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Maturity Life Cycle Stages of a Product
Maturity is the climax of a product. It is the stage that comes when the product had been introduced to the market, has grown and is evidently known by customers through use of tactical marketing. The maturity stage is fundamental to the producing company as there are stiff market competitions and sales are only averagely performing (Xu, Chen & Xie, 2016). Because there are other companies which are producing even better lemonade products, Coca Cola’s lemonade may be kicked out of the competition regardless of its prior status.
The maturity life cycle stage is also important because it requires the company to adopt techniques of dealing with change initiatives.  A company such as Coca Cola can have its Lemonade product rebranded or repackaged in order to have it reassembled to its prior profiting status. As every company aims to have its products at the maturity stage, a lot of work such as continued marketing through different approaches must be developed for the product not to remain viable in the market. Xu, Chen & Xie (2016) confirm that maturity stage determines new approaches that must be utilized to survive varying market demands.
In a nutshell, a product goes through four stages. The first stage is the introduction, which involves the launch of a new product into the market for customers to buy (Levitt, 1965). The second stage is growth and it refers to the establishment of the product within the market. In this stage, customers get used to the product the sales increase. The third stage is maturity. At this stage, the product is more established in the market and competes with competing products within the industry and within the market. The product fetches higher sales (Levitt, 1965). The fourth and last stage is the decline stage which is characterized by product face out. The product is slowly dying at this stage and is being replaced by other competing products. The sales decline as it dies off the market.
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