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A. B. C. 2. Match The PLC (Product Life Cycle) Stages With The Following
Products: D. Toilet Paper DVDs is an intriguing prompt that invites us to explore how
different products traverse through the distinct stages of the Product Life Cycle (PLC).
Understanding the PLC is essential for marketers, product managers, and business
strategists to effectively manage product growth, maturity, and decline. In this article, we
will analyze and match the typical stages of the PLC—Introduction, Growth, Maturity, and
Decline—with two seemingly contrasting products: toilet paper and DVDs. By doing so, we
can gain insights into how different products evolve in the marketplace, their marketing
challenges at each stage, and strategies to optimize their lifecycle.

Understanding the Product Life Cycle (PLC)

Before delving into specific products, it’s crucial to grasp the concept of the PLC. The
product life cycle describes the stages a product goes through from its initial launch to its
eventual decline and withdrawal from the market. These stages are:

Introduction

- The product is launched into the market.
- Sales are low, and marketing expenses are high.
- The focus is on awareness and early adopters.

Growth

- Sales increase rapidly.

- The product gains acceptance.

- Competition may enter the market.
- Profits begin to rise.

Maturity

- Sales growth slows as the product reaches peak market penetration.
- Competition intensifies.

- Marketing efforts focus on differentiation and retention.

- Profits stabilize or decline.



Decline

- Sales decrease due to market saturation, technological obsolescence, or shifting
consumer preferences.

- Profits decline.

- Companies may decide to discontinue or innovate.

Now, let’s apply these stages to our products.

Matching the PLC Stages with Toilet Paper

Introduction Stage

- Timing: When toilet paper was first introduced as a household product in the late 19th
and early 20th centuries.

- Market Dynamics: Limited awareness and adoption; consumers unfamiliar with the
product.

- Marketing Strategies: Heavy advertising to educate consumers about the benefits of
toilet paper over traditional alternatives like cloth or leaves.

- Sales & Profits: Very low initially, with high promotional costs.

Growth Stage

- Timing: As hygiene awareness increased in the mid-20th century.

- Market Dynamics: Rapid sales increase as more households adopt toilet paper.

- Product Development: Introduction of various types—soft, scented, textured, recycled.
- Marketing Strategies: Brand differentiation and mass marketing campaigns.

- Sales & Profits: Significant growth, economies of scale improve profit margins.

Maturity Stage

- Timing: From the 1960s onwards, as toilet paper became a staple household item.

- Market Dynamics: Market saturation; nearly all households use toilet paper.

- Marketing Strategies: Focus on brand loyalty, product innovation (e.g., eco-friendly
options).

- Sales & Profits: Stabilize; intense competition leads to price wars.

Decline Stage

- Timing: Currently, toilet paper is not in decline; however, niche markets (e.g., bidets,
eco-friendly alternatives) may cause shifts.

- Market Dynamics: Potential decline for traditional toilet paper if consumer preferences
shift towards sustainable or alternative products.

- Strategies: Innovate with biodegradable or reusable options to extend lifecycle.



Matching the PLC Stages with DVDs

Introduction Stage

- Timing: When DVDs were first introduced in the late 1990s and early 2000s.

- Market Dynamics: Consumers unfamiliar with digital formats; limited availability of
titles.

- Marketing Strategies: Heavy marketing by manufacturers and studios to promote the
format as a new entertainment standard.

- Sales & Profits: Initially low, with high costs for development and distribution.

Growth Stage

- Timing: Early to mid-2000s, as DVDs gained popularity over VHS tapes.

- Market Dynamics: Rapid increase in sales; wide adoption by consumers.

- Product Development: Larger collections, special editions, bonus features.

- Marketing Strategies: Promotions, discounts, and bundling with new releases.
- Sales & Profits: Peak growth; profits soar.

Maturity Stage

- Timing: Mid to late 2000s.

- Market Dynamics: Market saturation; most households own DVD players.

- Marketing Strategies: Focus on new releases, exclusive content, and collector editions.
- Sales & Profits: Plateauing sales; intense competition among retailers and studios.

Decline Stage

- Timing: Early 2010s onward, with the advent of streaming platforms and digital
downloads.

- Market Dynamics: Consumers shift towards digital content; physical DVD sales decline.
- Strategies: Manufacturers and retailers reduce production or phase out DVD offerings.
- Future Outlook: DVDs are gradually becoming obsolete; companies invest in digital and
streaming services.

Key Differences in PLC Progression for Toilet
Paper and DVDs

While both products go through similar stages in theory, the speed and nature of their
lifecycle differ greatly.



Product Durability and Usage

- Toilet Paper: A consumable with high daily usage; its demand remains relatively stable
over long periods.

- DVDs: A durable good with a limited lifespan; demand peaks and declines as technology
evolves.

Technological Impact

- Toilet Paper: Minimal technological obsolescence; innovation focuses on eco-friendliness.
- DVDs: Highly susceptible to technological shifts, replaced by streaming, digital
downloads, and cloud storage.

Market Saturation and Replacement

- Toilet Paper: Near-universal adoption with slow decline unless replaced by alternative
hygiene products.
- DVDs: Market saturation led to rapid decline as digital media became dominant.

Implications for Business Strategy

Understanding where a product stands in its life cycle helps businesses make informed
decisions:

e For Toilet Paper: Focus on innovation (e.g., biodegradable materials) and
expanding markets (e.g., emerging economies).

e For DVDs: Shift focus from physical sales to digital distribution, licensing, and
streaming services.

Conclusion

Matching products like toilet paper and DVDs to their respective PLC stages reveals the
dynamic nature of markets and consumer preferences. While toilet paper remains a staple
with a slow, steady lifecycle, DVDs experienced rapid growth followed by decline due to
technological advancements. Recognizing these patterns allows businesses to adapt their
strategies—whether innovating, repositioning, or phasing out products—to sustain
profitability and relevance in an ever-changing marketplace. As technology continues to
evolve, the importance of understanding the PLC becomes even more critical in navigating
product success and longevity.



Frequently Asked Questions

What are the main stages of the Product Life Cycle
(PLC)?

The main stages of the PLC are Introduction, Growth, Maturity, and Decline.

In which PLC stage are toilet papers primarily
positioned?

Toilet paper is typically in the Maturity stage, where sales stabilize and competition
intensifies.

During which PLC stage do DVDs usually experience
decline?

DVDs are generally in the Decline stage due to digital streaming and downloads replacing
physical media.

How does the PLC help companies decide on marketing
strategies?

Understanding the PLC allows companies to tailor marketing efforts, such as promotion or
innovation, appropriate to each stage.

At what stage of the PLC would a new DVD release most
likely be introduced?

A new DVD release would typically be in the Introduction stage, aiming to generate
awareness and demand.

Why is toilet paper considered a product in the Maturity
stage in the PLC?

Because it is a basic necessity with stable demand, and sales growth has plateaued over
time.

What strategies can companies use to extend the life of
DVDs in the PLC?

They can diversify offerings, bundle with digital products, or upgrade features to renew
consumer interest.



How does product obsolescence influence the PLC
stages of DVDs?

Obsolescence accelerates the decline stage as consumers shift to digital streaming,
reducing DVD demand.

What are some key indicators to identify when toilet
paper is moving from Maturity to Decline?

Indicators include declining sales, increased price competition, and market saturation.

Additional Resources
Product Life Cycle (PLC) Stages and Their Application to Toilet Paper and DVDs

Understanding the Product Life Cycle (PLC) is fundamental for marketers, product
managers, and business strategists. The PLC describes the stages a product goes through
from its introduction to the market until its eventual decline and removal. Different
products exhibit different patterns within these stages, influenced by consumer behavior,
technological changes, competitive dynamics, and market trends. This detailed analysis
will match the PLC stages with two very different products: Toilet Paper and DVDs.
Exploring these products through the lens of each PLC stage offers insights into their
market behavior, strategic implications, and future prospects.

Overview of the Product Life Cycle (PLC) Stages

The classic PLC model comprises four primary stages:

1. Introduction
2. Growth

3. Maturity

4. Decline

Some models also include a Renewal or Extension stage, but for clarity, we'll focus on
these four.

Each stage has distinct characteristics regarding sales volume, profits, marketing
strategies, competitive landscape, and consumer adoption.



Matching Products to PLC Stages

Let's analyze Toilet Paper and DVDs, matching each to the appropriate PLC stages based
on their current market dynamics, historical trends, and consumer behaviors.

Toilet Paper

Introduction Stage:

Historically, toilet paper was introduced widely in the early 20th century, gaining
popularity as sanitation standards improved. Today, it is a household essential, and its
market is highly saturated.

Growth Stage:

In certain emerging markets or during periods of increased hygiene awareness (e.g.,
during health crises), sales may experience rapid growth. However, globally, toilet paper
has already passed this stage.

Maturity Stage:

Currently, toilet paper sits firmly in the maturity stage. The product has widespread
acceptance, steady demand, and a well-established market. Innovations focus on comfort,
sustainability, and branding rather than basic functionality.

Decline Stage:

While some niche or alternative hygiene products (e.g., bidets, cloth-based options) are
gaining attention, toilet paper as a mass-market product is not in decline. It remains a
staple product with consistent demand.

Strategic Insights:

- Market Position: Mature, with high brand loyalty and intense competition.

- Marketing Focus: Differentiation through eco-friendly materials, softness, and packaging.
- Growth Opportunities: Expanding into eco-conscious segments or emerging markets.

DVDs (Digital Versatile Discs)

Introduction Stage:
DVDs were introduced in the late 1990s, revolutionizing home entertainment by replacing
VHS tapes with higher quality and more durable formats.

Growth Stage:
In the early 2000s, DVDs experienced rapid sales growth. The proliferation of DVD players
and digital content made DVDs the standard for movies, TV series, and data storage.



Maturity Stage:

By the 2010s, DVD sales plateaued. Market saturation was achieved, and growth slowed
significantly. Consumers had access to alternative formats like Blu-ray and digital
streaming.

Decline Stage:

Recently, DVDs are in decline due to the rise of streaming services (Netflix, Hulu, Amazon
Prime), digital downloads, and high-definition formats. Physical disc sales have plummeted
globally, and many retailers have reduced or eliminated DVD offerings.

Strategic Insights:

- Market Position: Declining, with decreasing consumer demand.

- Marketing Focus: Limited; primarily targeting niche markets or collectors.

- Opportunities: Potential for niche re-releases or collectibles, but overall, the trend points
toward obsolescence.

Deep Dive into Each Product's PLC Stages

Toilet Paper

Stage 1: Introduction (Historical Context & Early Adoption)

While modern toilet paper was introduced in the early 20th century, its initial adoption
was slow, primarily in urban areas with rising sanitation standards. Early products were
marketed as hygienic, soft, and modern. The focus was on convincing consumers to switch
from traditional options like cloth or paper towels.

Stage 2: Growth

The growth phase was characterized by increased urbanization, improved living
standards, and marketing campaigns emphasizing comfort and hygiene. During this
period:

- Major brands emerged, creating brand loyalty.
- Product innovations included quilted textures, scented options, and different ply counts.
- Marketing campaigns targeted households, emphasizing health benefits.

Stage 3: Maturity

Currently, toilet paper is a mature product:

- Market Saturation: Nearly all households worldwide use toilet paper.

- Brand Competition: Major players include Kimberly-Clark, Procter & Gamble, and private

labels.
- Differentiation Strategies:



- Eco-friendly materials (bamboo, recycled paper)
- Premium softness or strength

- Packaging innovations

- Subscription services and bulk sales

- Consumer Loyalty: High, but sensitive to pricing and sustainability concerns.
- Market Challenges: Rising environmental awareness and the rise of alternatives (bidets,
water-based hygiene).

Stage 4: Decline or Extension?

- While some niche markets (e.g., cloth alternatives, bidets) threaten traditional toilet
paper, globally, the product remains essential.

- Companies are extending the product lifecycle through innovation (e.g., biodegradable
options, flushable wipes).

- The overall trajectory suggests a steady maturity with potential minor declines in certain
segments.

DVDs

Stage 1: Introduction (Late 1990s)
DVDs entered the market as a technological improvement over VHS tapes:

- Initial high prices and limited titles.
- Consumers were excited about higher picture quality, extra features, and durability.
- The industry invested heavily in marketing.

Stage 2: Growth (Early 2000s)

- Rapid sales growth as DVD players became affordable.

- Wide adoption in households worldwide.

- Content libraries expanded rapidly, including movies, TV shows, and educational
materials.

- Retailers and rental stores thrived, with blockbuster rental chains dominant.

Stage 3: Maturity (2010s)

- Market saturation occurred as most households purchased DVD players and stocked up
on titles.

- Sales growth plateaued; the industry focused on replacing older inventory.

- Competition increased with Blu-ray (high-definition discs), offering better quality.

- Digital distribution began to emerge but did not yet fully replace physical discs.

Stage 4: Decline (Mid-2010s onward)

- The rise of streaming platforms drastically changed consumer behavior:



- Instant access to vast content libraries.

- No need for physical storage.

- Lower costs and convenience appeal to consumers.

- Retailers reduced selection or phased out DVD sections.

- Physical sales declined sharply; rental stores closed or downsized.

- DVDs are increasingly seen as niche collectibles or for regions with limited internet
access.

Implications for Business Strategy

Toilet Paper:

- Market Maturity: Companies should focus on product differentiation, sustainability, and
innovation.

- Growth Opportunities: Tap into eco-conscious markets and emerging economies.

- Pricing Strategies: Maintain competitive pricing due to high brand loyalty and low
switching costs.

- Brand Loyalty: Leverage branding and advertising to reinforce consumer preference.

DVDs:

- Market Decline: Businesses should consider diversifying or shifting focus away from
physical discs.

- Niche Markets: Collectors, educational institutions, or regions with limited internet
access may sustain demand.

- Transition to Digital: Collaborate with streaming services or develop digital distribution
platforms.

- Legacy Revenue: Use remaining inventory for special editions or collectibles.

Future Outlook and Considerations

Toilet Paper:

- The market is expected to remain stable, with gradual shifts towards sustainable and
premium products.

- Innovations in biodegradable materials and eco-labeling will be key.

- Pandemic-driven spikes (e.g., COVID-19) temporarily increased demand but did not alter
long-term PLC positioning.

DVDs:

- The decline is ongoing and likely irreversible in mainstream markets.



- The industry may transition into a niche collector's market or focus on licensing and
licensing exclusives.

- Digital streaming will dominate, with physical media serving as a supplementary or
nostalgic product.

Conclusion: Strategic Takeaways

Matching products to their respective PLC stages reveals critical insights:

- Toilet Paper exemplifies a mature, essential commodity with steady demand, requiring
innovation and branding to maintain relevance.

- DVDs demonstrate a product in decline, where companies need to adapt, diversify, or
exit markets.

A nuanced understanding of the PLC allows businesses to allocate resources effectively,
anticipate market shifts, and develop long-term strategies tailored to each product’s life
cycle stage. In an ever-evolving marketplace, agility and innovation are crucial—whether
extending the maturity of a staple product like toilet paper or gracefully managing the
decline of aging formats like DVDs.

In summary, the product life cycle offers a valuable framework to analyze and strategize
around products as diverse as toilet paper and DVDs. Recognizing their current stages
enables companies to optimize marketing efforts, innovate appropriately, and plan for the
future, ensuring sustainable success in competitive markets.
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