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The life cycle of any product (including a pair of shoes) is a concept that describes product sales, profit, custom-
ers, competitors and marketing strategy since putting the goods on the market until their removal from the mar-
ket. 
The market situation is changing at every stage of the life cycle and requires a corresponding change in the strat-
egy and tactics of enterprise activity in the market that is of particular importance.  
A footwear manufacturer must plan his production strategy, based on the possibility to use marketing elements 
to optimize the structure of the product life cycle.  
Different companies take different approaches to devising the strategy of goods production depending on cus-
tomer needs, available resources, market conditions, etc. Moreover, the same company can use different strate-
gies for different goods. The strategy selection is usually based on the product competitiveness.  
Keywords: marketing, products (services), shoes, merchandising, promotion, price, competition 

 
 

The life cycle of any product (including 
a pair of shoes) is a concept that describes 
product sales, profit, customers, competitors 
and marketing strategy since putting the 
goods on the market until their removal from 
the market. 

The market situation is changing at 
every stage of the life cycle and requires a 
corresponding change in the strategy and tac-
tics of enterprise activity in the market that is 
of particular importance.  

The main products have 4-5 stages, be-
fore disappearing from the market:  
- Presentation (launch);  
- Growth (development);  
- Maturity (stabilization);  
- Decline (decline and updating products);  
- Death (death and the start of goods relaunch 
cycle).  

A product life cycle depends on the 
number of substitutes, their competitiveness, 
as well as on the right management decisions 
aimed at developing supporting activities to 
optimize the structure of the product life cy-
cle. The main activities to optimize the struc-
ture of the product life cycle include: proper 
use of various elements of marketing at vari-
ous stages of product life cycle; production 
strategy of the enterprise.  

A footwear manufacturer must plan his 
production strategy, based on the possibility 

to use marketing elements to optimize the 
structure of the product life cycle.  

Different companies take different ap-
proaches to devising the strategy of goods 
production depending on customer needs, 
available resources, market conditions, etc. 
Moreover, the same company can use differ-
ent strategies for different goods. The strat-
egy selection is usually based on the product 
competitiveness. 

The development of new combinations 
of goods is based on targets and strategies of 
enterprises and is accompanied by the analy-
sis of the enterprise position, resulted in mak-
ing a decision on the probable diversification 
of its activities. The consideration of the fac-
tors that are controlled by marketing (Figure 
1), as well as the factors that are not con-
trolled by marketing (Figure 2) is a prerequi-
site for the strategy devising.  

Thus, the product life cycle manage-
ment is the process of product management 
from the product concept to its utilization. 
When this process is efficient, the enterprise 
is able to operate profitable innovations, to 
accelerate the development of new products, 
to launch them shortly and constantly im-
prove their quality, while reducing their pro-
duction costs. 
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Figure 1. Factors controlled by marketing 

 
 

 
Figure 2. Factors uncontrolled by marketing 

 
 
Five stages in the footwear life cycle 

require permanent change of pricing strategy. 
A product life cycle is characterized by fluc-
tuations in sales and profits from its sale. 
Thereafter, the price will vary depending on 
what stage of life cycle the goods are at. 
Thus, we can conclude that the price set by 

the enterprise for the goods depends on the 
production costs, supply and demand, as well 
as the population solvency, pricing and mar-
ket strategy of the enterprise, product quality, 
interchangeability of goods and their life cy-
cle. 

  

Independent means of 
marketing information 

• Printing 
• Television 
• Radio 
• News Agencies 

Technology 
 • Achievements 

• Patents 
• Restrictions on 
 Resources 

Consumers 
• Characteristics 
• Interpersonal influ-
ence 
• Decision-making 
• Organizations 

Factors that are not controlled by marketing 

Competition 
• Structure 
• Marketing strategy 
• Decision-making 
• Organizations 

Government 

Economy 
• Growth Rate 
Inflation Rate 
• Unemployment 
Rate 

Selecting a target market 
• Size 
• Characteristics 

 

Marketing 

Control 

• Daily 

• Periodic 

Marketing Objectives 
• Images 
• Sales 
• Profit 
• Distinctive advantages 
 

Marketing structure  
• Products (services) 
• Merchandising 
• Promotion 
• Price 

Marketing Organization  
• Types 


