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Chapter 10 Product Life Cycle

I. Learning Objectives

*  To understand the importance for an exporter to know product life cycle;

" To know the ways and purposes of product adaptation and presentation

*  To define packaging and labeling as well as illustrate their functions in business

»  To grasp the main idea and the structure of the text;

" To master the usage of key special terms, words and phrases in this chapter;

" To conduct a series of listening, speaking, reading, writing and translating activities concerned with the theme of the
chapter.

I1. Introduction

The product life cycle describes the stages a new product idea goes through from beginning to end and
shows the sales of a product over time, which is useful to decide what marketing needs to be carried out
for the product at different stages. Therefore, a thorough understanding of product life cycle is doubly
important to an exporter.
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II1. Main points of the text

the importance of deciding on a product strategy
the distinction between products and product lines
four stages of all products in a given market
introduction stage

growth stage

maturity stage

N A b

decline stage

IV. Background and terminology

1. Product Life Cycle
the stages through which a product passes from development to being withdrawn from the market,

which was developed by Raymond Vernon, a professor at Harvard University, in 1966 7= ity 4= fiy Ji] 1]
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10.

11.
12.
13.
14.

15.

16.
17.
18.

product strategy = it il %
sample: a portion, piece, or segment that is representative of a whole F£jh, FrA<
manufacturer a person, an enterprise, or an entity that manufactures something fHlli &, i /b
profitability the nature of being profitable W a4, iz
category: a specifically defined division in a system of classification; a class  FIZE, Z&Jl; product
category: J'Zph 3R
launch 2. to introduce to the public or to a market HEH CHr=a), B0y
idea evaluation 7= oI W& LA
broad marketing aim S _KF) 85 H br
Test Marketing (i)
It is a business practice in which a new product is sold to or tested by a limited group of consumers in
order to observe their reaction to it. Test marketing is part of the research and development phase of a
new product. Many products that are test marketed are never released to the general market because of
poor survey responses or failure to meet sales targets in the test area.
U A — Pl 25 SE BT B)) o AEIRBTRLRE P, = i AR 2 A BR A B sl Al AT T A B %
AATTXE I 7 s 0 B o AR S 7 I ST RUT A BE — NG 3 o FH AN KA 10 9 7 e 1
BB AL WU DX AR A FL b, VF 2B (K7 i MR BAT A 2 KA1 3 -
competitor one that competes with another, as in sports or business; a rival wAE, X
“try-my-product” “if H = 5
“buy-my-brand” “Ji& S (1] i
Pilot Model
a test model of something, for example, a proposed manufacturing process, to discover and solve
problems before full implementation SZHGALY IR &y
Target Customer
somebody expected to buy product: a customer of a type considered likely to buy a particular product
H A% )
maturity 55485 SRR H B R],  SRE BT M B, e OUD
embryonic stage MG HA, B 2RIk
Product Mix F=fmA&
range of products sold by a firm. For example, a supermarket sells food, but it may also sell clothes,
electrical equipment, beauty products, and stationery; an electric appliance manufacturer may sell
washing machines, dishwashers, refrigerators, televisions, and videos. A firm may expand its product
mix by offering different products for sale; for example, a clothes shop may add underwear to its
range. It may extend existing ranges; for example, a car manufacturer may bring out a special edition
of an existing car model. It may change existing products; for example, a laundry detergent
manufacturer may add more blue flakes to an existing brand and declare it to be new and improved, or
a food company may repackage a product.
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19. Haier product mix
Product linel:Haier fridge
Product line 2:Haier color TV Set
Product line 3:Haier washing machine
Product line 4:Haier ice-box
Product line 5:Haier micro-oven
Product line 6:Haier dish-washer
Product line 7:Haier gas cooker
Product line 8:Haier air-conditioner
Product line 9:Haier VCD
Product line 10:Haier DVD
Product line 11:Haier mp3
Product line 12:Haier vacuum cleaner
Product line 13:Haier water heater
Product line 14:Haier medicine
Product line 15:Haier desk-top computer
Product line 16:Haier notepad
Product line 17:Haier mobile
Product line 18:Haier furniture

20. Lenovo product mix
Linel:Notepad
Line2:Digital camera:

Line 3:U-disc

Line 4: mouse

Line 5: electronic dictionary
Line 6: mobile

Line 7: desk-top computer

21. four stages of product life cycle: introduction stage, growth stage, maturity stage, and decline stage
an A A FIRE YA BE: P BT s eIlls ARS8 2 .
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1. If a company wants to build a long-term position in export markets, it should decide on a
product strategy.
S RAE T T BN T ANz s, A il R A TR g A H R
decide on X ../ Hi ¥ e B3]
@. Don’t idle away your time any more, and you should decide on what to do next as soon as
possible.Jjl FHR G A, AR = RRGUE N — iz a 7.
2. [Biz Eng] Under the current situation, we must decide on the sales promotion plan and face the music

ourselves. {EHAIITEOL T, FATLATEAT HREAEH T, IF 55 BOtRIH DT

2. It must decide whether or not it must modify its present products or bring out new ones, and it
must try to get a good idea of how often it will have to change its products.
A IIGRE A T EEAL S LIAT (R i, IR HEI BT IARSS . JF L, eI R 2 K
o TR e A AR — I H U
modify: to change in form or character; alter AR . LR AEARE oA, 1B
The equipment may be modified to produce VCD sets.
KB ] A ek HRZE = AL o

3. bring out
1. to produce or publish A4/, i, HAR[ATR Y]
[Biz Eng| In order to win more customers’ favor and get greater market share, we will have to bring
out a new type of machines on the basis of the improvement of our current ones. N T A S 22
FIRTTIR, FRIBCGE R T 0080, BT A et AT HLAS (R LAl b, A2 OB LS -
2. to induce to speak freely; draw out i, 519 EmAkS
1)  Alice is very shy, so we should try to bring her out.
R M2 ARAN 22, DN LB ATT EE Rk s i d i 11
2) [Biz Eng] The job applicant was so choked with excitement at the acceptance notification that he
could hardly bring out a goodbye. _LAFE I AN A3 R AU T, HEh % — A #H Wd
BIA K
3. to nurture and develop (a quality, for example) to best advantage ¥ % C fi 40
IO LB B S S
You bring out the best in me. PRI B R AF 5 AR A K T .

4. ...... , where a product is in its life cycle on the domestic market may vary a great deal from its
possible position in export markets.
XA EEMNA)A) T, MA) where a product is in its life cycle on the domestic market YEH)
THEE, EELAEENT L, — R s E dr R B AL & AN LS vary IR

vary from: differ from

5. A product, which is new at home, may be out-of-date in a foreign market. Conversely, a familiar
product at home may seem strange and new in an export market.
e g E A T R RS EEG, (EE AT A A M AR SRR, — R Y
HOOLI P AE AN TS B AR REFR R BB A2 OB AT .
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out-of-date: out of style or use; outmoded

LR R R B F AR 225

an out-of-date dictionary — A3k S PR e

conversely: on the contrary

A product, which is new at home, may be out-of-date in a foreign market. (glass building)

a familiar product at home may seem strange and new in an export market. (Chinese traditional medicine)

6. The timing of product life cycles may differ considerably from one export market to another.
—RE T b A IR I TR 2R S 5 AR P B Al e AR AN
timing: M AIAGIESE; IR 2l BT AT A
the timing of a play — 37K I¥I N [A] 22
The timing of our statement is very opportune.

ATV B AR A WAL FE R H LIRS =5

7. catch on

1. to become popular ZF{FHAT

1)  Skateboarding caught on quickly. ¥z BRI AT LK -

2) [Biz Eng] They think that it will take a few years for this product to really catch on. i/ TIA KX

TG ot ZE LIRS OR I 7 27 TR R TR

2. to understand; perceive Hfif, %X
It was a long time before the police caught on to what he was really doing. Ixf T #F KB [H], 524
W ARSI Br LR AT A

8. place orders [Biz Eng|#&4C 1T, Fil
If your quotations are suitable, we shall be able to place orders with you.
WARTT A 38, BATRE AR B
This order is placed with the seller subject to import license.

BEAT PRI [ SE T2 1, (B ASRATBE VR IR U

9. fall off to become less; decrease 2570, [F{K
1. [Biz Eng] Stock prices have fallen off. JE52A k& N T .
2. [Biz Eng] The number of staff meetings fell off after a few months. TAE N2 & 37E LA H
JEIA T
3. [Biz Eng] British export trade fell off rapidly last year. ZFE5EE [ H 157 L kb .

10. sell off to get rid of by selling, often at reduced prices JA3Z, W3z, K4
1. [Biz Eng] The rest of the goods will be sold off at greatly reduced prices.
T T B TR KR BE R A H 5
2. [Biz Eng] We have a residue stock of 1,200 dozen of the products which we are selling off
at $20 per dozen.

XEEPE G IEAT 1200 3T AT ALY, BATIRE LARET 20 SEITI s sz .

11. Almost all products eventually pass through four stages in a given market in terms of sales and
profitability.

FEAH B AR A7 1T, L BIeAT ™ e BE S T AR i YA B B
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given: specified; fixed: &5 M; #fiE 1:
We will meet at a given time and location. FATTHFAEFR 1 (0B 18] 14 53 WL T

9. try out

1. to test or use experimentally RXfT 1 H]
[Biz Eng] Those manufacturers are always doing their best to persuade as many customers as possible to

try out their new products. JSLEHIIE Fy e L3842 MR Al e 22 1) % ) A FARATT AR = i o
2. to undergo a competitive qualifying test, as for a job or athletic team. ZIIEIR, S INTE4+ T AE I
i
Joan tried out for the school basketball team. BEZ M T R TR ERBA 1L FE

10. mop up

1. to complete a piece of work or finish dealing with something or someone 5EJ&, L
[Biz Eng] The general manager has just got a couple of jobs to mop up before he goes on holiday. 7L
R AT, AR SOR T LA AR 258 .

2. to clear (an area) of remaining enemy troops after a victory i, 1%
The People’s Liberation Army mopped up isolated pockets of resistance in the battlefield. A PG E

A T ERE R

11. level off
1. to move toward stability or consistency i 21|~V BiAS &
1) [Biz Eng] Prices leveled off. & Tk e
2) [Biz Eng] We had fantastic sales for a few months, and then they leveled off. 13 JLA~ H FRAT T4 8
bk, R
2. to stop climbing or falling, and continue at a fixed height ~(fifi ) ABf-FIH, (fff) ARfG-P-3%
After climbing steeply through woodland, the path leveled off. JJCILBEUEFIAMRHL S, /NP K.

12. set in to begin to happen or be apparent 4 & A= 5 H HL

1. Evening was setting in as I took the road over Mountain Top.
FAFRAT BT Ll T2 e B P B o

2. [Biz Eng] A period of further economic decline set in during the 1930s.
S =R LT B R R R

13. Deciding what stage a product has reached in its life cycle can be more difficult when the sales
figures are still rising.
B %1 B Deciding what stage a product has reached in its life cycle /ETF [ 15, what 513N
TV B 44 1R) deciding It M) FEAJPTTETE RS2 /& can be more difficult (2] be+3K 1 ). when
513 BN TRPIRTE M), 5 AT T Bl A A A T

VI. Summary of the lesson

If a company wants to build a long-term position in export markets, it should decide on a product
strategy. It is important to know the distinction between products and product lines. Almost all products
6
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eventually pass through four stages in a given market in terms of sales and profitability. Those four stages
are: introduction stage, growth stage, maturity stage, and decline stage. The first stage is introduction, which
means the product is launched or enters the market and sales rise slowly. The second stage is growth, which
means the product is becoming accepted and penetrating the market. The third stage is maturity, which
means sales growth starts to slow down. The last stage is decline, which means there is a decline in

demand for the product.

VII. Comprehension questions

What should a company do if it wants to build a long-term position in export markets?
What is product life cycle?

How many stages are there in the product life cycle? What are they?
Is there a distinction between products and product lines? What is it?
Why is it very important for an exporter to have a thorough understanding of product life cycle?
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	6. category: a specifically defined division in a system of classification; a class  种类，类别; product category: 产品分类

