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Abstract

The product life cycle and the Boston Consulting Group’s growth-share matrix are important tools for
marketing specialists, as it offers guidance for developing marketing strategies. In marketing simulations, the use of the
product life cycle and its extension into Boston Consulting Group’s matrix is relevant to creating a bridge between
theory and practice and determining the best strategies and tactics for products. The aims of this paper are to reveal
the theoretical concepts regarding the product life cycle and the Boston Consulting Group’s growth-share matrix and
to emphasize their relevance in marketing simulations. The research methodology was based on a qualitative research
method, doing a comprehensive literature review. The paper provides the deepening of the theoretical framework to
expand the knowledge in the product life cycle approach, the Boston Consulting Group’s matrix, and the marketing
simulations field. It also displays that the use of these tools in marketing simulations leads to the development of
strategic thinking. The paper eases a better understanding of the concept of the product life cycle and its
particularities.
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1. Introduction

Over the years, since the product life cycle (PLC) theory was conceptualized, it has gained
recognition as an important tool for the conception and implementation of marketing strategies
(Birou and others, 1998). Moreover, the Boston Consulting Group’s (BCG) growth-share matrix
comes to adds the fact that organizations should have a healthy balance of products within their
range (Cesim - Business Simulations, 2022).

In the post-COVID-19 pandemic period, when there are encouraging hybrid learning
formats in higher education (Catana and others, 2021; Predoiu and others, 2021; Barbu and others,
2022), the marketing simulations topic is even more relevant (Catana and others, 2022).
Consequently, considering the fierce worldwide hyper-competition (Saseanu and others, 2014),
being able to introduce new products in a short lead time, could be a competitive advantage for
companies (Costa Affonso and others, 2013). In this context, marketing simulators are tools to test
and validate a product earlier in its life cycle and position within the BCG’s growth-share matrix
(Hoppmann, 2009).

The aims of this paper are to reveal the theoretical concepts regarding the product life cycle
and the Boston Consulting Group’s growth-share matrix and to emphasize their relevance in
marketing simulations. The paper is established into four main sections. Firstly, it is presented an
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introduction, followed by a brief literature review. Then, the third section is dedicated to the
research methodology while the fourth highlights the key findings and discussion. The conclusions
along with an invitation for future research in this field are presented in the fifth part of the paper.

2. Theoretical background

Several authors pointed out that marketing simulations constitute not only a comprehensive
but also an immersive and interactive business environment (Bolton and others, 2019). Also, they
may be used as ingenious and efficacious tools for better understanding the business concepts,
acquiring and developing the needed skills for making decisions in a responsible manner (Imbrisca
and Toma, 2020) for many people from both academic and business domains, such as students or
managers. These tools have led to achieving superior quality of education in higher education
institutions (Toma and Naruo, 2009).

The ever-changing global business environment (Gradinaru and others, 2017) have imposed
business organizations worldwide to think and act not only creatively (Toma and others, 2018) but
also strategically (Toma and others, 2016). This is why marketing simulations have proved to
represent valuable business tools for any company worldwide.

3. Research methodology

The authors utilized a qualitative research method and expanded a comprehensive literature
review. The data was obtained through desk research. Firstly, the authors examine the scientific
literature on the product life cycle, BCG’s growth-share matrix, and marketing simulations.
Secondly, the information was synthesized, focusing on the aspects regarding the product life
cycle and its relevance in marketing simulations. Thirdly, the authors completed the paper, and
highlighted the conclusions, along with suggestions for future research.

4. Findings and discussion

The concept of PLC has received extensive analysis in the scientific literature (Polli and
Cook, 1969; Kotler, 2003; Ostlin and others, 2009), with two conflicting definitions being
highlighted:

e Transformation of a product from natural/raw material through production and use (Sundin

and Bras, 2005);

e The evolvement of a product is measured by its sales over time (Tibben-Lembke, 2002;

Ostlin and others, 2009).

In our paper, we will use the marketing vision of the PLC and we will consider it as a
necessary tool to analyze the portfolio of products, optimize the marketing activities, improve
performance, and achieve the proposed goals (Smart Insights, 2022).

The PLC is generally recognized as having four phases, displayed on a two-axis graphic
(sales and time) as follows (Anderson and Zeithaml, 1984):

e Introduction phase;
e Growth phase;
e Maturity phase;
e Decline phase.

In the following table (Table no. 1) it is presented the correlation between the PLC

and the elements of the marketing mix.
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Table no. 1 — The correlation between the PLC and the elements of the marketing mix

Element of the

Introduction

Growth phase

Maturity phase

Decline phase

marketing mix / phase

PLC phase

Product the product is | develop the period of the | decline of
new in the | efficiencies and | highest returns | market  sales;
market (The | improve from the | start
Economic product and/or | product;  new | withdrawing
Times, 2022) service brands are | variations of the

availability introduced product  from

(Komninos, (Komninos, the market that

2002) 2002) are weak in
their market
position
(Komninos,
2002)

Price a popular | the strategy | pricing and | the prices must
pricing strategy | some discount be kept
followed by | companies policies are | competitive and
most companies | employ to at | changed in | promotion
is the skimming | this point is to | relation to the | should be
price  strategy | either lower | competition pulled back at a
(The Economic | their prices or | policies level that will
Times, 2022) increase  their | (Komninos, make the

product’s value | 2002) product

(The presence Vvisible
Consultants, (Komninos,
2022) 2002)

Promotion large promotion and | sales the sales
expenditure on | advertising promotion, promotion
promotion and | continue advertising and | continues to be
advertising (Komninos, personal selling | intense, the
(Komninos, 2002) play an | commercial and
2002) important  role | noncommercial

(Marcu and | advertising are

Gherman, 2010) | reduced and the
sales
representatives
give only
minimal
attention to the
product (Marcu
and Gherman,
2010)

Distribution the debut of the | distribution intensive selective
distribution becomes a | distribution - | distribution -
arrangements major key to | build phase
(Komninos, success more intensive | out unprofitable
2002) (Gitman, et al., | distribution outlets

2018) (llesanmi, (llesanmi,
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\ \ \ | 2011) | 2011) |

The BCG’s growth-share matrix is a strategic tool that displays the positions of products or
businesses along two dimensions: on the vertical axis, the attractiveness of the market by market
growth rate and, on the horizontal axis, the competitive advantage of a product by its relative
market share (Khairat and Alromeedy, 2016). Each axis is represented in “high” and “low”
categories (Lu and Zhao, 2006). Thus, there are identified four types of products called question
marks, stars, cash cows, and dogs (Henderson, 1970).

Marketing simulators allow users (students and practitioners) to learn, from theory
to practice, some of the most important marketing tools: the PLC stages (Costa Affonso and
others, 2013), the main components of the sales process (Kotler and Schultz, 1970), and the
marketing mix (Gradinaru and others, 2016; Catana and Toma, 2021).

5. Conclusions

The paper provides the deepening of the theoretical framework to expand the knowledge
in the product life cycle approach, the BCG’s growth-share matrix, and in the marketing
simulations field. It also displays that the use of the product life cycle and the BCG’s growth-share
matrix in marketing simulations leads to the development of strategic thinking. Moreover, this
study eases a better understanding of the concept of the product life cycle and its particularities.
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