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ABSTRACT
this study, a critical examination of the impact of enhancing company’s profitability through product lifecycle product life cycle  is carried out with the aim of exposing the management Indomie Noodles to the relevance of their company.This does not mean that the company should place greater emphasis on this project work only, the result of this study should be applied to all the product life cycle  strategies in the company because they are all the findings of the study was summarized as follows: - Through product life cycle of a company there is a rapid increase in sales volume of the company’s product. That the maturity stage is the most important stage to be maintained in other to promote profit level.Company’s profit guarantees community of the business also measures performance of the organization.It was discovered that by studying the product life cycle manager will be able to get ready solutions to the likely problems that may occur in one of the stages of the product life cycles. Couple with the benefit of extending product life cycle it enable the organization to maintain its leading position in the market. From the finding of this study the following as the conclusion arrived at. They are as follows:product lifecycle is very useful tactical decision making tool especially when it is used along with other marketing tools.

It gives on insight about development of the product at the various stages of the product life.In decline, you milk the brands, that is exert maximum profit since it has a short span remaining.Understanding product life cycle concept can aid in defining been enhance profitability through product lifecycle have a profound, crucial and positive role in the organization if properly implemented.Based on the summary if the study and conclusion reached, the research recommends the following in order to for the company to stay long in the market, thereby enhancing their profitability.The company should embark on marketing research including sales research, market research, advertising, economic and environment research and more particular, product research should be carried out so that the type of product needed by the consumers, member of the consumer demanding for their product and means by which they can be convince the consumer of buying their product will be effectively spell out.
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CHAPTER ONE

1.0 INTRODUCTION

This chapter entails introduction, aim and objective of the study, statement of the problems, research question and research hypothesis.

1.1 BACKGROUND TO THE STUDY

There has been a rapid growth, in the business would, within the last decades as everybody is rushing into one business or the other. But the other side of the coin is that, not everybody has succeeded in it. The survival of every business depends strongly on what such business is able to offer and how long is it able to sustain whatever it has offer when accepted. The offer of every business in terms of goods and services is referred to as product.  Every product from the centre point of organizations operational activities. And any nearly profitable product produced becomes the life wire to that business firm, in an attempt by any organization to go into any production of a product, it is reasonable for time to, as at idea generation stage of a new product development to study, analyze and evaluate the different stages of the product, which possessed different threats and opportunities that detect the changes to their appropriate strategies. These stages otherwise known as product life cycle shows that every product goes through the stages of introduction, growth, maturity and decline.

Naturally, product life cycle is not different length for different products. Some life cycles are extremely long while some are extremely short. However no product or service can be offered in one form forever. In view of these, all companies will like to stay long in the market area. It implies that they look for a way of maintaining the maturity stages in order to extend the life cycle of their products, hence more profit to the company.  Products are what the organization offers to prospective customers for their acquisition, use consumption, their term include physical goods, services and social behavior or cause (such as driving safely, giving blood etc).
1.2 STATEMENT OF PROBLEM 

Product Life Cycle as a marketing management concept is perceived to be relatively new and yet to be fully appreciated in the 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 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 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.      

1.3 OBJECTIVE OF THE STUDY 

This study is to exam the Impact of product life cycle on consumer goods, reference to Indomie Noodles. The specific objectives are highlighted below as to;. 

1. To determine the effect of Product Life Cycle on consumer goods.

2. To investigate whether company respond to changes in their product life      cycle .

3. To Determine the significant effects of product life cycle on market share and profitability.

1.4 RESEARCH QUESTION

The following are the related research questions:

1) To what extent does Product Life Cycle affect consumer goods?

2) How does the company respond to changes in their product life cycle?

3) Does product life cycle significantly affect the market share and profitability
1.5 RESEARCH HYPOTHESE 

In order to clarify the aim of this study, the following hypotheses shall be tested:

HYPOTHESIS I

H0: Product Life Cycle has no effects on consumer goods.

H1: Product Life Cycle has effects on consumer goods.

HYPOTHESIS II

H0: the company does not respond to changes in their product life cycle.

H1: the company respond to changes in their product life cycle.
HYPOTHESIS III

H0: the product life cycle has no significant effect on market share and profitability of the company
H1: the product life cycle has significant effect on market share and profitability of the company
1.6 SIGNIFICANCE OF THE STUDY 

The significant of the study is premised on the benefit to be derived from study. The benefits of this study in manufacturing company are numerous and can be inexhaustible.

Firstly, this research work will assist Indomie Noodles to review and where necessary improve upon their product life cycle in order to increase their industries.

Also, this study will reduce the gap between the company and her market for the day to day operation of the company. 

Furthermore, this study will assist Indomie Noodles and other related companies to adopt efficient and effective product life cycle strategies to inform existing or prospective customers about their product, price and distribution system in order to achieve her specific goals. 

Finally, the study will also add and wider researcher knowledge and other future researcher who wish to carry out reach on similar topic.

1.7 SCOPE OF THE STUDY

This study is concentrated on what the impact of product life cycle  on consumer Goods.

It has well been considering the existing product being produced by the company of different types viz.

The case study of this research work (Indomie Noodles) has been taking the lead being consistent, despite of the challenges in product life cycle strategies. 

Furthermore, this study will try to analyze the effect of extending a company product life cycle. By so doing, the impact of product life cycle on consumers demand and recommend the way to improve these if need be or arise
1.8 Limitation of the Study
The following are some of the limitations or constraints which the researcher encountered during the cause of writing the research:

Financial constraint:- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).

Time constraint:- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
1.9 DEFINITION OF TERMS

It is very important to make the study under consideration more understandable, to consider some technologies of the concept used these terms are defined below. 

1) PRODUCT: - A product is a good service or idea consisting of a  bundle of tangible and intangible attributes, which satisfies consumers and is received in exchange for money or other unit of value.

2) GOOD: - Good are tangible products that satisfy consumer need.

3) MARKET: - Market refers to an organization of all person and institution concerned in the exchange of any commodity and kept in contract.

4) MARKETING: - Marketing is all the performance activities that direct the flow of goods and services from the point of production to the point of consumption 1which have mutual benefit.

5) CONSUMER GOODS: - These are all the approaches that produce apply in order to carry out their marketing at a profit.

6) MARKETING MODIFICATION: - It is an attempt made to increase product usage by creating new use situation, finding new customer or the market mix.

7) TRADING UP: - This is the act of adding value to a product or line by including more features or higher quality materials. 

8) PRODUCT MODIFICATION: - Product modification is strategies of altering a product characteristic such as quality performance or appearance.      

CHAPTER TWO
LITERATURE REVIEW

2.0
INTRODUCTION

This chapter deals with review of past work on the subject matter, the necessary are to be reviewed is of conceptual review, theoretical and empirical review.

2.1
CONCEPTUAL REVIEW

Any organization 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. The product life cycle concept represents a core element of marketing theory and has been so for the past 40 years. According to Kotler (2000: 315), Walker, Boyd & Larréché (1999: 146) and Churchill & Peter (1998: 234) every product or service has, by definition, a life cycle and how this is managed is the key to survival in business. The product life cycle has represented a central element of marketing theory for four decades, from its development in the 1950s, and its subsequent popularisation in the 1960s. The product life cycle concept has remained a stable feature of marketing teaching, despite evidence of its limited applicability.

2.1.1 CONCEPT OF PRODUCT
Rogers (1971) defines product from different perspective, narrowly a product could be a set of tangible physical tributes and chemical attribute assembled in an identifiable form, product carries a commonly understood general name such as mango, steel, shoe, and so on.


A broader definition recognizes each brand as a separate product. Hence, Dakova shirts and latrines are two different products even though their only tangible difference may be the brand name of shirts. However, brand names suggest a product difference to the consumer and this brings the concept of consumer’s wants satisfaction into the definition. Any change in physical features design, color fine. Packaging, price, manufacturers’ prestige, manufacturers and retails services, however, minor it may be creates other products. The seller has an opportunity to use a new set of appeal to reach what may be essential a new product.


Stanton (1981) defines a product as a set off tangible and intangible attributes including packaging, color fine, price, manufacturers’ prestige and manufacturers retail service which the buyer may accept as offering want satisfaction. The key attributes have is that consumer are buying more than a set of physical attributes. Scheme (1980), observes that consumers are buying unit Copper (1993) argues that new product account for a staggering 40% of company sales am average. He defines product as “new” if it then the second is “known the product”. A firm can fulfill its socio- economic responsibility to satisfy its customers by production and marketing truly satisfying products or services. A new product might fail in the market if an organization does not truly identify its intended market and determine correctly through marketing research want. The customers usually have a large influence can whether a product should be introduced into the market proper marketing research must be done.


In addition, inability of organization to determine correctly the buying habits and determine correctly the buying habits and motive of their target market also lead to product failure. It was also noticed that due to poor planning and development, there always existed mis adjustment as to what product the market and this lead to that product of unsuitable product, which become commercial and economics failure in the market satisfaction. This a wise firm sells product benefits rather than just products, manufacturer’s symbol as well as product.
2.1.2
PRODUCT LIFE CYCLE
According to modern (1991), product the cycle “is a impact analysis and planning of marketing and type of competitors of a particular product over its life cycle”. 


The product life cycle represents a recognition of fact that most will only have finite market life, be short as contain types of industrials goods (equipment). The life span of an individual human being. Christopher and chartless (1985) define product life cycle “as the movement of product from the introduction through growth, maturity and decline to eventual termination, each of these phase required a distractive marketing strategy. 


Also modern (1995) states that product life cycle is an important tools for analysis and planning of marketing activities. It also shows the trend on sales and profitability of a partial product over its life cycle. 


Cannon (1980) submits that the product life cycle is a concept that tries to explain how the product items in an industry moves through various stages. 


It is attempt to recognize district stage in the sales history of the product. 


Kottler (1980) reveals that each stages has district opportunities, and problems affecting the marketing and profit the life expectancy of a product is based on the buyers wants, availability to competing products and other environmental forces change, as competition responds, as consumers attitudes and needs changes.     

2.1.3 CONSUMER GOODS

Consumer good, in economics, any tangible commodity produced and subsequently purchased to satisfy the current wants and perceived needs of the buyer. Consumer goods are divided into three categories: durable goods, nondurable goods, and services.

Consumer goods are goods that are ultimately consumed rather than used in the production of another good. For example, a microwave oven or a bicycle which is sold to a consumer is a final good or consumer good, whereas the components which are sold to be used in those goods are called intermediate goods. For example, textiles or transistors which can be used to make some further goods. When used in measures of national income and output, the term "final goods" only includes new goods. For instance, the GDP excludes items counted in an earlier year to prevent double counting of production based on resales of the same item second and third hand. In this context the economic definition of goods includes what are commonly known as services. Manufactured goods are goods that have been processed in any way. As such, they are the opposite of raw materials, but include intermediate goods as well as final goods Wikipedia (2017).

2.1.4 INDOMIE

 Indomie is a brand of Instant noodle produced by an Indonesian company; Indofood Sukses Makmur Tbk, better known as Indofood. It is distributed in Australia, Asia, Africa, New Zealand, United States, Canada, Europe, and Middle Eastern countries. Outside its main manufacturing plants in Indonesia, Indomie is also produced in Nigeria since 1995 where it is a popular brand and has the largest instant noodle manufacturing plant in Africa. Indomie is a form of instant noodle spiced for the Indonesian palate. The most popular flavour is Indomie Mi goreng, followed by Indomie Soto Mie (Noodle Soto flavour), Indomie Ayam Bawang (onion chicken), Indomie Kari Ayam (chicken curry), Indomie Kaldu Ayam (chicken stock) and Indomie Ayam Spesial (special chicken). The Indomie website states that many of their noodles, including meat flavours are vegetarian. Indomie is made from flour supplied by Bogasari flour mills, and fortified with vitamin A, B1, B6, B12, niacin, folic acid and iron. Indomie is certified as halal by Majelis Ulama Indonesia, certified ISO 9001:2001.
2.2 THEORETICAL REVIEW

2.2.1 DIFFUSION THEORY

Diffusion theory (Rogers, 1983) provides the theoretical basis for the adoption of innovations. In his study of diffusion of innovations, Rogers contends that early adopters generally behave in a different manner to late adopters. He divides the population into five  categories according to their timing of adoption, then describes the underlying behavior of an average member of each group which leads to the timing of their adoption. Another categorization is introduced by Mahajan, Muller, and Bass (1993), which is again based on the time of adoption, though this categorization is grounded in diffusion modeling. However, it is more useful to divide the population according to an underlying individual characteristic such as innovativeness, rather than the individual’s resultant timing of adoption. Such individual characteristics provide both a stronger theoretical foundation for modeling and a better basis for targeted marketing actions. The behavioral trait which tends to vary most between early and late adopters is innovativeness. Midgley (1977, p. 49) defines innovativeness as being “the degree to which an individual makes innovation decisions independently of the communicated experience of others.” Manning, Bearden, and Madden (1995) operationalize this construct and show that it is directly related to new product trial. Such a detailed measure is, however, too complex to provide a useful segmentation of adopters. This continuous measure of innovativeness can be usefully approximated for consumer durables by the following dichotomy of behavior:

(i) purchases by consumers who buy the product before learning about its

characteristics from earlier adopters (which we will term “innovative”), and

(ii) purchases by consumers who refrain from purchase until being assured about the product from earlier adopters (which we will term “imitative”).

Though this definition does not encompass the full complexities of innovativeness, it does provide a convenient, measurable way of distinguishing between two types of purchases, and reflects the notion of “innovativeness” for consumer durable products.

As previously discussed, we advocate the product form as the most appropriate level of analysis for the PLC concept. A substitute product, therefore, is another product form that performs the same core functional tasks as the incumbent product (though perhaps additional tasks as well). However, complete substitution is not an absolute requirement. That is, “partial substitution” is allowed for, as suggested by Day (1981, p. 64), so long as the substitute product is ultimately preferred to the incumbent product by a significant proportion of the incumbent’s potential consumers. While in most cases it is expected that the market for the incumbent product will become non-viable, and that the product will be withdrawn, this is not a requirement. Thus, examples of product substitutions for consumer durables include various generations of IBM PCs, and compact discs players replacing record players. A modified formulation of the PLC concept is now possible based on the above modes of consumer behavior. Three phases are defined, namely Innovation, Imitation, and Repeat, in which innovator first purchases, imitator first purchases, and repeat purchases, respectively, are the dominant form of current purchases. That is, the phase is defined according to the component of sales which is largest. Further, the time interval after which a substitute product form enters the market represents another phase we term the Substitute Phase. It is acknowledged that sales do not suddenly shift, for example, from imitative first purchases to repeat purchases; rather, a gradual transition occurs. However, it is useful from a PLC perspective to define distinct stages according to the dominant type of purchase occurring. Further, while there is no guarantee that a particular phase will exist for a specific product, in a typical case there will be: an interval in which innovator first purchases dominate; a later interval in which imitator first purchases dominate; and still later, an interval in which repeat purchases dominate; before finally, a substitute product is introduced. This results in an  Innovation Ð Imitation Ð Repeat Ð Substitute representation of the PLC as a modification to the traditional  Introduction Ð Growth Ð Maturity Ð Decline. Intuitively, the phases of this new PLC representation will often be related to the stages of the traditional PLC concept. Such an example is given in Figure 3, using the mathematical model developed in the next section. In this figure, the “total” PLC sales pattern is generated by adding the “first purchase” and “repeat” curves. In turn, the “first” purchase curve is generated by adding “innovative” first purchases and “imitative” first purchases. Also, all sales reflect the impact of a substitute product following its introduction. In this example, where the proportion of innovators in the adopting population is small, the Innovation Phase is characterized by a low level of sales, just as in the traditional Introduction Stage. Similarly, the Imitation Phase would often be a period of sales growth (similar to Growth Stage), while the interval dominated by repeat purchases is likely to have relatively constant sales, as in the Maturity Stage. Finally, like the Decline Stage, sales will probably be falling in the Substitute Phase

2.2 HOWARD SHEITH THEORY

Howard developed the first consumer decision-model in 1963 (Du Plessis,Rousseau et al. 1991). This model was developed further in 1969 by Howard and Sheth to become the ‘Theory of Buyer Behaviour’ (or Howard and Sheth Model) (Howard and Sheth 1969). It provides “a sophisticated integration of the various social, psychological and marketing influences on consumer choice into a coherent sequence of information processing” (Foxall 1990 p.10). The fundamental architecture of the model is outlined in Figure 1.3 below, with the exogenous variables not appearing in the first publication of the work (Howard ANDSheth 1969), but in subsequent publications (Howard ANDSheth 1973). The authors interest was in constructing a comprehensive model that could be used to analyse a wide range of purchasing scenarios, and as such the term ‘buyer’ was preferred over ‘consumer’ so as to not exclude commercial purchases (Loudon ANDDella Bitta 1993). (Howard ANDSheth 1969). Social stimuli include the influence of family and other peer and reference groups. The influence of such stimuli is internalised by the consumer before they affect the decision process.

As shown in Figure 1.4 (below) the Hypothetical Constructs (or Intervening Variables) can be classified in two categories: those described as Perceptual constructs, and those described as Learning constructs. Perceptual constructs include:

• Sensitivity to information – the degree to which the buyer controls the flow of

stimulus information.

• Perceptual bias – distortion or alteration of the information received due to the consumers fitting the new information into his or her existing mental set.

• Search for information – the active seeking of information on consumption

choices. In combination these perceptual constructs serve to control, filter and process the stimuli that are received. 

The model draws heavily on learning theory concepts (Loudon ANDDella Bitta

1993), and as such six learning constructs are represented:

• Motive – described as either general or specific goals impelling action.

• Evoked Set – the consumers’ assessment of the ability of the consumption

choices that are under active consideration to satisfy his or her goals.

• Decision mediators – the buyer’s mental rules or heuristics for assessing

purchase alternatives.

• Predispositions – a preference toward brands in the evoked set expressed as an attitude toward them.

• Inhibitors – environmental forces such as limited resources (e.g. time or

financial) which restrain the consumption choice. Jeff Bray Consumer Behaviour Theory: Approaches and Models

• Satisfaction – represents a feedback mechanism from post-purchase reflection used to inform subsequent decisions.

This process of learning serves to influence the extent to which the consumer

considers future purchases, and seeks new information. Howard and Sheth suggested that consumer decision making differs according to the strength of the attitude toward the available brands; this being largely governed by the consumer’s knowledge and familiarity with the product class. In situations where the consumer does not have strong attitudes they are said to engage in Extended Problem Solving (EPS), and actively seek information in order to reduce brand ambiguity. In such situations the consumer will also undertake prolonged deliberation before deciding which product to purchase or indeed, whether to make any purchase. As the product group becomes more familiar, the processes will be undertaken less conscientiously as the consumer

undertakes Limited Problem Solving (LPS) and eventually Routine Problem Solving (RPS) (Foxall 1990).

Exogenous variables (as depicted at the top of the model; figure 1.4) outlines a

number of external variables that can significantly influence decisions. As these factors are likely to depend, to some degree, on the individual buyer they are not as well defined by Howard and Sheth (Loudon ANDDella Bitta 1993). Howard and Sheth (1969) noted that these exogenous variables contained the history of the buyer up to the beginning of the period of observation.

The five output variables on the right of the model represent the buyers’ response, and follow the progressive steps to purchase:

• Attention – the magnitude of the buyer’s information intake.

• Comprehension – the processed and understood information that is used.

• Attitudes – the buyer’s evaluation of a particular brand’s potential to satisfy

the purchase motives.

• Intention – the buyer’s forecast of which product they will buy.

• Purchase Behaviour – the actual purchase behaviour, which reflects the

buyer’s predisposition to buy as modified by any inhibitors (Loudon

ANDDella Bitta 1993).

2.3 EMPIRICAL REVIEW 

2.3.1 PRODUCT LIFE CYCLE AND CONSUMER GOODS

The Product Life Cycles  was extensively tested in the fast-moving consumer goods sector, as a predictive tool to anticipate marketing requirements (Grantham, 1997: 4). The product life cycle represents a core element of marketing theory and according to marketing literature, every product or service has, by definition, a life cycle and how this is managed is the key to survival in business. According to Weber (1976:12) the product life cycle concept provides an intuitively appealing and readily understandable framework of analysis for considering future growth opportunities and pitfalls. As time passes sales increase slowly at first (introduction phase), then more quickly (growth phase), then once again more slowly (maturity and saturation phases), and finally decrease (decline phase).

A.T. Kearney(2000) assessment of the top consumer goods companies finds that while almost all companies worldwide (96 percent) evaluate ways to reduce their greenhouse gas emissions, only 63 percent work within their entire supply chains to do so, and only 21 percent embark on programs to lower the environmental impact associated with the consumer's use of their products. Rather than evaluating sustainability in terms of the entire life cycle of their products, companies generally stay within their traditional approaches, which focus mainly on internal processes such as manufacturing and logistics. A product life-cycle approach to sustainability measures a company's total environmental impact from raw materials, to production, distribution, consumer use, and disposal of the product by the consumer.

2.3.2 NATURE AND CHARACTERISTIC

1. The production of consumer goods is undertaken on a large-scale. Such a large-scale production is necessary for two reasons — one, the number of buyers is very large and the second, most of these goods get exhausted soon, e.g., soap, toothpaste, hair-oil, etc.

2. In the market for consumer goods, one finds a large number of buyers and sellers.

3. Each product has a number of perfect or close substitutes.

4. There will be variations in the price of the various substitutes available.

6. Most of the consumer goods have elasticity in demand. When the price of one brand of soap goes up, the demand for it may fall and the buyer may shift to a substitute.

9. There is hectic competition in the market for consumer goods. Each marketer strives hard to show that his product is superior.

11. Consumer goods are susceptible to frequent changes in fashion and style. The marketers, therefore, need to constantly update their products in tune with the latest technology.

12. Buying is mostly influenced by emotions such as status, prestige, etc., influence buying decisions more than the utility of the product.

13. Consumer goods are not generally technically complicated. That is, one does not require intricate technical knowledge to use the goods.

14. There are a number of middlemen, like wholesalers, retailers, etc., for consumer goods.

15. The marketers of consumer goods may have to rely on several promotional methods, like sales promotion, advertising, personal selling, etc., to maximize sales and profits.

16. Brand image plays a crucial role in determining the demand for the product.

17. Product packing is also vital in consumer goods marketing.

18. Often, the buyers of consumer goods expect inducements from the sellers like discounts, free gifts, etc.

19. After sale service is important in the case of consumer durables.

20. The sellers of most consumer goods have their place of business in residential areas so that they can serve their customers better.

2.3.3 PHASE IN THE PRPDUC LIFE CYCLES

The following highlighted bellow the phases available in product life cycle

(a)Introductory phase – to create awareness and trial by means of an intensive advertising and promotion campaign.

(b) Growth phase - to maximize the market share.

(c) Maturity phase - defending market share while profits can still be maximized.

(d) Decline phase - marketing expenditures linked to the product will be reduced during the decline phase while the aim will be to milk the product.

The marketing strategies proposed by Kotler (2000: 316) are linked to various phases of the product life cycle. The different marketing strategies in each phase of the product life cycle are as follows:

(a) Product strategy – a basic product will be offered in the introductory phase, product extensions and warranties will be offered during the growth phase, brands and individual product items will be diversified in the maturity phase and the weak models will be phased out during the decline phase.

(b) Price strategy – a cost plus price will be charged during the introductory phase, prices will be set to penetrate the market during the growth phase, prices will be set to meet competitive prices during the maturity phase while prices will be cut during the decline phase.

(c) Distribution strategy – distribution will be built selectively during the introductory phase, it will be intensive during the growth phase, distribution will be further developed during the maturity phase and the distribution will be more selective during the decline phase with the phasing out of unprofitable outlets.

(d) Advertising strategy – building awareness of the product among early adopters and dealers in the introductory phase, building the awareness and interest in the mass market during the growth phase, stressing brand differences and benefits during the maturity phase and reducing the advertising level needed to retain hard core-loyal customers in the

decline phase.

(e) Sales promotion strategy – using heavy promotions to entice trial

during the introductory phase, reducing the promotions to take

advantage of the heavy consumer demand during the growth phase,

increasing promotion to encourage brand switching in the maturity phase

and reducing promotions to the minimum during the decline phase. 

2.3.4 CRITICISM OF THE PRODUCT LIFE CYCLE 

Some criticisms have been made against the product life cycle.

Dhalla and Yuspeh (1976: 102) contended that the product life cycle is more misleading than useful. From a slightly different view there are organisations that have ignored the product life cycle concept and achieved great success through an imaginative marketing strategy. A classic example of the latter is the success achieved by DuPont’s nylon during the 1940’s and 1960’s (Dhalla & Yuspeh, 1976: 107). This product, whose original uses were primarily military, would have gradually faded into oblivion had DuPont believed that the decline sales curve signalled death. Instead the management of DuPont boldly decided to enter the volatile textile market. Women were first induced to switch form silk to nylon stockings and the market was later expanded by converting teenagers and sub-teens to start wearing hosiery. Sales grew further when DuPont introduced tinted and patterned hosiery, thereby converting hosiery from a neutral accessory to a central element of fashion. Other well-known brands such as Listerine Antiseptic, Marlboro and Seven-up

in contrast to DuPont, stretched their brands over many decades by sound planning based on the application of the product life cycle concept (Dhalla & Yuspeh, 1976: 107 - 108).

• Listerine succeeded in retaining its lion’s share of the mouthwash market despite heavy competitive pressures and the introduction of strongly supported new brands. • Marlboro edged up to a top place in a highly segmented filter cigarette market by focusing on the same basic theme – only developing different variations of it.

• Seven-up’s growth had been impeded because of its image strictly as a mixer. They had more room for expansion as a result of taking the “Uncola” position against Coke and Pepsi.

In Kotler (2000: 315) the critique is raised that the product life cycle concept

lacks what living organisms have, namely, a fixed sequence of phases and a fixed length of each phase. Marketers can therefore seldom tell in what phase of the product life cycle an individual product or a product range is. Underlying the above-mentioned criticisms, are five basic issues that must be faced in any meaningful application of the life cycle concept (Day, 1981: 60):

• How should the product-market be defined for the purpose of life cycle analysis?

• What are the factors that determine the progress of the product through the phases of the life cycle?

• Can the present life cycle position of the product be unambiguously

established?

• What is the potential for forecasting the key parameters, including the magnitudes of sales, the duration of the phases and the shape of the curve?

• What role should the product life cycle concept play in the formulation of competitive strategy?

2.3.5 STRATEGIES FOR VARIOUS PLC STAGES

Introduction stage: During the introduction phase of a product's life cycle a business manager can establish an awareness of the goods or services in a few markets and initially focus on specific markets (Corporate author, 2012). Once the product or service is launched into the market, comprehensive marketing efforts can commence in order to establish a clear identity and develop the product. At the introduction stage, focus should be on the following marketing factors:

 At the introduction stage, pricing can be at the highest level which is viable for the consumers (Corporate author, 2012). A skimming price strategy can also be opted and charging a comparatively elevated price for a limited time when a new, pioneering or innovated product is brought to the market. The purpose of adopting skimming price strategy is to capture those consumers who are keen to pay additional price, to be those of  the first ones who get their hands on the new product. Prices can be reduced later when requirement from the early acquirers decreases. A penetration pricing strategy may also work best for businesses coming into a new market or relying on a comparatively limited market share. It includes the incorporation of reduced, rather than increased prices in order to gain a substantially large, if not major share of the market (Corporate author, 2012).

 Distribution should be selective and channeled according to type of customer, until the

product is established in the market (Corporate author, 2012). Also, various distribution strategies should be evaluated during changing periods of the product life cycle, for e.g. season-wise new products for various seasons of the year (Corporate author, 2012).

 Focus should be on creating awareness of the brand at an early stage. It is advised to acquire services of a communications or advertising agency in order to develop the product into a strong brand (Parker & Neelamegham, 1992).

 Giving free samples and taste trial activities should be conducted to capture early adopters of the goods or services (Hofer, 1975). Launch promotions also support potential resellers to trade and carry the product lines (Corporate author, 2012).

 Devising a strategy to focus the goods or services to a certain category of customers  being focused and selective about target market can elevate market demand (Corporate author, 2012).

It is probable that during the introduction phase, sales will be low until customers become familiar with the goods’ or services’ unique features. Due to the high marketing cost and low sales, the product may generate negative profits in this phase. However this would be compensated by the enhanced revenue earned during the growth and maturity stages of the PLC (Corporate author, 2012).

Growth stage: At this stage of the life cycle of the product, focus should be on enhancing  the market share and generating a purchase preference from the consumers (Corporate author,2012).

This should be a time of swift development in sales volume, revenue as well as profits for the goods or services. The profits should increase through an enhancement in overall output and change in pricing strategy.

Following are some of the suggested strategies:

 Retaining good quality of the product and adding new features or value added services (Hofer, 1975).

 Keeping the price level as high as possible to retain demand and high profits.

 Enhancing distribution channels to keep pace with growing demand for the product

(Kotler, 1992).

 Increasing marketing campaigns and promotions to cater to a wider audience (Corporate author, 2012). 

 Considering skimming product prices if the bottom line is not high enough (Kotler,

1992).

 If the profits are still not high, it can be considered to decrease the goods or services price in order to enhance the volume of sales.

Maturity stage: If the goods or services reach the maturity level, this usually would be

the lengthiest portion of its product life cycle.

At this stage, the market has usually reached a saturation point as a consequence of

competition launching its own version or brand of the product. It can be seen that the goods or services witness a reduced level of sales, which stabilizes after some time (Corporate author, 2012). The goal should be to distinguish the goods or services from the competition. This can be achieved by emphasizing and focusing on any specific brand elements, e.g. logo, trademarks or consumer testimonials that may provide a competitive edge (Corporate author, 2012).

Literature suggests the following strategies for maturity stage:

 Product features or benefits may have to be increased to make the product more tempting than competitors (Kotler, 1992).

 Innovation or changes would have to be made to the product (Thietart & Vivas 1984).

 Upgrading the original version of the goods or services to re-attract existing consumers and entice new ones (Corporate author, 2012).

 Considering decreasing prices to capture consumers who use the competitor’s products.

 Using the positive difference between own products and competitors’ products as a

means of promotion (Thietart & Vivas 1984).

 Pricing may need to be lowered due to increasing competition (Kotler, 1992).

 Distribution becomes more diverse and trade margins may have to be increased (Kotler, 1992).

Decline stage: Due to reasons such as changes in technology, consumer trends, purchase preferences, fashion & innovation, the sales of most products start to decline at some stage. It can be assumed that a product has reached in decline stage of its life cycle when there is a significant reduction in the revenue it earns (Corporate author, 2012).

Literature presents the following strategies for the decline stage:

 Retaining the goods or services and wait for competitors to exit from the market first

(Kotler, 1992).

 Phase out the goods or services when the profit is finished (Corporate author, 2012).

 Decreasing costs and finding an alternate use for the product – exploring a new niche

area could enhance sales (Kotler, 1992).

 Decrease marketing investment and harvest the product; wait for profits to disappear and then phase out the product (Corporate author, 2012)

Many of these techniques can form an 'extension strategy' that enhances the life of the

goods or services in the PLC. This may give the product significant time to transform by a new adaptation, or a totally new product (Corporate author, 2012).

2.3.6 PRODUCT LIFE CYCLES STRATEGIES AND CONSUMER DEMAND

As other marketing strategies, pricing also change while products forward through life cycling stages. These changes depend on customer demand and expectation of customers, competition and product`s changes over time. Competitors consideration will make a general method of use in each stage to gain benefit of each as much as possible. In the introduction stage pricing depends on sensitivity of the market, If the market is price sensitive firms will set a lower price to win amongst competitors (penetration), If the market is not price sensitive, manufactures will set a higher price to penetrate investment costs (skimming). Especially industrial products are harder or it will take a longer time to copy them by competitors. In the growth stage prices are usually decreasing to gain more customers in the high competition stage and reduce marketing costs, and selling will expand to a broader part of customers who are quite price sensitive in this stage. In the maturity stage price decreases will continue until overtaking competitions and remain in the market. This stage is mostly in use of saving costs promotion, distribution and other effective aspects in profit margins. Specific pricing tactics  encourage brand switching in an attempt to steal business away from the competition.

Decline stage will continue price decreases until competitors fall in a few numbers.

In that point a company can stabilize their prices but if they are still unique

or popular they can even increase the price to use a last opportunity of getting

high profit. (O.C. Ferrell 2008. 231).

CHAPTER THREE
RESEARCH METHODOLOGY
3.1
RESEARCH DESIGN

A research design is the step by step guide of the research procedure.
The design adopted for the studies exploratory survey design the exploratory survey permit the use of a well structured research instrument for obtain primary data that was used for this study.

3.2
POPULATION

Population is the total number of element or people in a given area. Therefore, this research work focus on customer and staff of Indomie Noodles Nigeria’s Limited in Lagos Metropolis, from January to July 2025.

3.3
SAMPLING TECHNIQUES


The study adopted simple random techniques fill members of the population were represented equally.

3.4
SAMPLE SIZE DETERMINATION


The sample size refers to the number of elements from the umbers or population that was selected to form part of the study the statistical formula adopted is n=  [image: image2.png]7o~
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Where n= Sample size


 z= the research population
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= Standard deviation


 d= tolerance limit or allowable error

3.5
METHOD OF DATA COLLECTION


There are various sources of data which could be categorized into two main sources namely: the methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structured interview and self administered structure questionnaire which avoid manipulation and increase the quality of research. A total of No 14 of questionnaire question were used for the survey questionnaire. Total number of 14 questionnaire structured questions were develop for the interview. The secondary data came from relevant literatures reviewed.

3.6
RESEARCH INSTRUMENT


The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measure the dependent and independent variables.

3.7
VALIDITY OF RESEARCH INSTRUMENT


Both the content and validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution a well as the approval of the supervisor. In addition the research variables are validated using factor analysis.

3.8
METHOD OF FACTOR PRESENTATION AND ANALYSIS


Method of analysis involved description and inferential statistic. The descriptive statistic describes the property of the data to show the variation in responses and opinion using frequencies and percentages and other descriptive items such as means and standard deviations. The inferential analysis was done using correlation analysis statistical tools


These tools were selected because it have functionalities that accommodate the variable of interest. 

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS
4.1 INTRODUCTION


The purpose of this chapter is to analysis the data collected from the questionnaire administered to various respondents and interview granted to the members of the sample size. 

The information obtained are analyzed with a view to ensure that the objective of the research are accomplished. The research investigation will not be completed until the findings have been made available to the persons who are concerned with, and who may be involved in the investigation for the purpose of the research work, Indomie Noodles has been chosen has the case study in it easier for the distribution of questionnaire. 


The presentation analysis and interpretation of data on enhancing company’s profitability through product lifecycle product life cycle  in Indomie Noodles. 


The fist section deals with the personal characteristics of the respondent and the second section is designed to analyze the level of awareness of all product life cycle  program of Indomie Noodles Ltd and their effect on profitability of the company. 


A total number of forty (40) questionnaire was administrated, thirty six (36) out of these questionnaire were titled and returned by the respondents.            
4.2 ANALYSIS OF RESPONSES GIVEN BY IS STAFF OF INDOMIE NOODLES LTD


The purpose of this section is to analyze the data collected from the questionnaire administered by the staffs of Indomie Noodless Ltd, who are members of the sample size, in relation to research objective of the study. 

Table 4.1 SEX. DISTRIBUTION OF RESPONDENTS
	SEX 
	NO OF RESPONDENTS 
	PERCENTAGE %

	Male
	24
	66.7

	Female 
	12
	33.3

	TOTAL 
	36
	100


Source: Field Survey 2025
From the table (24) respondents representing (66.7%) of the total respondents were male, only (12) were female respondents representing (33.3%) of the total were female, this implies that work force in manufacturing company where greater percentage of their duties is tedious and energy consuming. 

TABLE 4.2 AGE

	AGE
	NO OF RESPONDENTS 
	PERCENTAGE %

	31- 40years 
	18
	44.3

	41-50years   
	10
	27.8

	51-60yeras 
	6
	22.2

	TOTAL 
	36
	100


Source: Field Survey 2025
From the table, it was found that eighteen(18) respondents representing (4438) of the total respondent were 31-40years, ten(10) respondents representing (27.8%) of the total between 41-50yrs between the age of 51-60 years were four(4) respondents representing (11.1%) of the total while only two(2) respondents representing (5.6) are above 60years. This implies that these set o people will t know the meaning of questions that are asked from them. 

Table 4.3: MARITAL STATUS 

	STATUS
	NO OF RESPONDENTS 
	PERCENTAGE %

	Single 
	10
	27.8

	Single 
	26
	72.2

	TOTAL 
	36
	100


Source: Field Survey 2025

This implies that the research will be able to get reliable information because majority of the respondents are responsible and matured to give accurate information. 

TABLE 4.4 EDUCATIONAL QUALIFICATION 

	EDUCATIONAL QUALIFICATION 
	NO OF RESPONDENTS 
	PERCENTAGE %

	SSCE
	4
	11.1

	A’ Level/ND 
	80
	22.2

	B’ Level/ HND  
	10
	27.8

	M. BA/MSC
	12 
	33.3

	Others 
	2
	5.6

	TOTAL 
	36
	100


Source: Field Survey 2025

The means they will be able to understand any question posted to them and will respond appropriately.

TABLE 4.5 PRESENT POSITIONS IN THE ORGANIZATION

	POSITION 
	NO OF RESPONDENTS 
	PERCENTAGE %

	Management staff 
	8
	22.2

	Senior staff 
	10
	27.8

	Junior staff 
	18
	50

	TOTAL 
	36
	100


Source: Field Survey 2025
This mea that all the workers in the organization will be able to get diligent view from different level of workers and this will assist getting reliable information. 

TABLE 4.6 IN WHICH DEPARTMENT ARE YOU WORKING PRESENTLY

	DEPARTMENT 
	NO OF RESPONDENTS 
	PERCENTAGE %

	Marketing department 
	8
	22.2

	Account department 
	4
	11.1

	Sales department 
	10
	27.8

	Administration department 
	2
	5.6

	Production department 
	12
	33.3

	TOTAL 
	36
	100


Source: Field Survey 2025
Therefore department information will be gathered form these set people. 

SECTION B: SUBJECT MATTER 

TABLE 4:- DOES THE WAY YOU MARKET YOUR PRODUCT HAVE EFFECT ON YOUR CUSTOMER?
	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES
	30
	83.3

	NO
	6
	16.7

	TOTAL 
	36
	100


Source: Field Survey 2025

This implies that the company’s way of marketing its product is very effect.

TABLE 4.8 DOES THE COMPANY ENCOUNTER PROBLEMS AT THE INTRODUCTION STAGE? 

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	32
	88.9

	NO
	4
	11.1

	TOTAL 
	36
	100


Source: Field Survey 2025

This means the company truly encounter problems at the introductory stage. 

TABLE 4.9: CAN THIS PROBLEM (IF ANY, BE RECTIFIED)

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	34
	94.4

	NO
	2
	5.6

	TOTAL 
	36
	100


Source: Field Survey 2025

This implies that the company problems can be rectified. 

TABLE 4.10: DOES THE INTRODUCTORY STAGE AFFECT THE SUCCESS/FAILURE OF YOUR PRODUCT.

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	28
	77.8

	NO
	8
	22.2

	TOTAL 
	36
	100


Source: Field Survey 2025

This means the introducing stage affect the success or the failure of their product.

TABLE 4.11: DOES YOUR COMPANY ENCOUNTERS PROBLEM AT THE GROWTH STAGE.   

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	10
	27.8

	NO
	26
	72.2

	TOTAL 
	36
	100


Source: Field Survey 2025

Therefore the companies do not encounter problems at the growth stage. 

TABLE 4.12 ARE THERE WAYS TO AVERT THOSE PROBLEMS, IF ANY?

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	5
	13.7

	NO
	31
	86.1

	TOTAL 
	36
	100


Source: Field Survey 2025

This means that the presence of substitute product does not have effect on company’s maturity stage.

TABLE 4.12: DOES YOU COMPANY MAINTAIN SALES OF MATURITY STAGE?
	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	35
	97.2

	NO
	1
	2.8

	TOTAL 
	36
	100


Source: Field Survey 2025

This means that maximum sales normally fall at the decline stage. 

TABLE 4.14: DO YOU SPECIALLY USE PRODUCT LIFECYCLE PRODUCT LIFE CYCLE  STRATEGIES TO ENHANCE PROFITABILITY?

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	11
	30.6

	NO
	25
	69.4

	TOTAL 
	36
	100


Source: Field Survey 2025

These means that product lifecycle product life cycle  strategies is not specially meant to enhance profitability. 

TABLE 4.15: HAS THE CONSUMER GOODS BEEN ENHANCED THROUGH THE PRODUCT LIFECYCLE PRODUCT LIFE CYCLE .

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	32
	88.49

	NO
	4
	11.1

	TOTAL 
	36
	100


Source: Field Survey 2025

Therefore company’s profitability has been enhanced through product lifecycle product life cycle.        

TABLE 4.16: ARE THERE OTHER WAYS OF EXTENDING LIFECYCLE OF YOUR PRODUCT APART FROM THE ONE YOU HAVE USED.

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	33
	91.7

	NO
	3
	8.3

	TOTAL 
	36
	100


Source: Field Survey 2025

Therefore, this means there are others ways of extending lifecycle of their product apart from the ones they have used. 

CHAPTER FOUR

4.1 DATA PRESENTATION, ANALYSIS AND INTERPRETATION

The chapter deals with presentation and analysis of data and it divided into three parts.

Part ‘A’ deals with presentation and analysis of the responses rate of personal data of the respondents.

Part ‘B’ presents other data collected through the questionnaire for the purpose of arriving at reasonable data evaluation by using simple percentage method of the total in tabular form. In part ‘C’. EOQ model wad used to test the formula hypothesis.

4.2
DATA PRESENTATION AND ANALYSIS OF RESPONSE 
TO THE QUESTIONNAIRE

PART A 

TABLE 1: SEX DISTRIBUTION OF RESPONDENTS

	OPTIONS
	RESPONDENTS 
	PERCENTAGE %

	Male
	40
	80%

	Female
	10
	20%

	TOTAL
	50
	100%


Source: Field Survey 2025

The above table show that 80% of the respondents are male while the female respondents are 20% the different in the percentage is reflection of sex distribution in the organization studied and from the illustration. This shows that the number of male in organization are more than that of Why? Because the organization needs men with vigor to carry out difficult job that will be difficult for female to do the.


TABLE 2: 
EDUCATIONAL QUALIFICATION

	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	WASSCE/GCE
	21
	42%

	ND/HND
	18
	36%

	B.SC/M.SC/PHD
	9
	18%

	OTHERS
	2
	4%

	TOTAL
	50
	100%


Source: Field Survey 2025
The data on this table shows that majority of the respondents are WASSCE/GCE holds which constitute 42% of the total percentage while 36% of the respondents are OND/HND hold. 18% were university graduates while 4% of the respondent fall within other professional degree.

TABLE 3: MARITAL STATUS 

	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Single
	29
	58%

	Married
	21
	42%

	Divorced 
	-
	-

	Widow
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
 
The table above shows that most of the respondents are using find the constitute about 58%. 21 respondents representing about 42% the married while none of the respondents belong to window or divorced. This means that those that are single constituted the majority in Indomie Noodles.

TABLE 4: AGE DISTRIBUTION

	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Below 20
	7
	14%

	20-29
	18
	36%

	30-39
	22
	44%

	40-49
	0
	6%

	50 ABOVE
	0
	-

	TOTAL
	50
	100%


Source: Field Survey 2025

It is dear from the table that majority respondent fall within age of range 30-39 which represent 44% of the total percentage of the respondents. This is quickly follow by respondents with age range 20-29, 40-49 and below 20 having 36%, 16% of the total percentage of the respectively. Know respondents fall into the last age range. This shows that the respondents care matured enough and to some extent, could be described as grown up are responsible people which implied that the judgment from this research can take as serious and reliable.

TABLE 5: LENGTH OF SERVICES

	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Below 2yrs
	6
	12%

	2-5yrs
	19
	38%

	6-10yrs
	17
	34%

	Above 10yrs
	8
	16%

	TOTAL
	50
	100%


Source: Field Survey 2025
From the table above it can be deducted that 12% of the total percentage of the respondents have served below 2years 38% of the total percentage of the respondents have served the industry for 6-10years and 16% of the total percentage of the respondents have been served for the industry above 10years.


It would be sold that most of the respondents have enough working experience to enable them give a reliable response to the question effectively.
PART B

TABLE 6: does Product Life Cycle affect consumer goods
	RESPONSE
	FREQUENCY 
	PERCENTAGE %

	Yes
	50
	100%

	No
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025

From the above table, it is believed that Product Life Cycle affect consumer goods. That is 100% of respondents agree that Product Life Cycle affect consumer goods.
TABLE 7 does the company respond to changes in their product life cycle?

	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	YES
	35
	75%

	NO
	15
	25%

	TOTAL
	50
	100%


Source: Field Survey 2025

The above table depict that 75% of the respondents agree that the company respond to changes in their product life cycle.
It can be deduced that 25% of the respondent Disagree that company does not respond to changes in their product life cycle.

TABLE 8: Does product life cycle significantly affect the market share and profitability
	OPTIONS
	RESPONDENT
	PERCENTAGE %

	Yes
	40
	80%

	No
	10
	20%

	TOTAL
	50
	100%


Source: Field Survey 2025

From the above table, it can be deduced that 80% of the total percentage of the respondents agree that product life cycle significantly affect the market share and profitability. While 20% of the respondents believe that product life cycle significantly affect the market share and profitability
. 

Given the analysis, we can conclude that the product life cycle significantly affect the market share and profitability
Of the company.

TABLE 9: DOES THE company encounter problems at the introduction stage? 

	OPTIONS
	RESPONDENT
	PERCENTAGE %

	YES
	50
	100%

	NO 
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025

From the above table we can deduce that the company encounter problems at the introduction stage because 100% of the respondents agreed, while 0% disagree .which we can be concluded that the company encounter problems at the introduction stage.

TABLE 4.10: DOES THE INTRODUCTORY STAGE AFFECT THE SUCCESS/FAILURE OF YOUR PRODUCT.

	ANSWER
	NO OF RESPONDENTS 
	PERCENTAGE %

	YES 
	35
	70

	NO
	15
	30

	TOTAL 
	36
	100


Source: Field Survey 2025

The above table shows that 35 respondent represent 70% , while 15 respondent representing 30% disagree that there is no introducing stage affect the success or the failure of their product. We can be concluded that there is introducing stage that affect the success or the failure of their product.

.

TABLE 11: do life cycle changes in a particular product line affect the operations of another product line?

	RESPONSE
	FREQUENCY 
	PERCENTAGE %

	Yes
	50
	100%

	No
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025

From the above table, it is believed that there life cycle changes in a particular product line affect the operations of another product line according to what is depicted from the table. That is 100% of respondents agree that there is life cycle changes in a particular product line affect the operations of another product line.

TABLE 12: is there any extent is PLC maintenance cost affecting company profits?

	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	35
	65%

	NO
	15
	35%

	TOTAL
	50
	100%


Source field survey 2025
The above table shows that the number of these agreed that the is there any extent is PLC maintenance cost affecting company profits are 65% while few did not assign to that is there any extent is PLC maintenance cost affecting company profits in the above analysis nearly all the respondent confirm while few did not in ratio of 65% and 35%.

TABLE 13: do you use product life cycle strategies to enhance profitability
	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	40
	80%

	NO
	10
	20%

	TOTAL
	50
	100%


Source field survey 2025

From the table analysis 80% of the respondent confirm that they use product life cycle strategies to enhance profitability while only 20% disagree with it. From the table above majority of the respondent agreed that they use product life cycle strategies to enhance profitability.
TABLE 14: has the company profitability been enhanced through the product lifecycle of consumer goods 

	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	40
	90%

	NO
	10
	10%

	TOTAL
	50
	100%


Source field survey 2025

From the table show that 90% of the respondent agreed that the company profitability been enhanced through the product lifecycle of consumer goods while only 20% of respondent did not agree that the company profitability been enhanced through the product lifecycle of consumer goods.

TABLE 15: are there other ways of extending life cycle of your product apart from the one you have used.

	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	50
	100%

	NO
	-
	-

	TOTAL
	50
	100%


Source field survey 2025

The above table shows that majority of respondent agreed that there is other ways to extending life cycle of product apart from the one they used 100% agreed while no respondents disagreed with it.

4.3
TESTING OF HYPOTHESIS


4.3 TESTING OF HYPOTHESIS

HYPOTHESIS

H0: Product Life Cycle has no effects on consumer goods.

H1: Product Life Cycle has effects on consumer goods.

To test this hypothesis, I will cross tabulate table 10 and table 5.

TABLE 4.2.1 CLASSIFICATION OF RESPONDENT

	OPINION
	CUSTOMER AND STAFF
	       CUSTOMER

           ONLY
	       STAFF
	      TOTAL

	Yes
	                     15
	                 3
	           2
	          35

	No
	8
	                  3
	          10
	         15

	TOTAL
	                     23
	                 6
	         12
	         50


Source: Field Survey, 2025
Chi-square formula

∑ (O-E)

TABLE 4.2.2 COMPUTATION OF CHI-SQUARE 

STATISTICAL TEST FROM TABLE 4.2.1

	               O
	                E
	             O-E
	         (O-E)2
	        (O-E)2/E

	15
	9.20
	5.80
	33.64
	3.66

	4
	6.90
	-2.90
	8.41
	1.22

	2
	4.14
	-2.14
	4.58
	1.11

	2
	2.76
	-0.74
	0.58
	0.21

	3
	2.49
	0.60
	0.36
	0.15

	1
	1.80
	-0.08
	0.64
	0.36

	1
	1.08
	-0.8
	0.01
	0.01

	1
	0.72
	0.28
	0.08
	0.11

	2
	8.40
	-6.40
	40.96
	3.44

	10
	6.30
	3.70
	13.69
	2.17

	6
	3.78
	2.22
	4.93
	1.30

	3
	2.52
	0.48
	0.23
	0.09

	TOTAL
	
	
	X2=C
	13.83


Source: Researcher’s computation, 2025
Significant Level = 5% or 0.05

Degree of freedom df = (R-1) (C-1)

                                       = (4-1) (3-1)

                                         3 x 2= 6

Table value is the intersection print of significant level and degree of freedom on chi-square table.

                Therefore, X2t = 12.592

DECISION RULE

             Reject Ho, if X2C > X2t and accept Hi

              Accept Ho, if X2C > X2t and reject Hi

Since X2c (13.83) X2t (12.592), therefore, I reject Ho and accept Hi that Product Life Cycle has effects on consumer goods.

HYPOTHESIS II

H0: the company dose not respond to changes in their product life cycle .

H1: the company respond to changes in their product life cycle .
To test this hypothesis, I will cross tabulate table 5.

TABLE 4.2.1 CLASSIFICATION OF RESPONDENT

	OPINION
	CUSTOMER AND

SHAREHOLDER
	CUSTOMER

ONLY
	STAFF
	TOTAL

	Strongly Agree
	10
	2
	3
	30

	 Agree
	9
	2
	4
	20

	TOTAL
	23
	6
	12
	50


Source: Research Survey, 2025
Chi-square formula

∑ (O- E)2

        E

TABLE 4.2.4 COMPUTATION OF CHI-SQUARE STATISTICAL

TEST FROM TABLE 4.2.3

	O
	E
	O-E
	(O-E)2
	(O-E)2/E

	10
	6.90
	3.10
	9.61
	1.39

	9
	6.90
	2.10
	4.41
	0.69

	1
	4.60
	-3.60
	12.96
	2.82

	3
	4.60
	-1.60
	2.56
	0.57

	2
	1.80
	0.20
	0.04
	0.22

	2
	1.80
	0.30
	0.04
	0.22

	1
	1.20
	-0.20
	0.04
	0.33

	1
	1.20
	-0.20
	0.04
	0.33

	3
	1.20
	-3.30
	10.89
	1.73

	4
	6.30
	-2.30
	5.29
	0.84

	8
	4.20
	3.80
	14.44
	3.44

	6
	4.20
	1.80
	3.24
	0.77

	TOTAL
	
	
	X2=c
	13.30


Source: Researcher’s computation, 2025
Significant level = 5% or 0.05

      Since X2c (13.30) X2t (12.592), therefore, I reject Ho and accept Hi that the company dose not respond to changes in their product life cycle.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
SUMMARY 
Indomie Noodles has contributed to Nigeria economy in many ways, its important in the area of contribution to the Gross National Product (GNP), employment and revenue cannot be over looked. 

In this study, a critical examination of the impact of enhancing company’s profitability through product lifecycle product life cycle  is carried out with the aim of exposing the management Indomie Noodles to the relevance of their company.

This does not mean that the company should place greater emphasis on this project work only, the result of this study should be applied to all the product life cycle  strategies in the company because they are all the findings of the study was summarized as follows: - 

Through product life cycle of a company there is a rapid increase in sales volume of the company’s product. 

That the maturity stage is the most important stage to be maintained in other to promote profit level.

Company’s profit guarantees community of the business also measures performance of the organization.

It was discovered that by studying the product life cycle manager will be able to get ready solutions to the likely problems that may occur in one of the stages of the product life cycles. 

Couple with the benefit of extending product life cycle it enable the organization to maintain its leading position in the market. 

5.2
CONCLUSION OF THE STUDY: From the finding of this study the following as the conclusion arrived at. They are as follows:
product lifecycle is very useful tactical decision making tool especially when it is used along with other marketing tools.

It gives on insight about development of the product at the various stages of the product life.

In decline, you milk the brands, that is exert maximum profit since it has a short span remaining.

Understanding product life cycle concept can aid in defining been enhance profitability through product lifecycle have a profound, crucial and positive role in the organization if properly implemented.

5.3
RECOMMENDATION OF THE STUDY: Based on the summary if the study and conclusion reached, the research recommends the following in order to for the company to stay long in the market, thereby enhancing their profitability.
The company should embark on marketing research including sales research, market research, advertising, economic and environment research and more particular, product research should be carried out so that the type of product needed by the consumers, member of the consumer demanding for their product and means by which they can be convince the consumer of buying their product will be effectively spell out.

In additional, the appropriate market segmentation approach must be used, so that they will know where their customers are located in the country, this will not waste resources on sub-market that are not substantial or economical to service.

The company should endeavor to carryout research programmes that will help determines its market share, market growth rate, industry growth rate etc, so that it can make a comparisons 1with the industry life cycle more meaningful than jus a set sales figures.

Projecting sales for the future years and planning the consumer goods that that be would be used in reading the target customer.

Lastly, as the organization is highly competitive market, environment scanning should be done so that all the attitudes of the competitor will be revealed and periodic planning should be encouraged, to make aware of its strengths and weakness thereby enhancing their prosperity.
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