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           Product life cycle refers to the duration of time in which a product is introduced to the consumers until the time it is taken off from the shelves. Every product has a limited life cycle. When the products are introduced to the consumers, they face distinct phases of the product life-cycle. Each stage has its own challenges and opportunities for the seller.  The product life cycle is divided into four stages namely introduction, growth, maturity, and decline (Lukas et al., 2017). 
           The introduction refers to when the product is introduced to the market for the first time. The phase of introduction involves a considerable amount of investment in advertising the product. More so, it involves a marketing campaign that is aimed at creating awareness of the product to consumers (Lukas et al., 2017). Costs are usually high and sales are slow at the beginning. The demand for the product has to be created and customers have to be made to try the product. 
           The second stage is the growth stage. At this stage, the customers are already aware of the product. The stage is characterized by increased sales and increased awareness of the product, which leads to increased production and expansion of the product availability. More so, this stage is characterized by increased competition due to the overflow of competitors in the market (Lukas et al., 2017). Prices start to decrease when competition increases. 
           The third stage is the maturity stage. Profits are at a peak during this stage. The reason why is because there are reduced costs in producing and marketing the product. After the peaks, the sales start to slow down. It is at this stage that a business is forced to change its marketing strategies to ensure the product continues to sell. The product owners are forced to be more creative in marketing and to improve the certain feature of the product. For example, in the case of an automobile, the manufacturer may produce new versions such as hybrids to keep the sales performing. Second, it is at this stage where the manufacturer lowers the product prices to overcome competition. Third, there are increased promotion efforts and distribution of the product at this stage. Fourth, this stage prompts the product owner to search for a new target market. Lastly, there are increased differentiation efforts of the product in this stage to ensure that the new customers will buy the product (Taddese et al., 2020). 
           The last stage of the product cycle is the decline cycle. The stage is characterized by increased competition and reduced profits because of the saturation of the product in the market. More so, there are negative growth rates and cashflow corrosion in this stage. The product may be retained in the market at this stage but the advertising should be minimal (Taddese, et al., 2020).
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