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of product life cycle was popularised by Theodore Levitt
. The product life cycle may be short for some products and
hers. Some products fail immediately while others live for a

> begins with its market introduction, then goes through
ing which its market grows rapidly, eventually it reaches
and then stands saturated. Afterwards, its market declines
its life comes to an end. The stages through which a product
llectively known as product life cycle. The life cycle of a
mences with its birth and ends with its obsolescence.
fe of a product, profits rise and fall. Itis therefore necessary
to devise appropriate marketing, financial, production
ing strategies for each of the stage of the product life cycle-
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od. The product, thus, has a ‘life cycle’ just as human beings
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Limitations of Product Life Cycle

The following limitations of the concept of PLC may be Noteq .
(0 It is very difficult to determine the partiru]ar stage in Whi,
product is.
(i) The determination of length of each stage in the life Cycle ;
complicated process.
(i) Tt is not necessary that all stages can be applicable to every Prody
(i0) Product life cycle alone cannot be a device for marketing SUCces,
The life cycle model can lead marketers into thinking that Pdeu;:'
are born with a predetermined life span - that they will sell for a perjq 0':
time and then inevitably go into decline. But well managed Products Can
live for decades. For example, Procter and Gamble’s Ivory S0ap s

introduced in 1879. By adapting the marketing mix as market conditjopg
changed, P&G kept the brand healthy for over 130 years.

hy

53

Scanned with CamScanner



