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Learning Objectives:Learning Objectives:

 Understand how a firm can choose and 
communicate an effective positioning in the 
market

 Understand how brands are differentiated Understand how brands are differentiated
 Understand what marketing strategies are 

appropriate at each stage of the prod ctappropriate at each stage of the product 
life-cycle

 Understand what the implications are of 
market evolution for marketing strategies

Copyright © 2009 Pearson Education South Asia Pte Ltd 10-3

g g



Th f Ch t TThe essence of Chapter Ten:

 No company can win if its products and offerings 
resemble every other product and offers. 

 As part of the strategic brand management process, 
each offering must represent a compelling, distinctive 
bi id i th i d f th t t k tbig idea in the mind of the target market.

 A company can reap the benefits of carving out a 
unique position in the marketplaceunique position in the marketplace.  

 But circumstances often dictate that companies 
reformulate their marketing strategies and offeringsreformulate their marketing strategies and offerings 
several times.  Marketers must develop strategies for 
each stage in the product’s life-cycle. 
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Developing and Communicating a 
Positioning Strategy

ll k i i b il iAll marketing strategy is built on STP—Segmentation, 
Targeting, and Positioning.

A company discovers different needs and groups in the 
marketplace, targets those needs and groups that it can satisfy 
i     i     d th   iti  it   ff i g   th t th  in a superior way, and then positions its offering so that the 
target market recognizes the company’s distinctive offering 
and image. g

If a company does an excellent job of positioning, then it can 
work out the rest of its marketing planning and differentiation work out the rest of its marketing planning and differentiation 
from its positioning strategy. 
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Positioning:Positioning:

 Positioning is the act of designing the 
company’s offering and image tocompany’s offering and image to 
occupy a distinctive place in the mind 
of the target market. 
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P iti iPositioning:

 The goal is to locate the brand in the 
minds of consumers to maximize theminds of consumers to maximize the 
potential benefit to the firm. 

 The result of positioning is the successful 
creation of a customer-focused valuecreation of a customer focused value 
proposition, a cogent reason why the 
target market should buy the producttarget market should buy the product.  
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P iti iPositioning:

 Positioning requires for similarities and 
differences between brands be defineddifferences between brands be defined 
and communicated. 

 Deciding on positioning requires 
determining a frame of reference bydetermining a frame of reference by 
identifying target markets, competition 
and identifying the ideal points of parityand identifying the ideal points-of-parity 
and points-of-difference brand 

i ti
Copyright © 2009 Pearson Education South Asia Pte Ltd

associations.
10-8



Table 10.1 Examples of Value Propositions Demand States & 
Marketing Tasks
Table 10.1  Table 10.1  Examples of Value Propositions Demand 
States & Marketing TasksMarketing Tasks

Company 
& P d

Target 
C Benefits Price Value 

P i i

States & Marketing Tasks

& Product Customers Benefits Price Proposition

Safety
Safest

Volvo
Station 

Safety-
conscious 
“upscale” 

Durability
& 20 %

premium

most durable 
wagon

wagon “upscale” 
families safety

premium
your family

can ride

T Environment
Eco-

f i dl
plant-based 
detergentTop

laundry 
d t t

Environment

protective 
friendly
& high-

10 %
premium

detergent
eco-friendly

& k
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cleaning
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Competitive Frame of 
R fReference

 A starting point in defining a competitive 
frame of reference for a brand position is toframe of reference for a brand position is to 
determine category membership—the 
problems or sets of products with which aproblems or sets of products with which a 
brand competes and which function it 
substitutes the closestsubstitutes the closest.

 Target market decisions are often a key 
determinant of the competitive frame ofdeterminant of the competitive frame of 
reference.
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Points-of-Parity and Points-of-
ff ( O O )Difference (POP and POD)

 Once the competitive frame of reference for 
positioning has been fixed by defining thepositioning has been fixed by defining the 
customer target market and nature of 
competition marketers can define thecompetition, marketers can define the 
appropriate points-of-difference and points-
of-associationsof associations. 
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P i t f Diff (POD)Points-of-Difference (POD)

 Points-of-difference (PODs) are attributes or 
benefits consumers strongly associate with abenefits consumers strongly associate with a 
brand, positively evaluate it and believe that 
they cannot find the same extent with athey cannot find the same extent with a 
competitive brand. 

 Creating strong favorable and unique Creating strong, favorable and unique 
associations as point-of-differences is a real 
challenge but essential in terms of competitivechallenge, but essential in terms of competitive 
brand positioning. 
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P i t f P itPoints-of- Parity 

 Points-of-parity (POPs) are associations 
that are not necessarily unique to thethat are not necessarily unique to the 
brand but may in fact, be shared with 
other brands. 

 These types of associations come in two These types of associations come in two 
basic forms: category and competitive. 
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C t POPCategory POPs

 Category points-of-parity (pop) are 
associations’ consumers view as essential toassociations  consumers view as essential to 
be a legitimate and credible offering within a 
certain product or service category Theycertain product or service category. They 
represent necessary conditions but not 
necessarily sufficient for brand choicenecessarily sufficient for brand choice. 

 Category points-of-parity may change over 
time due to technological legal or consumertime due to technological, legal, or consumer 
trends. 
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C titi POPCompetitive POPs

 Competitive points-of-parity are 
associations designed to negateassociations designed to negate 
competitors’ points-of-difference. 

 If a brand can “break-even” where the 
competitors are trying to find ancompetitors are trying to find an 
advantage and can achieve advantages 
in other areas the brand should be in ain other areas, the brand should be in a 
strong competitive position. 
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Points-of-Parity Versus Points-
f Diffof-Difference

1. To achieve a point‐of‐parity on a particular attribute or 
benefit, a sufficient number of consumers must believe that 
the brand is “good enough” on that dimension. 
2. There is a “zone” or “range of tolerance or acceptance” with 
points‐of‐parity  points of parity. 
3. The brand does not literally have to be seen as equal to 
competitors, but consumers must feel that the brand does well 
enough on that particular attribute or benefit. 
4. With points‐of‐differences, the brand must demonstrate 
clear superiority. clear superiority. 
5. Often the key to positioning is not so much as achieving a 
point‐of‐difference as in achieving points‐of‐parity. 
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Establishing Category 
Membership

 Marketers must inform consumers of a brand’s 
category membership; sometimes consumers know a g y p;
brand’s category membership but may not be 
convinced that the brand is a valid member of that 

tcategory. 
 Brands are sometimes affiliated with categories in 

which they do not hold membership This approach iswhich they do not hold membership.  This approach is 
one way to highlight a brand’s point-of-difference.  The 
typical approach to positioning is to inform consumerstypical approach to positioning is to inform consumers 
of a brand’s membership before stating its point-of-
difference. 
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St ddl P iti iStraddle Positioning

 Occasionally a company will try to 
straddle two frames of referencestraddle two frames of reference. 

 BMW’s positioning of luxury and 
performance is an example 
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Communicating Category 
M b hiMembership

 There are three main ways to convey a 
brand’s category membership:brand s category membership:
 Announcing category benefits.g g y
 Comparing to exemplars.
 Relying on the description of 

the productthe product.

Copyright © 2009 Pearson Education South Asia Pte Ltd 10-20



Ch i POP d PODChoosing POPs and PODs

 Points-of-parity are driven by the needs of 
category membership (to create category 
POPs) and the necessity of negating 
competitors’ PODs (to create competitive 
POPs). 

 Marketers must decide at which level(s) to 
anchor the brand’s points-of-differences. 
 At the lowest level are the brand attributes. At the lowest level are the brand attributes.
 At the next level are the brand’s benefits.

At the top level are the brand’s values
Copyright © 2009 Pearson Education South Asia Pte Ltd
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Developing & Communicating a Positioning Strategy 
Choosing POPs & PODs‐ Choosing POPs & PODs

2 id ti h h i POP & POD2 considerations when choosing POP & POD

Consumers find Firms capable toConsumers find
POD desirable

Firms capable to 
deliver on POD

3 key consumer
desirability criteria

3 key
deliverability criteriadesirability criteria deliverability criteria

1. Relevance
2. Distinctiveness

1. Feasibility
2. Communicability
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Wahaha’sWahaha’s Future ColaFuture Cola played on 
i li i ii li i i fnationalistic sentimentsnationalistic sentiments for a 

brighter future as a distinctive distinctive 
positioning strategypositioning strategy
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Marketing Memo: Writing a 
P iti i St t tPositioning Statement

 To communicate a company or brand 
positioning marketing plans often includepositioning, marketing plans often include 
a positioning statement.  

 The statement should follow the form:
 To (target group and need) To (target group and need) , 
 our (Brand), 

i (th t) is (the concept) 
 that (what the POD is or does). 
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C ti POD d POPCreating PODs and POPs

 One common difficulty in creating a strong competitive 
brand positioning is that many of the attributes or p g y
benefits that make up the points-of-parity and points-
of-difference are negatively correlated. 
 If consumers rate the brand highly on one particular 

attribute or benefit, they also rate it poorly on 
another important attributeanother important attribute. 

 Unfortunately, consumers typically want to 
maximize both attributes and benefitsmaximize both attributes and benefits. 

 The best approach is to develop a product and 
service that performs well on both dimensions

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Table 10.3Table 10.3
Examples of Negatively Correlated Attributes & Benefits
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Diff ti ti St t iDifferentiation Strategies

 To avoid the commodity trap, marketers 
must start with the belief that they canmust start with the belief that they can 
differentiate anything. 

 The obvious means of differentiation, and 
often most compelling ones tooften most compelling ones to 
consumers, relate to aspects of the 
product or serviceproduct or service. 
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How to Derive Fresh Consumer Insights
to Differentiate Products & Services

How to identify new, 
cons mer based points of differentiationconsumer-based points-of-differentiation:
1)How do people become aware of their need for your 

product & service?

2)How do consumers find your offering?2)How do consumers find your offering?

3)How do consumers make their final selection?

4)How do consumers order & purchase your product ?

5)Wh t h h d t/ i i d li d?5)What happens when a product/service is delivered?

6)How is your product installed?) y p

7)How is your product or service paid for?



How to Derive Fresh Consumer Insights
to Differentiate Products & Services

How to identify new, 
cons mer based points of differentiationconsumer-based points-of-differentiation:
8)How is your product stored?

9)How is your product moved around?

) f ?10)What is the consumer really using your product for?

11)What help is needed when they use your product?) a e p s eeded e ey use you p oduc

12)What about returns or exchanges?

13)How is your product repaired or serviced?

14)What happens when your product is disposed of or14)What happens when your product is disposed of or 
no longer used?



Diff ti ti St t iDifferentiation Strategies

 Competitive advantage is a company’s ability 
in one or more ways. 

 Leverageable advantage is one that a 
company can use as a springboard to newcompany can use as a springboard to new 
advantages.

 A company hopes to continue inventing new A company hopes to continue inventing new 
advantages 
Customers must see any competitive Customers must see any competitive 
advantage as a customer advantage.
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Diff t f f diff ti tiDifferent forms of differentiation

 Personnel differentiation
 Channel differentiation
 Image differentiation
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P l Diff ti tiPersonnel Differentiation

 Better-trained people - strong competitive 
advantageadvantage 
 Eg: McDonald’s people are courteous

6 characteristics: 
 competence, courtesy, credibility, 

reliability, responsiveness,reliability, responsiveness, 
communication
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Personnel 
Differentiation
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Ch l Diff ti tiChannel Differentiation

 Competitive advantage through - design 
di t ib ti h l ’distribution channels’ coverage, 
expertise & performancep p

 Example: Dell in computers distinguish Example:  Dell in computers distinguish 
themselves 

 Develop & manage high-quality direct-
marketing channels

Copyright © 2009 Pearson Education South Asia Pte Ltd
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I Diff ti tiImage Differentiation

 How the public perceives the company or 
its products

 Identity - how a company aims to 
identify/position itself or its product
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I Diff ti ti Id titImage Differentiation: Identity

An effectiveeffective identity:
1 Establishes product’s character & 1. Establishes product s character & 

value proposition

2. Conveys character in a distinctive 
mannermanner

3. Delivers emotional power beyond a 
mental image
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Image Differentiation –Image Differentiation 
Hyatt Hotels
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Figure 10.1 Sales and Product Life 
Cycles
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Product Life Cycle Marketing 
St t iStrategies

 A company’s positioning and differentiation strategy 
must change as the product, market, and competitors 
h th d t lif l (PLC)change over the product life cycle (PLC).

 Products have a limited life.
P d t l th h di ti t t h Product sales pass through distinct stages, each 
posing different challenges, opportunities, and 
problems to the sellerproblems to the seller.

 Profits rise and fall at different stages of the product life 
cycle.cycle.

 Products require different marketing, financial, 
manufacturing, purchasing, and human resource 
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P d t Lif C lProduct Life Cycles

The product life-cycle is divided into four 
stages:stages:

 Introduction.
 Growth.

M t it Maturity.
 Decline.
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A li ti f PLCApplications of PLC

 The PLC concept can be used to analyze a 
product category, a product form, a product, or 
a brand. 

 Figure 10.2 (a) shows a growth-slump-maturityFigure 10.2 (a) shows a growth slump maturity 
pattern.

 Figure 10 2 (b) shows a cycle-recycle pattern Figure 10.2 (b) shows a cycle-recycle pattern.
 Figure 10.2 (c) shows a scalloped pattern.
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Figure 10 2 Common PLC PatternsFigure 10.2 Common PLC Patterns
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Style, Fashion, and Fad Life 
C lCycles

 A style is a basic and distinctive mode of 
expression appearing in a field of human 
endeavor. 

 A fashion is a currently accepted or popular y
style in a given field. 

 Fashions pass through four stages:Fashions pass through four stages:
 Distinctiveness.

Emulation Emulation.
 Mass-fashion.

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Style, Fashion, and Fad Life 
C lCycles

 The length of a fashion cycle is hard to 
predictpredict. 

 Fads are fashions that come quickly into 
public view are adopted with great zealpublic view, are adopted with great zeal, 
peak early, and decline very fast.
F d d t i b th d t Fads do not survive because they do not 
normally satisfy a strong need. 
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Figure 10.3: Style, Fashion and Fad 
Life Cycles
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M k i S iMarketing Strategies: 
Introduction Stage and PioneerIntroduction Stage and Pioneer 

Advantageg
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A) Profits are negative or low in the introduction stage.  

B) Promotional expenditures are at their highest ration to sales because of the need to: 

1) Inform potential consumers. 

2) Induce product trial. 

3) Secure distribution in retail outlets. 

C) C i   th t  l   t   i t d       d t  t d id   h   t   t   thC) Companies  that plan  to  introduce  a new product must decide when  to  enter  the
market.  

D) To be first can be rewarding, but risky and expensive. 

E) To come  in  later makes sense  if  the  firm can bring superior  technology, quality, or
brand strength.  

F) Speeding up innovation time is essential in an age of shortening product life cycles   F) Speeding up innovation time is essential in an age of shortening product life cycles.  

G) Most studies indicate that the market pioneer gains the most advantage.  
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1) Early users will recall the pioneer’s brand name if the product satisfies them. 

2) The  pioneer’s  brand  also  establishes  the  attributes  the  product  class  should
possess. 

3) Th   i ’  b d  ll   i     h   iddl   f  h   k   d   3) The pioneer’s brand normally aims at the middle of the market and so captures
more users. 

4) There are producer advantages: g

a. Economies of scale. 

b. Technological leadership. 

c. Patents. 

d. Ownership of scarce assets. 

e. Other barriers to entry. 

Note: the pioneer’s advantage is NOT inevitable
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R h b S hResearch by Schnaars

 Steven Schnaars studied industries where 
imitators surpassed the innovators. He found 
several weaknesses among the failing pioneers:several weaknesses among the failing pioneers:
 New products were too crude.
 Were improperly positioned Were improperly positioned.
 Appeared before there was a strong demand.
 Product development costs were high Product‐development costs were high.
 Lack of resources to compete.
 M g i l i t     h lth   Managerial incompetence or unhealthy 

complacency.
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R h b G ld d T lliResearch by Golder and Tellis 

Research raises further doubts about the 
pioneer advantage. They distinguish p o ee ad a tage ey d st gu s
between an:
 Inventor: first to develop patents in a Inventor: first to develop patents in a 

new-product category
 A product pioneer: first to develop a A product pioneer: first to develop a 

working model
A k t i fi t t ll i th A market pioneer: first to sell in the 
new-product category
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R h b G ld d T lliResearch by Golder and Tellis 

 According to authors, there are five 
factors underpinning long-termfactors underpinning long term 
market leadership. These are: 

Vi i   f      k t Vision of a mass market
 Persistence
 Relentless innovation

i i l i Financial commitment 
 Asset leverage

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Figure 10.4   Long-Range Product Market Expansion 
Strategy   (Pi = Product i; Mj = Market j)Strategy   (Pi = Product i; Mj = Market j)
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Marketing Strategies: 
Growth Stage

The growth stage is marked by rapid climb in sales. 

Early adopters like the product, and additional 
consumers start buying it. y g

New competitors enter because they are attracted 
b h ibl i iby the possible opportunities. 
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Characteristics of the Growth 
StStage:

1. Prices remain where they are or fall slightly.
2. Companies maintain their promotional2. Companies maintain their promotional 

expenditures at the same or at a slightly 
increased level to meet competition and toincreased level to meet competition and to 
continue to educate the market.

3 Sales rise much faster than promotional3. Sales rise much faster than promotional 
expenditures.

4 Profits increase4. Profits increase. 
5. Manufacturing costs fall faster than price 

d li i h d l i ff
Copyright © 2009 Pearson Education South Asia Pte Ltd
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Strategies undertaken by firms 
i th th tin the growth stage:

 It improves product quality and adds new 
product features and improved styling.

 It adds new models and flanker products.
 It enters new market segments It enters new market segments.
 It increases its distribution coverage and 

enters new distribution channelsenters new distribution channels.
 It shifts from product-awareness advertising 

d f d i ito product-preference advertising.
 It lowers prices to attract the next layer of 
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T d ff i th th tTrade-offs in the growth stage:

 A firm in the growth stage faces a trade-
off between high market share and highoff between high market share and high 
current profits. 

 By spending money on product 
improvement, promotion, andimprovement, promotion, and 
distribution, it can capture a dominant 
positionposition. 
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Marketing Strategies: 
Maturity Stage

At some point, the rate of sales growth will slow, 
and the product will enter a stage of relative and the product will enter a stage of relative 
maturity. 

This stage normally lasts longer than the previous 
stages and poses big challenges to marketing 
management. 

Most products are in the maturity stage of the life Most products are in the maturity stage of the life 
cycle.
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M t it StMaturity Stage:

 The maturity stage is divided into three 
phases:phases:
 Growth, where the sales growth rate starts 

to declineto decline
 Stable, where sales flatten on a per capita 

b i b f k t t tibasis because of market saturation
 Decaying maturity, where the absolute level 

of sales starts to decline, and customers 
begin switching to other products

Copyright © 2009 Pearson Education South Asia Pte Ltd 10-61



M t it tMaturity stage: 

 The sales slowdown creates overcapacity in the 
industry that leads to intensified competitiony p

 The industry eventually consists of well-entrenched 
competitors whose basic drive is to gain or maintain 
market share

 Dominating the industry are a few giant firms that 
serve the whole market and make their profits 
mainly through high volume
S di th d i t fi i ltit d f Surrounding these dominant firms is a multitude of 
market nichers
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M t it StMaturity Stage:

 The issue facing a firm in a mature 
market is whether to become one ofmarket is whether to become one of 
the “big three” or pursue a niching 
strategy

 Some companies at this stage Some companies at this stage 
abandon weaker products and 
concentrate on products that are moreconcentrate on products that are more 
profitable or on new products
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Marketing Strategies: Maturity Stage

Tiger BalmTiger Balm revived its 
popularity with 
constant introduction 
of new products
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Marketing Strategies used for 
M t it StMaturity Stage:

1. Market Modification
2. Product Modification 
3. Marketing Program 

ModificationModification
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M k t M difi tiMarket Modification

 The company might try to expand the 
market for its mature brand by workingmarket for its mature brand by working 
with the two factors that make up sales 
volume: 
Volume = number of brand users xVolume  number of brand users x 
usage rate per user.
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M k t M difi ti St t iMarket Modification Strategies

 It can try to expand the number of brands users by 
converting non-users. 

 It can also try to expand the number of brand users by 
entering new market segments.
A thi d t d th b f b d i b A third way to expand the number of brand users is by 
winning competitors’ customers. 
Volume can also be increased by convincing current Volume can also be increased by convincing current 
users to increase their brand usage: 
 Use the product on more occasions Use the product on more occasions.
 Use more of the product on each occasion.
 Use the product in new ways

Copyright © 2009 Pearson Education South Asia Pte Ltd
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P d t M difi ti St t iProduct Modification Strategies

 Managers also try to stimulate sales by 
modifying the product’s characteristicsmodifying the product s characteristics 
through quality improvement, feature 
improvement, or style improvement. 
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P d t M difi ti St t iProduct Modification Strategies

 Quality improvement aims at increasing 
the product’s functional performance.the product s functional performance.

 Feature improvement aims at adding 
f t th t d th d t’new features that expand the product’s 

performance, versatility, safety, or 
convenience. 

 Style improvement aims at increasing the Style improvement aims at increasing the 
product’s esthetic appeal. 
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Advantages and disadvantages 
f f t i tof feature improvements:

 ADVANTAGES:
 New features build the company’s image as an New features build the company s image as an 

innovator.
 Wins the loyalty of market segments that value y y g

these features.
 Provide an opportunity for free publicity.
 Generate sales force and distributor enthusiasm.

 DISADVANTAGES:
 Might not pay off in the long run.
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Marketing Strategies: 
Decline Stage

Sales decline for a number of reasons, including 
technological advances  shifts in consumer tastes  technological advances, shifts in consumer tastes, 
increased domestic and foreign competition. 

All these lead to overcapacity, increased price‐
cutting, and profit erosion. 

As sales and profits decline, some firms withdraw 
from the market  Those remaining may reduce the from the market. Those remaining may reduce the 
number of products they offer.
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Strategic options for products 
i d li tin decline stage:

5 company strategies in declining 
industries:industries:

1. Increase investment
2. Maintain investment - uncertainty 

resolved
3. Decrease investment selectively
4. “Milk” investment - recover cash quickly4. Milk  investment recover cash quickly
5. Divest business quickly
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E id f th PLC tEvidence of the PLC concept:

 The PLC concept helps marketers 
i t t d t d k tinterpret product and market 
dynamicsy

 To conduct planning and control. 
 And do forecasting. 
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C iti f th PLC tCritique of the PLC concept:

1. Life‐cycle pattern – too variable in 
h  & d tishape & duration

2 Hard to tell which stage the 2. Hard to tell which stage the 
product is in

3. PLC may be the result of 
marketing  not a course which marketing, not a course which 
sales must follow
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Marketing Insight: Competitive 
t d icategory dynamics

Cites seven dynamics that result in new categories: 
1. expanding the boundaries of existing categories: p g g g
2. carves out a fresh niche; 
3. bundle existing categories into a super-category;g g p g y;
4. repositions products into an original category; 
5. customer needs to propel a new category;5. customer needs to propel a new category; 
6. new technology creates a new category; 
7 companies exploit technology to create a new7. companies exploit technology to create a new 

category. 
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M k t E l tiMarket Evolution

 Because the PLC focuses on what is happening to a 
particular product or brand rather than on what is 
happening to the overall market, it yields a product-
orientated picture rather than a market-orientated 
picturepicture. 

 Firms need to visualize a market’s evolutionary path 
as it is affected by new needs competitorsas it is affected by new needs, competitors, 
technology, channels, and other developments. 
 Like products, markets evolve through four stages: Like products, markets evolve through four stages: 

emergence, growth, maturity, and decline.
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Market Evolution
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M k t E l ti EMarket Evolution: Emergence

 Before a market materializes, it exists as 
a latent marketa latent market. 

 A market, in which buyer preferences 
scatter evenly, is called a diffused-
preference market.preference market.
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E (diff d f )Emergence (diffused-preference)

 In a diffused-preference market, the entrepreneur’s 
problem is to design an optimal product for this market.  
There are three options:
 Design the new product to meet the preferences of 

f th f th k t i l i hone of the corners of the market - a single-niche 
strategy.
Launch two or more products simultaneously to Launch two or more products simultaneously to 
capture two or more parts of the market - a 
multiple-niche strategy.multiple niche strategy.

 Design the new product for the middle of market - a 
mass-market strategy
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Figure 10.5   Market-fragmentation & Market-consolidation 
Strategies
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M k t E l ti G thMarket Evolution: Growth

 If the new product sells well, new firms will 
enter the market thus ushering in a market-enter the market, thus ushering in a market
growth stage. 
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M k t E l ti M t itMarket Evolution: Maturity

 Eventually, the competitors cover and 
serve all the major market segments andserve all the major market segments and 
the market enters the maturity stage. 

 As market growth slows down, the 
market splits into finer segments whichmarket splits into finer segments which 
results in high market fragmentation 
occursoccurs. 
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M k t E l ti M t itMarket Evolution: Maturity

 Market fragmentation is often followed by a market 
consolidation caused by the emergence of a new y g
attribute that has strong appeal. 

 Even a consolidate market condition will not last.  
Other companies will copy a successful brand, 
thus causing the market will eventually splinter 
again. 

 Mature markets swing between fragmentation 
brought about by competition and consolidation 
brought about by innovation. 
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M k t E l ti D liMarket Evolution: Decline

 Eventually, demand for the current 
products will begin to decrease and it willproducts will begin to decrease and it will 
enter the decline stage. 

 Either society’s total need level declines Either society s total need level declines, 
or a new technology replaces the old.
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Fi l Di iFinal Discussion:

Marketing Debate – Do Brands Have Finite Lives?

Often, after a brand begins to slip in the marketplace or , g p p
disappears altogether, commentators observe, “all brands have 
their day.” Their rationale is that all brands, in some sense,  have a 
finite life & cannot be expected to be leaders forever. 

Other experts contend, however, that brands can live forever & 
their long‐term success depends on the skill & insight of the 
marketers involvedmarketers involved.

Take a position: Brands cannot be expected to last forever 
versus There is no reason for a brand to ever become obsoleteversus There is no reason for a brand to ever become obsolete
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Fi l Di iFinal Discussion:

Marketing Discussion

Identify other negatively correlated attributes & 
benefits not included in Table 10.3.3

What strategies do firms use to try to position 
themselves on the basis of pairs of attributes & themselves on the basis of pairs of attributes & 
benefits?
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