Business Studies
Marketing – Product Life Cycle


Task 1 – The Stages of the Product Life Cycle
Decide which stage each of the following products is at in their product life cycle. You should choose from: the development stage, the launch stage, the growth stage, maturity, saturation and decline

	Scenario
	Stage

	Shape yogurts have a new range of low fat ‘chocolate deserts’ out. They have used a high profile campaign to raise awareness and they are on introductory prices at the leading supermarkets.
	

	Everton have launched their new home kit at the start of the season. It has been on sale for 3 months now and the football club is close to reaching their target sales figure
	

	Apple has created a new version of their Ipod Nano. The product is an extension of their already existing range and they hope it will help keep their sales up.
	

	Google are currently research a ‘self drive car’. They hope that this will mean people no longer have to drive themselves. They have created a prototype
	

	The Iphone 4 was launched under much hype – however this means a decrease in sales for the old style Iphone 3. With other companies launching new similar styles could this be the end for the Iphone 3?
	


Task 2 – Different Product Life Cycles – sheets at the back
1. Draw and label a product life cycle for the following products using the templates below.
a. A premier league football shirt

b. Kellogg’s Cornflakes

c. Yo Yo’s

d. Heinz Baked Beans

Remember to label your product life cycles.

2. For each of your life cycles explain why you have drawn it the way you have – think about what you discussed during the lesson.
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Task 3 – Kellogg’s product Life Cycle – ‘Nutri Grain’
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Questions

1. Describe the product life cycle that the Nutri Grain Bar had.

2. How did Kellogg’s extend the life of the Nutri Grain Bar?

3. Do you think the extension strategy was successfully? Give a reason for your answer.
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Introduction


Kellogg is the world’s leading producer of breakfast cereal. Its product lines include both ready-to-eat cereal (like Rice Krispies) and cereal bars like Nutri-Grain. Each brand is expected to be successful in its market. If a brand is not performing as well as it should, the business must recognise this and take appropriate action.





Product life cycle


Each brand goes through its own life cycle, being ‘born’, reaching maturity and eventually going into decline. There is also an important stage before launch, called development. This is when the product is designed. Nutri-grain was designed to appeal to busy people who had missed breakfast, providing a healthy cereal breakfast in a bar. Its product life cycle was as follows:


At launch in 1997, Nutri-Grain immediately gained 50% market share


Growth was maintained by bringing out new versions or variants and repositioning the bar as an ‘all day snack’.


At maturity, competitor brands (like Alpen) started to chip away at market share. 


At saturation, the market is ‘full’ and better or cheaper competing products have come to market. 


Some variations (such as Minis and Twists) struggled, whilst some variations (like Elevenses) grew but not sufficiently to halt overall decline. 





By mid-2004, Nutri-grain faced declining sales in a growing market. Kellogg’s had to decide whether to let the product die or use an extension strategy to lengthen its life.





Extending the cycle


Kellogg had to decide whether the problem with Nutri-Grain was the market, the product or both. It could see that the market for such products was growing, but that customer tastes were changing. Research showed Kellogg what to address:


The brand message was not strong enough.


Some other Kellogg’s products (like Minis) had taken the focus from Nutri-Grain.





Implementing the extension


Kellogg re-branded and re-launched in 2005 with a new brand image and a much stronger unique selling point (Nutri-Grain is more healthy because it is baked). 











