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The changes taking place in business environment calls for every key economic player to consider the whole world as a market for buying from and sell their products. In the 21st century, various businesses are made up of the global markets, level of competition, innovation as well as different business management processes. As a result, the global business environment driving the convergence of customers' tastes for worldwide different brands and products at the expense of both the local and international preferences. The global business market provides a wide range of advantages such as the reduction in the cost of marketing and the introduction of new products in the marketplace. This essay intends to tackle the business environment of the electric car industry to show how the industry has evolved over the past years. This will be done through the application of the product life cycle model of the Mitsubishi car brand.
[bookmark: _Toc48420552]Company background
Mitsubishi is motor company with its headquarters in Tokyo, Japan. The company was established in the year 1870 as a shipping firm. According to the companies report 2010 it has 350000 employees who are committed in offering motor services to the customers. In the year 2009 Mitsubishi developed a new electric car i-MiEV as a new car brand.
[bookmark: _Toc45107653][bookmark: _Toc48420553]Product life cycle
According to Helmers 2017, product life cycle refers to the different patterns of sales and profits of a certain product in the market by a certain organisation or industry. The product or industry undergoes some stages of life cycle and the company has to keep on updating its components of the marketing mix for the product in the market for it to remain competitive and meet the needs and desires of the target or potential customers. The key stages of the product life cycle include the following; development stage, introduction stage, growth stage, maturity stage and the decline stage. Each of these stages has its related costs, opportunities, and associated risks, and individual products or brands vary in how long they take at each the life cycle stages. The benefit of the product life cycle concept lies in the fact that every stage in the product life cycle is characterised by a given market behaviour and subjects itself to the application of certain marketing strategies (Hao, 2016). The following discussion will apply the above mentioned life cycle stages in the electric car industry for Mitsubishi.
Development stage
During this stage, the product is said to be in a tough situation which is considered as some point of death. The product requires a large amount of capital to be invested to develop it and test how effective it is in the market because there are high risks to be taken and the sources of funding the process of its development are limited (Wang, 2015). In this case, Mitsubishi had to consider how the development of the i-MiEV brand will be effective in meeting the needs and desires of its customers in the market. There was a lot researches involved to develop the idea for the product to be made and achieve the profit for the industry. 
Introduction stage
At the point of the introduction stage of a product, the sales of the product are known to be very low. Here, this stage involves the development of a product market and the creation of product awareness in the car industry (Narins, 2017). The costs involved in the marketing the product to increase the market reach is always high at this stage and it is very essential to reach both the target and potential customers of this type of car. It is also during this stage where the company producing receives the intellectual property rights protection for the product being developed. The company will sell the product at a high price to recover the costs that were attached to the product during the development stage of this product life cycle (Chirico, 2017). 
This stage is funded by the organisation investors or any person who lends the company and believes that the product will be successful in the market (Mazur, 2018). With Mitsubishi company, they were trying to come up with a new electric car in the market and the expectation would be low sales as the market is not well prepared and looking for the new electric car product. It succeeded in the manufacturing of the i-MiEV and the first type was put in the market in the year 2009. The company made only a few quantities of these vehicles to see if the car would be suitable to meet the target customers’ needs or not (Brandon, 2018). It had a clear knowledge that at introductory stage of a product usually requires some frequent product modifications, limited distribution, and a lot of promotion activities (Cao, 2012).
Growth stage
After the introductory stage of the product, it moves to the growth stage of product life cycle. During this stage, the organisation experiences some growth in sales at an increasing rate similar to the overall amount of benefits (Mohammadi, 2018). This makes it possible for company to invest extra resources in the product promotion and marketing activities that are focused towards maximizing the potential of this growth stage. The marketing point of the organisation moves from the very basic demand promotions to consumer aggressive brand advertisements and make detailed communications relating to differences between the electric car brands available. This is the stage where many competitors join the market and big companies may buy small companies which are still are at their growth stage. The way of distribution of the electric car product in the market matters alot for this stage and the rest of the stages (Elsayed, 2014). 
For Mitsubishi, this is the stage it made major efforts to acquire the various dealers in automotive to increase the market for i-MiEV and have some long term customer relationships with the customers of these electric cars. The major focus for Mitsubishi in this product life cycle stage was not only on this electric car differentiation but also its features. With the level of technology and innovation required in the electric car industry, there are limited competition levels for Mitsubishi on this i-MiEV car brand. This stage is generally funded by the investors of Mitsubishi Company and the different lenders to the company. Also, other source of funding come from the increases in company sales revenue or the increased demand of the i-MiEV in the car market by customers of this car brand (Makky, 2017). 
Maturity stage 
At this stage, the product is established and the main focus for the manufacturer is to maintain the manufacturing company size of market for the product they have made. It is the most critical time where products and businesses are required to invest wisely in the marketing strategies they undertake (Khatib, 2017). Also, the manufacturers are required to put into considerations some of the product modifications in their production process targeted towards providing them with a competitive edge in the market. This is the stage where the company encounter a slower growth rate with a high level of competition based on the number of other producers who are entering the market with similar electric car products. As the level of competition in the market increases also there is improvement of the features for the company to retain their position in the market share (Moon, 2015). 
The sales are at their highest level during this stage of product life cycle and the prices tend to go down in order for the organisation to stay afloat in the market. The production costs involved also tend to go down due to of the efficiency in the production process and manufacturing of these electric cars. In this case, Mitsubishi was required to develop new marketing strategies that will help the company to differentiate them in the present competitive market for electric cars. In 2012, Mitsubishi lowered the costs of the production of i-MiEV which made it more affordable for the customers. Having good marketing strategies in put underway enabled the company to offer their customers the electric car at best price across the automotive markets. In most cases, majority of car producing companies such as Toyota develop some commercials in their products such as making them more family friend or based for singles (Helmers and Weiss, 2017).
Decline stage 
This is the stage where the profits and the sales of the product decline significantly. The rate at which the profits fall is caused by two conditions; the rate at which consumer taste and preference are changing and the rate at which new products from similar competitors are joining the market (Wilberforce, 2017). This clearly shows that all the customers for buying the product have already acquired the product or they are moving their consumption to another electric car products of a different company. In some areas, it may be easy for some companies to have some small profits through changing their production process to being less costly and looking for cheaper markets. For the case of Mitsubishi, this is the stage where the number of sales of the i-MiEV started declining because of the reduction in number of customers purchasing the car brand and also the entry of other automobile companies that are posing high levels of competition to the electric car (Randall, 2016).


[bookmark: _Toc45107654][bookmark: _Toc48420554]Impacts of product life cycle stages on the company and the product
Introduction stage
Small market available. At the launching point of a new product there is typically a small or no market for the product as a result there will be little or no sales for the electric car company to commence with (Chirico, 2017).
High costs. After a product has been created, the manufacturers of the product have to highly invest in the marketing, research and development of the product. Given that limited quantities are produced to test the market’s preference and determine the needs of the customers, the costs may in turn be too expensive for some electric car industries to operate and manage (Ordung, 2016).
Less competition. The organisation acquires a competitive advantage by becoming the first manufacturer of the new electric car before other companies find their competing electric car product in the market (Stark, 2016).
High price. The first producer enjoys an added advantage of charging the highest price on the product. The prices in most cases will be slightly above what the market forces will put the market price after an increase in the production rate of the product (Lienemann, 2016).
Growth stage
Increasing competition. As the consumer demand of the product advances in the market, other companies will come up with a similar product to introduce at this point so that they are able to search for benefits from the new product market (Hedberg, 2017).
Great consumer awareness. During this stage the majority of the customers become more aware of the new product developed in the market. This will in return increase the size of the demand for the product in the market (Kampker, 2016).
Increase in profits. Manufacturers of the electric cars will experience an increase in profits during the growth stage. This is as a result of the increased sales and the experience of a proportion of the profit margin for each of the products they sell (Kampker, 2016).
Maturity stage
Reduction in the market share. At this point there is an increasing number of manufacturers who are competing for the same customers available in the market for these electric cars which leads to a decline in the market share for the pioneer company (Ali, 2019).
Profits start to go down significantly. The increased number of competitors joining the market at this stage results in the decrease in the sales of the product by other company which is as a result of loss of part of its market share (Moon, 2015).
Continued reduction in costs. The technological developments used in the manufacturing of the electric cars lead to much efficient and effective ways of producing huge volumes of the electric cars.
Product differentiation. It is during this stage that the market for the product start moving into a saturation point. For the manufacturing companies of electric cars, they may be able to grow and increase size of the market for the electric cars by carrying out some variations on their products so that they vary from those of their competitors (Hartman, 2017).

Decline stage
Product withdrawal. In a situation where the manufacturer of the electric car is not making profits from the product, then they are likely to remove the product from the market before its starts to experience the unnecessary losses (Hedberg, 2017).
Market decline. Here, the consumers of the electric car product may stop buying the product because they would have already acquired their preferences and the taste may have changed to a different car brand product for a different organisation.
Cheaper markets. Some manufacturers in the industry may resort to seek for the cheaper markets for their electric car while decreasing the costs of production to maximize on the profits (Smith, 2019).
[bookmark: _Toc45107655][bookmark: _Toc48420555]Conclusion
In summary, this essay has discussed the key stages of the product life cycle of a product. In this case, it has analysed the growth of the electric car industry using the product cycle model for the Mitsubishi i-MiEV car. The product life cycle has five key stages through which a product undergoes through. These are the development, introduction, growth, maturity, and the decline stages. Before a product can be said to have fully acquired life it has to undergo first development. This is where the majority of the manufacturers put in a lot of resources and time to prosper in the life cycle stages. Also, the essay analysed the impacts of each stage on the product and the manufacturing company.
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