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	1. Give short answers to the following questions: (25)
i. What does product innovation mean?
Innovation means changing a product or service by starting something new or doing something that has not been tried before. The company cannot rely on the product line of the same form, design, function lifelong. There are many competitors in the market.
They are always encroaching on other companies' market share. Innovation can be defined as the addition of new items to provide additional benefits over existing products. Therefore, company can satisfy consumers by innovating products or services.
The company can rely entirely on profitability. Adoption of new products through innovation and proper marketing must be carried out. Peter Drucker, a prominent business thinker, said: "Any company has only two basic functions: marketing and innovation."

ii. What are the major steps involved in the development of a new product?
The company must realize that the development of new products is essential. That's the first step for innovation. In order to increase sales, the company must always carry out ideas and research on new products.
The company should adopt a systematic approach from one stage to the next to plan for the development of new products. This process consists of the seven steps shown in Figure 7.1
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iii. What does product lifecycle mean?
Just as every creature has a lifetime, the life cycle of the product is clear. 

As mentioned earlier, the launch of new products is a key component of a company's survival. Businesses must be able to accurately understand and control the steps of each product lifecycle. Some products have been in the introductory phase for a long time, but others have just ended in weeks and are moving to the next level of the life cycle. All products have the possibility to decline.

iv. List the stages involved in the product lifecycle.
The product will go through the following 4 steps from its launch.
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Fig. 8. 1

a. Introduction: Company must communicate new markets to future customers within the intended market. This will incur a huge amount of promotional costs. Advertising is the act of proposing to potential customers to purchase their new products or services. This process is done in this step. 
b. Growth: Once the product is accepted on the market, the products or services of the company will be accepted by the merchant or the consumer, and this goes on to the growth phase. That is, it can mean that the demand of the product increases rapidly. At this stage, in some cases, the demand exceeds the supply.
c. Maturity: It can be a vague desire by the company that the sales growth of the company's products or services will continue unceasingly. Attacks on innovation and marketing by third-party competitors will be more intense. Similar products, copy products will be released constantly. Therefore, most sales are forced to be pushed. A drop in revenue resulting from competition and advertising activity must be restored. As such, the point when the sales of the company goes back to the plateau is called the "mature" stage.
d. The Decline or Obsolescence: All products or services will reach the age of retirement through downturns or obsolescence. This is called the decline phase. The decline is caused by changes in the level of customer preference for products or because of technological advances.

v. Explain how the marketing mix has to be changed during the different stages of the
product’s lifecycle?
The company's overall marketing mix and product life cycle are closely related. The marketing mix can change strategy at each stage.

· The Introduction Stage: Company has to increase sales at the product introduction stage, so the company can spend a lot of money on shipping costs. At this stage, the most important thing is to create the familiarity and acceptability of the product. Product availability is also important. If consumers cannot use real goods unlike advertising, they will think that they have wasted money. That's why the company must use all the available resources available for this. At this time, there are many competitors, so company can start their pricing strategy somewhat lower or considering competitors, the penetration market can be set as a market without competitors.


· The Growth Stage: At this stage, all opportunity costs associated with the marketing mix can increase. At this time, especially large-scale monetary investment may be required. Infiltration into a deeper distribution market, and structured pricing and promotional activities can be utilized. At this time, the company needs to consider the improvement of the product so that it does not reach the decline  stage too soon.

· The Maturity Stage: This step is usually maintained longer than the other steps. At this stage, however, it is not easy to manage in terms of maintaining sales. In real markets, sales of stable products may decrease. In this case, the company adopts the following three strategies.

1) Market transformation;
2) Product modification;
3) Modification of marketing mix.

· The Declining Stage: At this stage, organizations need to apply a variety of strategies. At this point, too, company should be able to give up on projects that are not profitable. Non-stop monitoring and market segmentation are essential. Maintenance of the product is sometimes expensive. Therefore, management should be controlled and improved all or part of the problem. Particularly, at this stage, a strategy of discarding products that waste company resources is used.

2. State whether the following statements are True or False:
i. Product innovation is necessary to meet the changing preferences of consumers. : True
ii. Products, which are thoroughly screened during the development stage, always
succeed in the market.: False
iii. New product ideas generate from consumers only.: False
iv. Product is introduced in the target market in full scale during market testing. :True
v. New products fail only because of unreasonable price. :False
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