60. Extending the life cycle

1. Missing words

According to the theory of the product life cycle, the _____________ of all products follow the same pattern over time, from development and introduction to growth, maturity and finally decline.  Some managers may regard the decline stage as inevitable.  Even highly successful products are likely to see their market ______________ dwindle in the long term as competitors launch superior alternatives. However, in many cases, firms will attempt to delay the decline of sales for as long as possible via the use of extension _____________________.  These plans can range from reducing the long-term _____________ of the product, to targeting new markets and introducing significant product ______________________.   Hint: words from – innovations, price, sales, share, strategies
2. Extending the life cycle – new markets or product innovation?

The table below contains five firms’ attempts to extend the life cycle of their products – say whether each is an example of using new markets or product innovation:

	Example of extension strategy
	New Market (M)

or

Product Innovation (P)

	1. Microsoft launches Windows 10 software designed to make PC use quicker and easier.

2. Innocent Drinks launches Pure Fruit Squeezies – tubes of fruit puree aimed at children.

3. Procter & Gamble develops Ariel Excel, which washes clothes at 15 degrees – well below normal washing temperatures.

4 Toyota launch its Qualis model in India after sales in traditional markets decline.
	


3. Give two reasons:

3.1 Give two reasons why the rate of sales growth for a product might begin to slow down:
______________________________________________________________________________________
______________________________________________________________________________________
3.2 Give two reasons why a firm might decide to not use extension strategies to prevent the decline in sales of existing products:

______________________________________________________________________________________
______________________________________________________________________________________
4. Data response:

Read the following short passage and then answer the questions that follow:

4.1 Identify three ways in which Apple has used innovation to extend the life of the iPad:
______________________________________________________________________________________
______________________________________________________________________________________

4.2 Outline two possible reasons why Apple has modified the iPad so often since its launch in 2010:

______________________________________________________________________________________
______________________________________________________________________________________
60. ANSWERS – Extending the life cycle

1. sales … share … strategies … price … innovations

2. Product
2.2 Product
2.3. Product
2.4. Market

3.1 The market may have become saturated; the level of competition may have grown, the economy may be suffering from recession.

3.2 The firm may not have the financial resources available to support further R&D, marketing campaigns etc; the firm may prefer to devote resources to the development of new products; there may be evidence to suggest that the decline in sales is irreversible.

4.1 Greater memory, new features, e.g., photos and video, technology to make models cheaper; thinner/lighter (iPad Air); different colours and sizes (iPad Mini)
4.2 In order to maintain a competitive edge over rivals by adding new features; to develop new designs, colours etc to encourage customers to buy the latest models; to make cheaper models so that more customers can afford them (e.g., children).

Extending iPad’s life cycle


In the fast-moving world of high-tech markets, extension strategies would appear to be a necessity if products stand any chance of surviving.  Take Apple’s iPad.  Since the first model was launched in early 2010, not only has it become a benchmark for product design, it has also mutated into an impressive range of versions, colours and sizes. By late 2015 the sixth version of the iPad had been released – among which the iPad Mini and the extra-thin iPad Air were the most successful. The new models helped Apple to keep prices up in the face of sharp competition, especially from Samsung. It took Apple 6 years to sell its first 100 million iPods. The same landmark was reached in two years for the iPad.
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