Running head: DISCUSSION QUESTIONS ON ELEMENTS PRODUCT MARKETING MIX AND MATURITY PRODUCT LIFE CYCLE	2
DISCUSSION QUESTIONS ON ELEMENTS PRODUCT MARKETING MIX AND MATURITY PRODUCT LIFE CYCLE	2





Discussion Questions on Elements Product Marketing Mix and Maturity Product Life Cycle
Student’s Name
Institutional Affiliations


Discussion Questions on Elements Product Marketing Mix and Maturity Product Life Cycle
This discussion paper is divided into two parts where part one discusses terms including packaging, warranty, service level and branding. The terms have been elaborated in relation to a market product, lemonade. On the other hand, part two of the paper discusses the maturity life cycle stages of Lemonade as the chosen product.
Part One
Packaging refers to how products are presented or how they are wrapped for customers for convenient purchasing. Velasco & Spence (2018) describe packaging as the systematic covering or enclosing of products with intentions of protecting the inner contents of the product.  Filling lemonade beverages in transparent water bottles that can easily attract customers is an example of packaging. On the other hand, warranty is the durational security or guarantee about a product given to a customer by the product dealer. If the aim of using reusable plastic water bottles for packing lemonade products is meant to prove that the company considers bio-safety standards, then the dealer can issue a written decree to be held liable if the plastic water bottle or its content do not meet the provisions spelled out within a given timeframe.  The timeframe guarantee of the best performance given to a buyer is the product warranty.
Furthermore, the service level can be understood from estimating the number of sales that should be made at a given period and calculating the actual percentage of what has been practically sold from the original estimations. Saithibvongsa, Shin & Choi (2019) discuss that service level is the setting of goals in an organization and calculating the percentage of the goals that have been achieved at the end of the set time.  For instance, out of 1000 crates of lemonade products that Coca Cola would sell in a local center in a week, service level would be the percentage of 1000 crates which will have been sold by the end of the said period.
Branding is like the external culture of an organization. Conceptually, branding as an external culture of an organization consumes the perception that the customers hold about a company. Saithibvongsa, Shin & Choi (2019) describe branding as the method of marketing in which a company creates a name that is easily recognizable across various products. If Coca-Cola were to introduce a lemonade product and label it, “As you like it,” the label would become the brand that distinguishes the lemonade product from other Coca-Cola beverages. According to Xu, Chen & Xie (2016), a company’s brand can be its logo, reputation, or a nickname with which the public associates the company.

Part Two: Maturity Life Cycle Stage 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. 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. 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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