healthier lifestyle

Niches:

· Products or companies that dominate a small section of the market.
· There is little competition as the customer base is small.
Seasonal:

· When consumer demand changes due to seasons, holidays, etc.

· Marketers need to incorporate this into their plans as well as encourage people to use their products during the low season.
DECISION POINT
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