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ABSTRACT: Authorities And Specialists In Marketing And Product Management Have
Submitted Variously On The Theme Of The Study, Product Life Cycle (Plc). This, The Researcher
Builds On So As To Add To The Body Of Knowledge By Investigating Problems Such As Low
Sales, Consumer Dissonance, Early Product Withdrawal, And Others, Which All Culminate Into
Financial Losses For Organizations Within The Capital Goods Manufacturing/Assemblage And
Sales Segment Of The Nigerian Manufacturing Industry. The Study Provides Up To Date
Information On The Life Cycle Trends Of Capital Goods, Which Will Help In Their Manufacturing
And Stock Holding Decisions. Also, A Construct Depicting The Relationship Between Sales And
Plc With Reference To Capital Goods Was Developed. The Data For This Study Was Collected
From Both Primary (Four Companies) And Secondary Sources. Questionnaire Was Adopted As A
Data Collection Instrument. The Data Was Analysed Using Both Descriptive And Inferential
Statistics. Amongst Other Recommendations, The Study Recommended That Management Of
Product Life Cycle Should Be Taken Into Consideration In New Product Design And Prototyping.
This Is Essentially Due To The Influence Of Frequent Foreign Innovations That Constantly Render
Recent Products Obsolete.
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INTRODUCTION

As Marketing Evolves From An Element Under The Shadows Of Management Science Into A
Discipline In Itself, A Complete Appraisal Of All Variables Which Affect Consumer Behaviour
Is Highly Essential. An Important Concept Underlying Most Dynamic Business Planning Models
Is The Product Life Cycle (Plc). Because A Product’s Sales Position And Profitability Changes
Over Time, Every Firm Needs To Revise Its Product Strategy Periodically. Using The Concept Of
The Life Cycle, The Firm Recognizes Distinct Phases In The Sales History Of The Product And
Its Market And Thereby Develop Strategies Appropriate To Those Various Stages. Product
Design, Engineering, Cost And Environmental Implications Also Play Important Roles In Product
Life Cycle. Muller (2011) Emphasized That The Life Cycle Of A Product Category In The Market
Determines Many Aspects Of The Architecting Approach, Which Includes Four (4) Phases:
Infancy, Adolescence, Mature And Aging.
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A Discontinuity, Positively Or Negatively, In Market Success Is Seen In The Transition From One
Phase To The Next Phase. The Explanation Given Is That The Phases Differ In Characteristics
And Require Different Approaches. The Right Approach For One Phase Is Sub Optimal For The
Next Phase. Therefore Like Human Beings, Products, Generally, Also Have A Life-Cycle. From
Birth To Death, Human Beings Pass Through Various Stages E.G. Birth, Growth, Maturity,
Decline And Death. A Similar Life-Cycle Is Seen In The Case Of Products. The Product Life
Cycle Goes Through Multiple Phases, Involves Many Professional Disciplines, And Requires
Many Skills, Tools And Processes. Product Life Cycle (Plc) Has To Do With The Life Of A
Product In The Market With Respect To Business/Commercial Costs And Sales Measures. Product
Life Cycle Can Be Measured In Terms Of It Sales In The Market Place Or Space As The Case
May Be, Or In Terms Of Its Longevity In The Product Portfolio Of The Firm.

Statement of the Problem

The Capital Goods Segment Of The Manufacturing Industry In Any Economy Is Key To
Infrastructural Development. This Is More So As Equipment And Machines Needed To Develop,
Infrastructure Wise, Are Manufactured And Sold By This Industry, Which Includes, Earth Moving
Equipments (Emes), Excavators, Drills, Alternators, Power Generating Sets, Trucks, Lifts Etc.

The Nigerian Manufacturing Industry, As Large And Diverse As It Is, Has A Minute Segment Of
It Devoted To The Assemblage, Manufacturing And Sales Of Capital Goods. This Is Largely Due
To The Huge Capital (Fund) Requirement, Thereby Necessitating The Presence Of Multinational
Organizations With Huge Financial Strength To Invest In A Long Term Venture Like Capital
Goods. Considering The Huge Funds Injection And Increasing Cost Of Capital, It Is Worrisome
That Product Life Cycle As A Marketing Management Concept Is Perceived To Be Relatively
New And Yet To Be Fully Appreciated In The Capital Goods Manufacturing And Sales Sector Of
The Nigerian Manufacturing Industry. This Exists Despite The Threats Of Early Product
Obsolesce, Product Failure And Rejection, Product Recall, Consumer Dissonance And Other
Problems Associated With Products Life Cycle, With The Attendant Effects Of Consumer
Dissonance, And Warranty Claims. Kotler (2005) Opined That Product Defects, Failure, And
Rejection By Consumers Are Part Of The Symptoms Of Bad Plc Management Strategies.

This Trend Is No Longer Limited To Consumer Goods But Now Traceable To Industrial Goods
(Thietart And Vivas; 1984). Recently, Toyota Of Japan, Manufacturers Of Toyota Brand Of Motor
Vehicles Recalled Thousands Of Its Hybrid Brands Which Were Recently Launched Into The
Market In Africa And Europe, Due To Rejection And Rising Complaints By Users. This
Translated Into Huge Warranty Payments To The Company. Further In Nigeria, Local
Manufacturers/Assemblers Of Computer Products And Accessories Are Battling With Huge Piles
Of Unsold Stock, Early Product Death And Other Problems Associated With Foreign Innovations
Which Affects Local Products Life Cycle. This Necessitated The Manufacturers Association Of
Nigeria’s Call For A Ban On The Importation Of Wholly Assembled Computer Products Into The
Country.

This Study Was Motivated By Recent Events In The Manufacturing Sector, Where Competition
Has Become Stiffer And Newly Launched Products Are Forced Into Maturity Without Giving
Commensurate Returns. Any Failure In Such Industry, Traceable To The Core Purpose Of The
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Industry (Products) Will Have Spiral Effects On The Economy Given That The Operators In This
Industry Are Few In Number Due To The Huge Capital Requirement Of The Business. It Is
Worthy Of Note That Nigeria Currently Relies On This Industry For The Supply Of Its Power
Needs, As The Supply From The National Grid Is Grossly Inadequate For The Nation.

This Situation Calls For A Repacking/Remodelling Which Comes At A Huge Cost. Also,
Advancement In Technology, Especially In Developed Asian Countries Like Japan And China,
Has A Counter Effect On Goods Manufactured Locally, As Frequent Innovations From Abroad
Tend To Push Locally Manufactured/Assembled Goods Out Of Their Profitable Stages Earlier.
This Trend Also Has Effects On The Chain Of Distribution Of Affected Products As
Intermediaries Are Not Willing To Take Large Inventories, Due To The Fear Of Early Obsolesce.
Ultimately, Companies Bear The Brunt, And The Sector Has Witnessed Cases Of Unsold Stock,
Stagnant Sales, Consumer Apathy, Company Closures, Mergers And Liquidation, Which Are
Traceable To Poor Plc Management. Furthermore, The Complexity Of The Business Environment
In Nigeria, Especially In Segments Which Involves Huge Capital Injection, Demands A
Continuous Review Of Existing Product Development Strategies And Constantly Checking
Whether They Are Working Towards Attainment Of Set Objectives.

Objectives of the Study

The Specific Objectives Of The Study Are Itemised Below:

To Determine The Effects Of Plc Management On Consumer Buying Behaviour.

To Identify The Adaptation Strategies Of Firms To The Change In Their Plc.

To Evaluate The Effect Of Competition On The Management Of The Life Cycle Of Capital
Products.

To Investigate The Effects Of Life Cycle Changes On Different Product Lines.

To Evaluate The Effect Of Cost On The Management Of The Life Cycle Of Capital Products.

Research Questions

The Following Are The Related Research Questions:

To What Extent Does Product Life Cycle Dictates Marketing Strategies Adopted?

How Do The Companies Respond To Changes In Their Product Life Cycle Triggered By
Competition?

To What Extent Does A Life Cycle Change Affect Consumer Loyalty And Market Share?

How Do Life Cycle Changes In A Particular Product Line Affect The Operations Of Another
Product Line?

To What Extent Is Plc Maintenance Cost Affecting Company Profits?

Research Hypotheses.
Two Research Hypotheses Were Formulated To Find Answers To The Research Questions, Which
Arose From The Objectives Of The Study; All Directed At Providing Solutions To The Stated
Problems. Specifically, The First Hypothesis Tested Variables Which Provide Solutions To
Research Questions One, Four And Five. These Include Variables Directly Relating To Profit And
Cost Implications, Marketing Strategies Adopted, And How Changes In A Product Line Affects
Another Product Line Which All Culminate Into Sales. In The Same Vein, Research Hypothesis
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Two Which Provide Solutions To Research Question Two And Three, Measured Variables
Relating To Changes In Plc Triggered By Competition And Effects Of Changes In Plc On
Consumer Loyalty And Market Share.
HO — Management Of Product Life Cycle Does Not Have Significant Effect On Organizations
Sales.

H1 — Management Of Product Life Cycle Has Significant Effect On Organizations Sales.
HO — Management Of Product Life Cycle Does Not Have Significant Effect On Consumer Loyalty
And Market Share.
H1 — Management Of Product Life Cycle Has Significant Effect On Consumer Loyalty And
Market Share.

Decision Rules

Using Student F-Test At 5% Level Of Significance And K-1, N-K Degree Of Freedom
F- Test Statistics

Fcal > Frab, Reject Ho And Accept Hi

Fcal < Fab, Reject H1 And Accept Ho

LITERATURE REVIEW AND CRITIQUE POSITION

Any Organisation That Relies Heavily On Selling Products Needs To Be Fully Aware Of The Way
That Their Products Are Placed In The Market And The Various Product Life Cycle Stages That
Each Of The Products Passes Through. As A Product Travels Through Its Life Cycle, It Will Be
Subject To Different Market Forces And Requirements In Terms Of Marketing And Development.
Not Only Do Products At Different Stages In The Product Life Cycle Produce Different Returns,
But They Also Require Different Support Levels Where Administration, Technology And
Marketing Are Concerned. A Product, During The Early Part Of Its Product Life Cycle, Will
Naturally Require More Input In Terms Of Research And Development As Well As In Marketing
And Even Administration Costs. This Investment Is Based Not On The Initial Income That The
Product Is Bringing In, But The Possibilities That The Product Has For The Future Stages Of The
Product Life Cycle.

Amongst The Four Traditional Elements Of The Marketing Mix, The Product Is The Most
Important As The Actions Of All Other Elements (Price, Promotion And Place) Revolve Round
The Product; Hence, It Is Of Great Importance To Understand The Dynamics Of Such Element
As It Relates To Its Longevity And Profitability In The Market Place, Which Are The Hallmarks
Of A Products Life Cycle. Products Can Be Basically Classified Into Two That Is, Consumer
Goods And Industrial Goods. The Differentiating Factor Between The Two Is Destination. It Is Of
Necessity To State At This Point That The Focus Of This Study Shall Be Directed At Capital
Goods, Which Is A Form Of Industrial Goods.

Cravens (2000) Submitted That Relevant Issues In Plc Analysis Includes: Determining The Length
And Rate Of Change Of The Product Life Cycle, Identifying The Current Plc Stage And Selecting
The Product Strategy That Corresponds To That Stage And, Anticipating Threats And Finding
Opportunities For Altering And Extending The Plc. By Considering The Concept Of The Product
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Life Cycle, Managers Are Accepting Some Key Assumptions That Are Made In Relation To The
Products They Are Selling.

Firstly, The Product Life Cycle Model Assumes That Products Have A Finite Life And That They
Will At Some Point No Longer Be A Valid Marketable Product. In Most Cases, This Concept Is
True; However, There Are Some Products Such As Airplanes, Scissors, Jeans, Milk And Butter
That Will Always Be Popular. Consumers Will Continue To Want To Purchase These Goods
Throughout Time, With No Specific Deadline As To When They Will No Longer Be Needed.
However, Again, Individual Brands, Of These Generic Products May Not Remain Successful For
Life, Hence The Need For The Proper Management Of Product Life Cycle. It Is Also Assumed
That The Needs Of A Product Will Vary In Terms Of Marketing And Development Needs As It
Passes Through The Product Life Cycle. This Will Not Always Be The Case With Some Products
Having The Same Marketing Needs, Regardless Of Where They Are Perceived To Be In The
Product Life Cycle.

With Specific Reference To Capital Goods, They Can Be Described As A Manufactured Means
Of Production. Capital Goods Are Acquired By Firms, Government And The Society By Saving
Wealth Which Can Be Invested In The Means Of Production. Bearden, Ingram, And Laforge
(2004), Defines Capital Products/Goods As Expensive Items Used In Business Operations But Do
Not Become Part Of Any Type Of Finished Product. Because They Are Used Over Long Periods
Of Time, Their Cost Is Normally Depreciated Or Spread Over Some Useful Life Rather Than
Expensed Completely In The Year Of Purchase. Capital Products Range From Physical Facilities
Such As Manufacturing Plants, To Accessory Equipment Such As Desks, Copy Machines, Fax
Machines, Or Forklifts.

The Purchasing Process For Capital Goods May Be Long And Involve Many Individuals.
Marketers Of Capital Goods Emphasize Personal Selling As The Major Communication Tool.
Prices Are Often Negotiated, And Sometimes Businesses Decide To Rent, Or Lease Capital
Products Rather Than Buy Them Outright. Individuals, Organizations And Governments Use
Capital Goods In The Production Of Other Goods Or Commodities. Capital Goods Include
Factories, Machinery, Tools, Equipment, And Various Buildings Which Are Used To Produce
Other Products For Consumption.

Kotler And Armstrong (2006), Define Capital Items/Goods As Industrial Products That Aid The
Buyers’ Production Or Operations, Including Installations And Accessory Equipments.
Installations Consist Of Major Purchases Such As Buildings (Factories And Offices) And Fixed
Equipment (Generators, Drill Presses, Large Computer Systems, And Elevators). Accessory
Equipment Includes Portable Factory Equipment And Tools (Hand Tools, Lift Trucks) And Office
Equipment (Computers, Fax Machines, Desks). Most Manufacturing Companies Use Capital
Goods. Capital Goods Help Companies To Make Functional Goods Which Are Sold To
Individuals Or Used In Providing Valuable Services. As A Result, Capital Goods Are Sometimes
Referred To As Producers’ Goods Or Means Of Production. An Important Distinction Should Also
Be Made Between Capital Goods And Consumer Goods, Which Are Products Directly Purchased
By Consumers For Personal Or Household Use.

ISSN 2053-4043(Print), ISSN 2053-4051(Online)


http://www.eajournals.org/
http://en.wikipedia.org/wiki/Manufacturing
http://en.wikipedia.org/wiki/Means_of_production
http://en.wikipedia.org/wiki/Means_of_production
http://en.wikipedia.org/wiki/Investment#In_economics_or_macroeconomics
http://en.wikipedia.org/wiki/Consumer_goods

British Journal of Marketing Studies
Vol.2,No.8,pp.1-,17, December 2014

Published by European Centre for Research Training and Development UK (www.eajournals.org)

For Example, Motor Vehicles Are Generally Considered Consumer Goods Because They Are
Usually Bought By An Individual For Personal Use, But Where It Is Used As A Means Of
Production, It Becomes A Capital Good. Dump Trucks, Forklifts, Cranes Etc, However, Are
Usually Considered Capital Goods, Because They Are Used By Construction And Manufacturing
Companies To Haul Various Materials In Order To Make Other Products Such As Roads, Bridges,
Dams, And Buildings. Similarly, A Chocolate Candy Bar Is A Consumer Good But The Machines
Used To Produce The Chocolate Candy Bar Are Considered Capital Goods. The Economic Term
‘Capital Goods' Is Not To Be Confused With The Financial Or Accounting Usage Of 'Capital’,
Which May Mean Simply Wealth Or Financial Capital.

The Classic Product Life Cycle According To Hamper (1998) Has Four Stages: Introduction;
Growth, Maturity And Decline. Prior Studies On Product Life Cycle Focused Mainly On Fast
Moving Consumer Goods (Fmcgs). Lilien, Rangaswamy, And Debruyn (2007) Opine That The
Life Cycle Concept Emerges Out Of Many Sources. Biological Life Forms Are Born, Grow,
Mature, And Die. Many Human Enterprises (Like The Roman Empire) Experience A Beginning,
A Heyday, And A Decline Or Death. For Products, The Length Of The Life Cycle Varies From
One To Another.

Czinkota, Kotabe, And Mercer (1997), Made An Intuitive Appeal Of An Analogy Of Product Life
Cycle (PIc) With Human Life — Consisting Of Introduction, Growth, Maturity, And Decline. The
Concept Of Plc Thus Suggests That Any Good Or Service Moves Through lIdentifiable Stages,
Each Of Which Is Related To The Passage Of Time And Has Different Characteristics. Associated
With Each Stage Is A Profit Level. They Opined That Profits Are Likely To Be Negative At The
Beginning, When There Is High Initial Investment And Hopefully They Will Be Positive By The
Maturity Stage And More Than Recoup Investment.

The Existing Literature Prior To This Study, So Far, Provided A Robust Knowledge On The
Subject Matter, However, Most Studies Are Directed At The Fmcg Segment, And So Far, Non On
The Capital/Hi-Tech Goods In Nigeria. This Was Investigated By This Study, Taken Into
Consideration Other Factors That Could Affect A Product’s (Capital) Longevity In The Market
Place Which Include Effective Pre And After Sales Services, Marketing Communications
Campaign(Personal Selling), Spares Availability, New Features, Product Design And Prototyping,
And Foreign Innovations. Despite Abundance Of Literature Existing In Marketing And Marketing
Education On The Theme Of This Study, Some Writers, Researcher And Authors Have Over The
Years Doubted, With Good Reason, The Concept Of The Product Life Cycle. Some Posited That
Product Life Cycle Cannot Be Compared With Human Life, Others Claim That It Is Difficult To
Tell At Which Stage A Product Is In Its Life Cycle, And Also That Plc Is A Result Of Marketing
Action, Rather Than A Course Of Action That Sales Must Follow. This Brings To Fore The
Empirical And Practical Nature Of Marketing, As An Emerging Field Of Science.

First, That Product Life Cycle Cannot Be Compared With Human Life Is Synonymous With
Saying That Products Are Angels Or Celestial Beings That Are Quite Immortal. Critics Are Quick
To Point To Brands That Have Stayed In The Market For Centuries Such As Coca Cola And
Caterpillar, But The Researchers Asks, Will These Products Remain If The Stages Of The Life
Cycle Are Not Monitored And Managed? Products/Brands Abound In These Same Categories
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That Have Declined In Markets They Once Held, In Some Cases Experienced An Outright Death,
In The Nigerian Market For Example Dr. Pepper (Afri-Cola), Motorola, Trium Amongst Others.

Second, That Plc Is A Result Of Marketing Action Cannot Be Tenable. This The Researcher
Refutes Because Plc Naturally Starts Even Before The Product Is Introduced To The Market. This
Is Corroborated By An Outcome Of This Study Which Posits That Plc Should Be Taken Into
Consideration In Product Design And Prototyping, Especially In The Case Of Capital Goods.
However, This Is Not To Say That The Plc Should Be A Course Of Action That Sales Must Follow,
But A Model That Guide Marketers, Especially In This Era Of Marketing And Societal Marketing
Philosophy, In Making Product Related Decisions. This Is In Respect To The Findings Of Nariman
And Yuspeh (1976), Marrik And Hassaan (1995), And Arndt (2001). Most Products And Services
Go Through Many Innovation Or Imitation Lifecycles, Therefore, Only Fad Products Have A
Single Life Cycle.

Third, The Alleged Difficulty In The Determination Of The Stage A Product Is In Its Life Cycle
Is Not Enough Reason To Discard The Model. The Assertion That A Product Might Appear To
Have Matured While It Has Only Reached The Plateau Prior To Another Upsurge Might Be
Tenable, However, The Upsurge, Whether Upwards Or Downwards, We Argue, Can Also Be
Traceable To Other Factors Which Includes Failing Competitors, Favourable Government
Policies, Improved Technology, Amongst Others.

Dickson (2002) Stated That Each New, Clever Innovation In Product Design Or Distribution Has
Its Own Path Of Introduction, Acceptance And Imitation. Bingham (1998), Suggests That The
Dominant Plc, Especially That Of The Brand Leaders Which Almost Monopolize Many Markets
In Some Industries, Does Not Defy The Product Life Cycle Concept But Describes Efficient And
Effective Product Life Cycle Management, And Also Strong Consumer Loyalty, Especially
Where The Product Is The Pioneer In The Industry, E.G. Despite The Limitations Of The Concept,
It Remains An Inevitable Tool For Marketing Management To Continually Watch And Monitor
The Progress Of Products In Their Life Cycle And To Decide Which Strategy To Use At The
Right Time.

From The Foregoing, It Is Established That Management Of Product Life Cycle, In Any
Organization That Is Marketing Oriented And Knows Its Onions, Is A Sine Qua Non For Success.
The Conceptual And Empirical Works Reviewed Further Provided A Balanced, Up To Date,
Research Submission On The Topic. From The Humble Beginnings Of An Ordinary Marketing
Concept That Was Used To Predict Sales, The Product Life Cycle Model Has Evolved Into A
Model For Determining Price Elasticity And Cash Flow, Product Engineering, Product
Distribution, Market Cannibalization, And Entropy. The Concept Of Entropy, Which Is Widely
Used In Physical Science And Thermodynamics, Was Applied To Explain The Phenomenon Of
Product Life Cycle Using Marketing Mix Activities As The Agents To Change The Quantity Of
Entropy. This Provides Information For Marketing Decision Markers To Take Advantage Of The
Availability Or Otherwise Of Time Within The Life Cycle.
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Summary Of Empirical Framework

Author(S)

Title Of Research

Plc Content

Results

Nature Of
Product/
Industry

Hermann Simon

(1978)

Dynamics Of Price
Elasticity And The
Product Life Cycle

Time-Varying Price
Responses

It Reveals Typical Changes In
Price Elasticity

Over The Life Cycle And Gives
Support To The Conclusion That
The Magnitude

Of Price Elasticity Decreases Over
The Introduction And Growth
Stage, Reaches

Its Minimum At The Maturity
Stage, And Again Increases
During The Decline Stage.

Fmcg

Thietart R.A  And
Vivas .R (1984)

An Empirical
Investigation  Of
Success Strategies
For Businesses
Along The Product
Life Cycle

Life Cycle And
Market Share
Life Cycle And Cash

Flow

The Results Provide Guidance To
Decision Makers As They Realize
That Effective Strategic Actions Is
A Function Of The Life Stage And
The Business Characteristics, By
Identifying The Stage, The
Decision-Maker Can Select The
Appropriate  Strategic ~ Actions
And Evaluate Their Impact On
Performance

Fmcg And
Industrial
Goods

loannis Komninos

(2002)

An Analysis Of The
Product Life Cycle
Model

Cannibalization

In The Early Days Of A New
Technology, Early Adopters And
Technology Enthusiasts Drive

A Market Since They Demand Just
Technology. This Drive And
Demand Is Translated As The
Introduction Phase Of A New
Product By Many Companies. As
Technology Grows Old,
Customers Become More
Conservative And Demand Quick
Solutions And Convenience. In
This Case A Product Usually
Enters In The Realm Of Its
Growth And As Time Passes Its
Maturity.

Fmcg

Narayanan
Machanda And
Chintagunta (2005)

Temporal

Differences In The
Role Of Marketing
Communication In

Communication

There Are Differences In The Role
Of Marketing Communication In
Different Stages Of The Life
Cycle Of A Product.

Fmcg
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New Product
Categories
Wann-Yih Wu, Yu- | An Analytical | Entropy/ Through Analytical Hierarchy | Fmcg
Chen Hsiao,And | Model Of The | Simulation Process And Simulation Process,
Chen-Su Fu (2010) Product Life Cycle- The Simulated Graph Represents
An Application Of That While Putting More
Thermodynamic Marketing Mix Activities, The
Life Span Of The Product Would
Be Longer And The Volume Of
The Product Sales Would Be
Larger.
The  Significance Plc In Spite Of Their Varying
llesanmi .O. A (2011) | Of Distribution | Product Life Cycle | Time Frames, Helps Managers At | Fmcg
Channel And Plc In | And Distribution All Levels To Think Strategically.
The Management The Great Value Of The Plc
of An Concept Is That Management,
Organization. Knowing
What Typically Happens At
Different Stages In A Product’s
Life, Should Be Able To Improve
Its Forward Planning.

Method of Data Analysis

The Resulting Data From The Survey Was Analysed Using Both Descriptive Statistics And
Inferential Statistics. The Descriptive Statistics Employed The Use Of Frequency Distribution And
Simple Percentage To Describe The Collected Data And Was Also Used To Give Answers To The
Stated Research Questions, While The Inferential Statistics Employed The Use Of Ordinary Least
Square (Ols) Regression Analysis. The Justification For This Is That It Is Best Applied To
Determine The Nature And Strength Of The Variables And Test The Stated Hypotheses. The
Identified Variables Of This Study Are Described Thus:

Dependent Variables For The Two Hypotheses Are As Follows:

Sales (Y1) For Hypothesis One And Consumer Loyalty (Y2) For Hypothesis Two
While The Independent Variables Are As Follows:

Marketing Strategies (X1) For Hypothesis One

Competition (X2) For Hypothesis One

Profit (Xs) For Hypothesis One

Product Life Cycle (X4) For Hypothesis One

Market Size (X1) For Hypothesis Two

Effective Pre And After Sales Services (X2) For Hypothesis Two

Product Modifications And Redesign (X3) For Hypothesis Two

Model Specification

The Regression Equation For Hypothesis One Is As Follows:
Y= Bot+ BiX1 + BoX 2+ BaXs + B4 X4 +

Where B, B2, B3 Bs= Co-Efficient Of Independent Variables
Y= Sales (Dependent Variable)

X1= Marketing Strategies (Independent Variable)
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Xo= Competition, (Independent Variable)
Xs= Profit, (Independent Variable)
Xs=Product Life Cycle (Independent Variable)
Bo=Constant
B1, B2, B3, Bs= Co-Efficient Of Independent Variable
M = Stochastic Variable (Representing Other Variables That Could Bring About Changes In The
Dependent Variable That Are Not Stated In The Model)

The Regression Equation For Hypothesis Two Is As Follows:

Y= Bo+ Bix1 + B2oX2 +B3xz +

Y= Consumer Loyalty (Dependent Variable)

X1 = Effective Pre And After Sales Services (Independent)

Xo= Market Size. (Independent)

X3 =Product Modifications And Redesign (Independent)

Bo=Constant

W = Stochastic Variable (Representing Other Variables That Could Bring About Changes In The
Dependent Variable That Are Not Stated In The Model)

B1, B2, B3, B4 = Co-Efficient Of Independent Variables

Test of Hypotheses
Hypothesis One:

Ho — Management Of Product Life Cycle Does Not Have Significant Effect On Organizations Sales.
H: — Management Of Product Life Cycle Has Significant Effect On Organizations Sales.

Table 1: Analysis Of Hypothesis One.

Standardized
Model Unstandardized Coefficients Coefficients
R2 F-Ratio
B Std. Error Beta T
(Constant) 4.754 0.750 6.336
Product Life Cycle Has Been 0.514 8.45
Identified As Having Effects
On Competitive Marketing | 0.075 0.105 0.069 8.721
Strategies
3 Competitors Promotional
Activities Pushes Products
Out Of Their Profitable Stages | 0.108 0.102 0.102 9.058
Early
4 Product Life Cycle
Management Has Negative
Effects On Company Profits | --098 -.064 -.147 -11.534
5 Consumer Loyalty Increases
And Stabilizes At The Growth | o og7 0.075 0.110 1.154
Stage

Dependent Variable: Sales Increases At The Growth Stage And Stabilize At The Maturity Stage
Source: Field Survey, 2014.
R?=0.514
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F-Test=8.45

From The Spss Output Above The Stated Model For Hypothesis One Is Therefore Fitted As
Y= 4.754+ 0.075x1 + 0.108x 2 — 0.098x3 + 0.087X4

R? = 0.514 (51.4%)

F-Test= 8.45

From The Result Above It Is Apparent That There Is A Positive Relationship Between Marketing
Strategies, Competitors’ Promotional Activities (With Respect To Plc), Consumer Loyalty And
Quantity Of Sales. This Means A Better Performance In The Marketing Strategies, Response To
Competitor’s Promotional Activities, Consumer Loyalty Will Increase Sales. While There Exists
A Negative Relationship Within Statement That Product Life Cycle Management Costs Has
Negative Effects On Company Profits. It Shows That Indeed Management Of Plc Has A Positive
Effect On Sales, And Consequently, On Profit. The R?, Which Is Called The Coefficient Of
Determination, Tells The Strength Of The Model. The Result Above Shows That 51.4% Variation
In The Dependent Variable Is Explained By The Stated Independent Variable In The Model,
Which Invariably Means That The Model Is Significant, In Terms Of Goodness Of Fit And Can
Be Accepted. Comparing F-Test Calculated (Fca) With F-Test Tabulated (Ftn) At 5% Level Of
Significance With The Degree Of Freedom Of (K-1, N-K) (5-1, 110-5) Where 4, 105 Is The Final
Degree Of Freedom. From The Spss Result The F Calculated Value Is 8.45 While The F Tabulated
Is 2.53. Since The Fca > Ftab ( Fgas > F253) It Shows That The Overall Parameter Is Significant
At 5% Level Of Significance, Hence The Hi For Hypothesis One Is Accepted, That Is,
Management Of Product Life Cycle Has Significant Effect On Organizations’ Sales.

Hypothesis Two

Ho — Management Of Product Life Cycle Does Not Have Significant Effect On Consumer Loyalty
And Market Share.

H: — Management Of Product Life Cycle Has Significant Effect On Consumer Loyalty And
Market Share.

Table 2: Analysis Of Hypothesis Two

Unstandardized Standardized
Model Coefficients Coefficients
R2 F-Ratio
B Std. Error | Beta T
1 (Constant) 0.224 | 25.872
5.322 0.876 6.074
2 Effective Pre And After Sales Service

Program, And Spares Auvailability
Ensures Product Availability

0.038 0.121 0.030 8.311
3 Limited Market Size Significantly
Affects A Products Life Cycle 0113 0108 0101 9.044
4 Consumer Loyalty Increases At A
Decreasing Rate At Maturity Stage 0.132 0.100 0.126 15.312

Dependent Variable: Consumer Loyalty Increases And Stabilizes At The Growth Stage
Source: Field Survey, 2014.
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R?=0.224
F- Test= 25.872
From The Spss Output Above, The Stated Model For Hypothesis Two Is Therefore Fitted As

Y= 5.322 + 0.038x1 + 0.113x 2 — 0.132x%3
R? = 0.224 (22.4%)
F-Test= 25.872

From The Result Above It Is Revealed That There Is A Positive Relationship Between Effective
Pre And After Sales Services, Market Size, Product Modifications And Redesign, And Consumer
Loyalty. This Means That An Increased Performance In The Effective Pre And After Sales
Services, Market Size, Product Modifications And Redesign Will Bring About A Corresponding
Increase In Consumer Loyalty. The R2, Which Is Called The Coefficient Of Determination, Tells
The Strength Of The Model. The Result Above Shows That 22.4% Variation In The Dependent
Variable Is Explained By The Stated Independent Variable In The Model, Which Invariably Means
That The Model Is Significant, In Terms Of Goodness Of Fit And Can Be Accepted.

Comparing F-Test Calculated (Fca) With F-Test Tabulated (Fib) At 5% Level Of Significance
With The Degree Of Freedom Of (K-1, N-K) (5-1, 110-5) Where 4, 105 Is The Final Degree Of
Freedom. From The Spss Result, The F Calculated Value Is 25.872 While The F Tabulated Is 2.53.
Since The Fea > Ftap ( Fos.872> F253) 1t Shows That The Overall Parameter Is Significant At 5%
Level Of Significance, Hence The H1 For Hypothesis Two Is Accepted, That Is, Management Of
Product Life Cycle Has Significant Effect On Consumer Loyalty.

DISCUSSION OF FINDINGS

This Discussion Will Be Tailored In Line With The Guiding Main Objective Of This Study, Which
Is To Analyze And Evaluate The Effects Of Management Of Plc On The Sales Of Capital Goods,
Which Further Translates Into The Following Specific Objectives;

To Determine The Effects Of Plc Management On Consumer Buying Behaviour.

The Determination Of The Effects Of Plc Management On Consumer Buying Behaviour And The
Third Objective Of The Study, Which Is The Evaluation Of The Effects Of Competition On The
Management Of Capital Goods, Shall Be Considered Simultaneously. This Is Due To The Fact
That Consumer Buying Behaviour Is Also Affected By Competitive Theatrics. Most Of The
Respondents (53.6%) Strongly Agree That A New Product Requires Heavy Promotional
Campaign To Entice Trial. This Is In Support Of What Kotler (2005) Posited. 9.1% Are Undecided
And 1.8% Disagree With This Statement. In Providing Solution To The Research Question
Regarding The Extent That Product Life Cycle Dictate Marketing Strategies Adopted, 46.4% Of
The Respondents Strongly Agree That Changes In Life Cycle Affects Distributional Channel
Choices, 41.8% Agree While 9.1% Are Undecided. This Is In Consonance With Perreault, Canon
And Mccarthy (2002) And Ilesanmi (2011) Who Agreed With This Statement In The Affirmative.

llesanmi (2011) Opined That Product Life Cycles, In Spite Of Their Varying Time Frames, Are A
Helpful Tool For Encouraging Managers At All Levels To Think Strategically. The Great Value
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Of The Product Life Cycle Concept Is That Management, Knowing What Typically Happens At
Different Stages In A Product’s Life, Should Be Able To Improve Its Forward Planning.With
Respect To Price Determination Majority Of The Respondents Agree Strongly That Cost Plus
Pricing Is The Best Alternative At The Introductory Stage, 10.9% Are Undecided And 0.9%
Strongly Disagree. This Especially Deals With Issues Relating To Price Elasticity Which Simon
(1978) Submitted That Price Elasticity Decreases Over The Introduction And Growth Stage,
Reaches Its Minimum At The Maturity Stage, And Again Increases During The Decline
Stage.Also Findings Revealed That In Introducing Capital Goods To The Market, Personal Selling
Is More Effective Than Advertising As 50.9% Of The Respondents Strongly Agree To That
Statement, 35.5% Agree, 12.7% Are Undecided And 0.9% Strongly Disagree. Further, It Was
Also Strongly Agreed That Effective Pre And After Sales Services Ensures Product Acceptability,
With A Correlating Affirmation That Plc Has Been Identified As Having Effects On Competitive
Marketing Strategies.

To Identify The Adaptation Strategies Of Firms To The Changes In Their Plc.

In Response To The Research Question About How Companies Respond To Changes In Its
Product Life Cycle Triggered By Competition, 49(44.5%) Respondents Strongly Agree That
Product Strategies Such As Product Modification, Redesign And Repacking Can Be Applied.
44(40%) Strongly Agree, 12(10.9%) Undecided, 3(2.7%) Disagree And 2(1.8%) Strongly
Disagree. This Supports Cravens (2000) Who Considered This Aspect Relevant In Plc Analysis.
In This Regard, It Was Also Discovered That Frequent Technological Innovations Abroad Affects
Life Cycle Trends Locally As 52(47.3%) Respondents Strongly Agree To That Assertion, 35.5%
Agree, 13.6% Are Undecided And 1.8% Disagree, While Another 1.8% Strongly Disagreed.
Judging From Responses To The Research Question “To What Extent Does A Life Cycle Change
Affect Consumer Loyalty And Market Share?” Product Life Cycle, Consumer Loyalty, And
Market Share Seem To Have A Lot In Common, Especially With Respect To The Submission Of
Mukerjee (2007) And Thietart And Vivas (1984). They Opined That Customers Would Have
Different Requirements At Different Stages And The Manner In Which The Relationship Is
Managed Will Determine The Customers Loyalty And Life Time Value Realization, Which Is
Also In Consonance With Tomoyuki Hata, Satoru Kato, Hirokazu Sakamoto, Fumihiko Kimura
And Hiromasa Suzuki (2009), Where A Simulation Was Used To Help Management Identify The
Characteristics Of The Scenario They Construct.

Therefore Dynamically Changing Quality Models Provide Designers With Transitions Of Quality
With Respect To Time, Profit And Cost, Which Will Help Them In Planning A Better Quality
Management System. The Results Provide Guidance To Decision Makers As They Believe That
Effective Strategic Action Is A Function Of The Life Stage And The Business Characteristics, By
Identifying The Stage, The Decision-Maker Can Select The Appropriate Strategic Actions And
Evaluate Their Impact On PerformanceFurther 48(43.6%) Respondents Agree Strongly That
Consumer Loyalty Increases And Stabilizes At The Growth Stage, 43 Respondents Agree, 9(8.2%)
Are Undecided, 4(3.6%) Disagree And 6(5.5%) Strongly Disagree. Again 51.8% Of The
Respondents Strongly Agree That The Market Is Reduced To Only Hard Core Loyalists At Decline
Stage, 30% Agree, And 18.2% Are Undecided.

13
ISSN 2053-4043(Print), ISSN 2053-4051(Online)


http://www.eajournals.org/

British Journal of Marketing Studies
Vol.2,No.8,pp.1-,17, December 2014

Published by European Centre for Research Training and Development UK (www.eajournals.org)

To Investigate The Effects Of Life Cycle Changes On Different Product Lines.

Findings Further Revealed That Life Cycle Changes In A Particular Product Line Affect The
Operations Of Another Product Line. 45(40.9%) Respondents Strongly Agree To The Statement,
51(46.4%) Agree, 12(10.9%) Are Undecided, While 1(0.9%) Disagree And Strongly Disagree.
Muller (2000) Emphasized That The Life Cycle Of A Product Category In The Market Determines
Many Aspects Of The Architecting Approach, This Is In Concordance With The Submission Of
Asiedu And Gu (1998), That Life Cycle Engineering Should Be Adopted As An Effective
Approach To Address Competitive Issues. To Corroborate That, 55(50%) Respondents Agree
Strongly That Plc Should Be Taken Into Consideration In Product Design And Prototyping,
37(33.6%) Agree, And Only 6(5.5%) And 3(2.7%) Disagree And Strongly Disagree Respectively.

To Evaluate The Effect Of Cost On The Management Of The Life Cycle Of Capital Products.
Responses To The Research Question To What Extent Is Plc Maintenance Cost Affecting
Company Profits? Shows That Product Life Cycle Do Not Have A Negative Effect On Company
Profits, 12(10.9%) Strongly Agree That Plc Has A Negative Effect On Company Profit, 8(7.3%)
Agreed, 32(29.1%) Were Undecided, 28(25.5%) Disagree And 30(27.3%) Strongly Disagree. It
Was Also Discovered That Defending Market Share At Maturity Stage Will Ensure Profit
Maximization, In Agreement With Smith (2000), As 56(50.9%) Respondents Strongly Agree To
This. Further, In Agreement With Kotler And Armstrong (2006), That Profits Increases At A
Decreasing Rate At The Maturity Stage, 49(44.5%) Respondents Strongly Agree To This
Assertion. This Should Provide A Warning To Marketing Management As To The Implications
Of A Decline, Since 66(60%) Respondents Strongly Agree That It Leads To A Significant
Reduction In Profit.

The Construct Below Was Developed In An Attempt To Depict The Links Between Variables
Surrounding The Success Of The Management Of Product Life Cycle In The Capital Goods
Segment Of The Nigerian Manufacturing Industry, Taking The Traditional Marketing Mix As
Given. In The End, Both Null Hypotheses Were Rejected, Which Implies That Management Of
Plc Has Significant Effects On Sales Of Capital Goods In Nigeria, And Also That Management
Of Plc Has Significant Effects On Consumer Loyalty, In The Same Segment.

Economic Implication Of The Study And Contribution To Knowledge

The African Economic Polity Recently Witnessed A Change In Leadership, With Nigeria Taking
The Lead After A Rebasing Of Its Economy. This Is A Welcome Development Considering The
Fact That Nigeria Not Only Has The Largest Economy In The West African Sub-Region And
Nigeria Is Also The Sixth Largest Producer Of Oil In The World. Nigeria’s Economic Leap In
This Regard Will No Doubt Have Positive Spiral Effects On The Drive For Infrastructural
Development, Which Ultimately Depends On Products From The Original Equipment
Manufacturers (Oems). The Capital Goods Industry In Any Economy Remains The Backbone Of
Infrastructural Development. The Onus Is On The Players In The Industry To Apply The Industrial
Product Life Cycle Construct, As Developed, To Ensure Higher Returns And Longer Life Cycles.

The Literature Review And Critique Position Of This Study Established A Gap In The Existing
Body Of Knowledge On The Topic Product Life Cycle. So Far, It Has Been The Exclusive
Preserve Of Theorists, And Managers Alike, In The Fast Moving Consumer Goods (Fmcgs) Club.
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The Study, And Construct That Emerged, Would Open A New Vista In The Product Life Cycle
Theory, As Regards To Its Applicability To Capital Goods.

Taking The Elements In The Traditional Marketing Mix As Given, The Construct Harmonised
The Classical Plc Model Into The Corresponding Characteristic Need Of Industrial Goods At Each
Stage Of The Life Cycle. Adding The New Product Development (Npd) To The Classical Model
At The Alpha Level, It Assumes Marketing Specialists Must Take Npd In Plc Management As
The Starting Point. While Not Discarding Other Elements Of The Promotion Mix At The
Introductory Stage, The Model Suggests Personal Selling Is Still The Most Effective. At The
Growth Stage, An Effective Campaign Of Pre And After Sales Services Must Be Intensified While
Assuring Spare Availability At Maturity. The Study Suggests Product Modification And Addition
Of New Features At Decline.

CONCLUSION

The Conclusion From This Study Was Based On The Research Questions Formulated For The
Work. This Study Concluded That:

Product Life Cycle Significantly Dictates Marketing Strategies Adopted, Hence Management
Should Incorporate Plc Management In Its Strategic Marketing Planning Processes. Further
Prompt Response To Life Cycle Changes Triggered By Competition Will Provide An Antidote To
Produce Failures Especially A Forced Decline. Consumer Loyalty Is Of Importance In Any
Business; Hence Consumer Apathy Created By Changes In Life Cycle Trends Should Be Met
With Prompt Management Actions To Correct Any Anomaly.

The Effects Of Life Cycle Change On Different Product Lines Have Been Established. Thus The
Need To Ensure Plc Is Adequately Monitored, And At Best Taken Into Consideration At The
Design And Prototyping Stage. Organizations Should Not Be Reluctant To Spend Resources On
Management Of Product Life Cycle, As Findings Revealed That Plc Maintenance Cost Does Not
Have Any Negative Effect On Company Profit. This Is More So As The Cost Of Product Failure
Is Quite Unbearable.

In Conclusion, Above All, Management Of Product Life Cycle (Plc) And Its Strategies Should Be
Embraced By All Organizations Within The Capital Goods Segment Of The Nigerian
Manufacturing Industry That Wish To Succeed In The Competitive World. Despite The
Limitations Of The Concept, It Remains An Inevitable Tool For Marketing Management To
Continually Watch And Monitor The Progress Of Products In Their Life Cycle And To Decide
Which Strategy To Use At The Right Time. Products Can Only Survive Beyond The Life Span Of
Its Original Owners And Innovators, If Only Plans Are Put In Place To Monitor Its Progress From
Inception.
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