(a) Apply the product lifecycle to the Ford Fiesta.  
There are different layouts for answering this question, in short paragraphs (one per stage) or as follows:
Begin by saying what the product lifecycle is and consider how it links to the marketing mix.  
At the introduction stage it is important to ensure that the organisation knows which market it is aiming for.  
Introduction
Product - it is about introducing the right (small car) product (small cars were developed for female drivers)  to the right people
Place - sold in most places, car showrooms etc - but not at high end car dealerships - right place.
Price – the fiesta was sold at a low price to encourage initial purchases. 
Promotion - advertising costs will be high in order for the product to get noticed.  As Ford had considerable financial resources they could use any and all promotional tools, car shows, magazines, television – promotion costs may be high.
In the growth phase, sales begin to rise, advertising costs are still high, a profit may be made, if all research and development and advertising costs have been recouped.
Growth
Product – the market aims was still women, but possibly with the added aim for women with families. New features such as five doors, radios (as standard rather than an extra). Other extras may be introduced.
[bookmark: _Hlk168493969]Place – Ford may expand where they sold the model, but due to the company’s reach and pre-existing dealerships, they may continue with this approach.  
Price – sales will begin to increase and the price may also increase, particularly if they have added new features
Promotion – Advertising costs will still be high as the company seeks to keep the model in the forefront of consumer considerations when purchasing a new car. 
In the Maturity stage there can be saturation,   
Maturity
Product - this is where they will make amendments, electric windows as standard, the design was less boxy and more aligned to consumer tastes, consider what changes were made to the product and who they were aimed at
Place - Ford may expand where they sold the model, but due to the company’s reach and pre-existing dealerships, they may continue with this approach.  
Price – there would be an increase in the price, but it would still be in the lower price bracket – in line with other small cars by other manufacturers.  Although, all extras not standardised would come with an increased cost. 
Promotion – As Ford had multiple models available they may not be spending as much as they previously had, but the promotion methods would be the same, they may have bunched several models within the same campaign.
The decline for the Fiesta was as a consequence of Ford wanting to focus on newer models of car, so it was a natural end to product. 
Decline
Product – parts only
Place – from dealerships, online or specialist car part sellers, garages
Price – in line with the type of parts required 
Promotion – no further promotion would take place. 
The content of the answer (whichever way you present it) would be the same. 

(b) Suggest what an organisation can do to extend the life of a product.
THIS ANSWER DOES NOT NEED TO APPLY TO A PARTICULAR PRODUCT, YOU COULD ENHANCE YOUR ANSWER BY PROVIDING EXAMPLES OF DIFFERENT PRODUCTS THAT HAVE EXTENDED THEIR LIFE CYCLE BY APPLYING THE FOLLOWING STRATEGIES.
Organisations can seek to extend the life of a product by undertaking the following extension strategies:
· Change product – new and improved versions of the product can be released e.g. version 2.0 and then version 3.0. This is a strategy applied by many car manufacturers to enable the original version to be enhanced. 
· Change price – price can be lowered to allow new customers to buy it. This is particularly relevant for products that have had their original research and development costs cleared by previous sales. 
· Change place – products can be sold in different countries or territories to gain more sales. If the product was only sold in the UK for example, the organisation could look to sell it overseas.
· Change promotion – different advertising or sales promotion techniques can prolong the life of the product, giving it a new image. If the company had previously used industry events or television they could look to use digital marketing techniques such as social media. 
· Change packaging – the style of the packaging may be changed to give the appearance of a new and improved product.  For example, tropicana had new packaging that was more contemporary in design than the previous packaging.  Pepsi changed their original packaging to suit the 90’s/2000 market, they have now returned to the original packaging to give the product a more retro look. 
· Change usage – existing customers can be encouraged to buy more of the product or to use it in a different way. For example breakfast cereals have used advertising to show consumers eating cereal at different times of the day.
· Change name – if a product has suffered from bad publicity and sales are falling, a tried and tested technique is to simply change the name of the product. Or, to make the product more suitable for a global market, for example Jif cleaner was changed to Cif so that the product name was easier for the European consumers to pronounce it.  Walkers crisps are known as Lays in the USA, Canada and Australia – some of the flavours differ in the countries to make them more applicable for the market. 








 





 
