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TABLE 4.1: Product Life Cycle Stages

STAGE KEY FEATURES EXAMPLES

Introductory Marketing aspects: Demand is low and sporadic; emphasis is on generating awareness 
and developing a market for the product.

Operational and supply chain aspects: Frequent changes in the product’s design occur; 
the focus is on flexibility and quality; product’s distribution is through a few select outlets. 

3-D televisions, iris-based
personal identity cards,
and holographic projection
devices

Growth Marketing aspects: Demand growth is strong; competition intensifies; the focus is on 
increasing the product’s market share.

Operational and supply chain aspects: More product features are added; improving the 
product’s quality and reducing its cost becomes more important; the product is distributed 
through a greater number and variety of outlets to make it more accessible.

Organic foods, smart cards, 
and tablet PCs

Maturity Marketing aspects: Demand for the product levels off; the emphasis is on preserving 
market share and maximizing the profits from the product.

Operational and supply chain aspects: The product is increasingly standardized; the 
emphasis is on the cost and availability of the product; a mass-market distribution strategy 
using all channels is typically used.

DVD players, credit cards, 
and laptops

Decline Marketing aspects: Demand for the product declines; options include finding new uses or a 
new market for the product, lowering its costs, or discontinuing the product.

Operational and supply chain aspects: An increasing emphasis is placed on cost 
reduction; supply chain relationships are critical to getting retail shelf space to continue to 
market the product.

Videocassette recorders, 
checkbooks, and hair curlers

The Sony Walkman was the 
first portable audio cassette 
player of its kind when it 
was introduced in 1979, and 
considered revolutionary. 
Only in 2010 did Sony finally 
discontinue the product.
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AN EFFORT TO ACHIEVE BUSINESS GROWTH
One of the major reasons that companies introduce new products is the desire to grow their busi-
nesses. By successfully introducing new products into the market as the Virgin Group has done, 
companies can expand their customer bases, increase their sales and revenue, and earn higher prof-
its. For example, after Novatel Wireless, Inc. (San Diego, CA) introduced a new PC card, called the 
Express Card, in 2006, the product quickly generated more than US$80 million for the company. 
In addition, by introducing new products, a company can penetrate previously untapped customer 
markets. Consider the Egg McMuffin. The sandwich was created in 1972 by the operator of a Santa 
Barbara McDonald’s franchise who wanted to tap into the breakfast market. (McDonald’s didn’t 
have a breakfast menu at the time.) The huge success of the Egg McMuffin, which made the break-
fast sandwich an integral part of the entire fast food industry, shows how new products launched 
on a small scale can quickly permeate a market.

CHANGES IN LEGAL AND 
REGULATORY REQUIREMENTS
Companies may also introduce new products or change 
the design of existing products to meet new legal and reg-
ulatory requirements imposed by government agencies 
such as the U.S. Food and Drug Administration (FDA) 
and the Environmental Protection Agency (EPA). For 
example, the U.S. Clean Air Act of 1963 (amended 1970, 
1977, and 1990) has forced many automobile manufac-
turers to redesign cars to reduce the emission of harm-
ful gases. Similarly, the ban on the use of materials such 
as asbestos, phosphates, and carcinogenic chemicals has 
forced companies to redesign existing products or come 
up with alternative designs for new products. In response 
to a new legal requirement in California, Coca-Cola and 
Pepsi (PepsiCo Inc., Purchase, NY) have asked their sup-
pliers of the caramel coloring used in their colas to alter 
their manufacturing processes to reduce the amount of a 
carcinogenic chemical called 4-methylimidazole, or 4-MI.


