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€ CSlab“Shed ConSUmpti()n :

(c) Consumer resistance 10 changeover from th
behavioural patterns. - |

2. Highest promotional ex ' ' Pe_ri(’d of introduction -
or the development, the promotional € highest PrOPOTLOT OfY
sales. It is so because, the sales are of smaller volume on one side .and' high -
level promotion efforts to create demand on the other. Demand creation is not -
an easy task as it is a matter of breaking the arriers and breakmgf nl::w ice
which is done by : (@) Informing potential and present consumers OS the I
and unknown product. (b) Inducing a trail of the product and (c) Screening -

distribution net-work.
3. Highest product prices. The prices €
highest possible because of : (a) lower output an
have bee

(b) Technological problems might not ha
margin to support higher doses off promot:onal expense

(d) Very few competitors or no competitors: (e) Sales to
in a limited area for fective demand.

cultivating the ef
II. GROWTH
Once the market has accep

remain high to recover sbme O

prices, profits rise sharply. This encourages = lea
product improvement. Although the contributl is sizeable from the

high income group buyers, middle income group buyers do not contribute
towards sales. The basic characteristics of this stage of product life-cycle are :
1. Sales rise faster. The sales start climbing up at faster rate because

of : (a) Killing the consumer resistance to the product. (b) The distribution
net-work — retail outlets — is built to the needs and (¢) Production facilities
meet the fast moving sales. Thus, sales, increase at an

he period of time.

xpense

the beginning are the :

d sales absorbing fixed costs,
n mastered fully. (c) Higher ;‘
s — a must for growth.
higher income groups

harged at

rise. The prices may
With high sales and
Jeading to possible

ted the product, sales begin to
f the developmental COStS-
ges competition
on to sales

are streamlined (0
increasing rate over t

2. Higher promotional
promotional stralcgy changes.
the market to buy the product, but r:
The question is one of creating and
demand. The advertising mMOVEs towards brand id
have the effects of a brand image. Special offers, concessions, allowances
stockists and dealers are given (O push a particular brand or brand group. L

3. Product improvements. With the high sales and prices, profits rise fi
sharply and because of this, there is greater incentive for the new companies
to enter the market. Competitors have the advantage of entering the market
because, research and development have already been completed by innovating i
f}nn at its costs. Once the originator has paved the pattern of market, compe-
titors can become stronger by coming out with modified products. Along with
Pf(;dUCt modification, they may reduce prices too. This makes the originators
to further improve the product and bring down the price to nab competition.

During the period of growth, the
yger one of persuading
articular brand.
g selective

expenses.
The problem 1s no lor
\ther to make it to buy a p
maintaining and extendin
entification, awareness (0
to
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for electric shavers when the users are away from electricity supply, Therez-'

has been a considerable efforts to expand the usage of computers to meet the -
needs and budgets of small firms. :

(b) Development of new uses. The second possibility is .thc df:\«'elopment _‘:
of new uses for the existing products such as the application or red l.c_d'_',
(Liquid Crystal Displays) used for example, in calculators and watches, N}"On
iIs another example, a product which has gone through many CXpansiong
Originally introduced for military purposes in the manufacture of parachuteg

and rope, it is now developed as a fibre, fabric, in knit and woven form and
gone into tyre manufacture.

(¢) Development of more frequent use. This can pe ac.hleved elth.er
altering its image or by emphasizing special charactenstwg like conver,nf:nce :
and quality. Thus, turkeys which have changed from ‘Christmas Trcat. inty
‘all year round food’. Popularising vitamin B capsules as a regular lnlake |

than as a curative dose.

(d) Development of wider range of products. This is another viable
strategy. To-day, we see practically an explosion in the flavours of ice-cream
available in the market. To-day, we get different classes of ice-cream, ranging
from inexpensive everyday brands to very costly brands with unusual exotic
combinations of flavours and colours,

(e) Development of style change.

These style changes demonstrate the
newness of the most recent product.

Most of the consumer durable item 1
manufacturers such as cars, sound gadgets, cameras, watches and the like go

in for this strategy of creating new designs and models making the consumers

to discard the earlier ones. Thus, Sony corporation of Japan has been
introducing new and latest models of television sets as ME-2026. ME-2036,
ME-2066, ME-2096 and so on. Even say Ambassador Mark 1, Mark I1, Mark |
I all these speak of technical Improvements,
needs of consumers.

2. Normal promotional expenses. Dur

promotional expenses reach

reduction in prices to suit the

ing this period of maturity, the
10 to sales. Most of th
romotion. Efforts

a normal rat
spend very normal amount on I are made to rationalise the
existing budget, Though total expenditure does not expand. |
the expenditure gocs to distributors and brand promotion to kL‘L‘I\ the dealers’
loyalty intact .f\du-m'll'»ill}z emphasizes the difference between one brand and
those of competitors. As a result, weaker competitors leave the market only
to the larger and stronger manufacturers.

3. Uniform and lower prices. The prices charg
quite lower and uniform with a Very narrow differe
product differentiation. The strength and vitality of hj
why, extension strategies are followed. The price ch
~ costs in addition to the usual manufacturin
the investment. It has an advantage of |ow

¢ competitors

major share of

¢d by the producers are P
Ce except for the real
gher prices fade. That is 4
arged just to cover special
S€s plus a low margin

over broadbased turnove;

£ expen
margin
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