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P
r
oduct
) (
The
 
p
r
oduct
 
is
 
a
n
y
 
g
ood
 
or
 
se
r
vice
 
of
f
e
r
ed
 
f
or
 
sale
 
t
o
 
cu
s
t
ome
r
s.
 
A
 
p
r
oduct
 
c
an
 
be
 
qui
t
e
simple
 
such
 
as
 
a
 
bi
r
o
 
or
 
a
 
pair
 
of
 
soc
k
s;
 
but
 
of
t
en
 
the
r
e
 
is
 
mo
r
e
 
t
o
 
a
 
p
r
oduct
 
than
 
ju
s
t
 
the
i
t
em
 
itsel
f
.
 
F
or
 
e
x
ample,
 
a
 
jar
 
of
 
c
of
f
ee
 
is
 
not
 
ju
s
t
 
a
 
jar
 
of
 
c
of
f
ee
 
–
 
it
 
is
 
a
 
g
a
t
e
w
a
y
 
t
o
 
a
 
mo
r
e
e
x
otic
 
li
f
e,
 
or
 
a
 
m
e
thod
 
of
 
ensuring
 
th
a
t
 
friends
 
c
ome
 
r
ound
 
f
or
 
a
 
ch
a
t
 
in
 
the
 
morning.
 
Some
p
r
oducts
 
a
r
e
 
pu
r
chased
 
t
o
 
sh
o
w
 
pe
r
sonal
 
s
tyle
 
or
 
t
o
 
p
r
e
t
e
n
tiously
 
demon
s
t
r
a
t
e
 
w
ealth.
P
r
oducts
 
of
t
en
 
c
ome
 
w
r
apped
 
in
 
add-ons,
 
such
 
as
 
se
r
vice
 
pac
k
a
g
es
 
or
 
f
r
ee
 
deli
v
e
r
y
 
and
in
s
t
all
a
tion
 
on
 
electri
c
al
 
g
oods.
 
Do
 
not
 
ju
s
t
 
think
 
of
 
a
 
p
r
oduct
 
as
 
a
 
pu
r
ely
 
functional
 
i
t
em:
c
onsider
 
its
 
pe
r
sonality
 
and
 
wh
a
t
 
it
 
s
a
y
s
 
about
 
the
 
c
onsumer
 
t
oo.
) (
P
r
oduct
 
port
f
olio
) (
The
 
p
r
oduct
 
port
f
olio
 
is
 
the
 
mix
 
of
 
p
r
oducts
 
the
 
business
 
p
r
oduces
 
and
 
sells.
 
H
a
ving
 
a
p
r
oduct
 
port
f
olio
 
ma
k
es
 
a
 
g
r
e
a
t
 
deal
 
of
 
sense
 
in
 
a
 
number
 
of
 
w
a
y
s.
 
A
 
p
r
oduct
 
port
f
olio:
) (
•
•
•
•
•
•
) (
sp
r
eads
 
fi
x
ed
 
c
o
s
ts;
all
o
w
s
 
f
or
 
g
r
e
a
t
er
 
e
c
onomies
 
of
 
s
c
ale;
all
o
w
s
 
the
 
t
a
r
g
e
ting
 
of
 
wider
 
mar
k
e
ts;
r
educes
 
risk;
smoothes
 
out
 
o
v
e
r
all
 
sales;
c
r
e
a
t
es
 
opportunitie
s
 
f
or
 
g
r
o
wth.
) (
The
 
p
r
oduct
 
port
f
olio
 
of
 
P
r
oc
t
or
 
and
 
Gamble
 
includes:
)
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P
r
oduct
 
b
r
eadth
 
and
 
de
p
th
) (
B
r
eadth
 
is
 
the
 
number
 
of
 
p
r
oduct
 
lines
 
a
 
business
 
p
r
oduces
 
or
 
r
e
t
ails:
 
its
 
de
p
th
 
is
 
the
number
 
of
 
p
r
oduct
 
v
ari
e
ties
 
within
 
each
 
p
r
oduct
 
line.
 
The
 
p
r
oduct
 
port
f
olio
 
of
 
P
r
oc
t
or
 
and
Gamble
 
is
 
made
 
up
 
of
 
o
v
er
 
20
 
b
r
ands
 
(p
r
oduct
 
b
r
eadth),
 
but
 
is
 
also
 
made
 
up
 
of
 
the
 
v
ari
e
ties
within
 
each
 
b
r
anded
 
p
r
oduct
 
(p
r
oduct
 
de
p
th).
 
F
or
 
e
x
ample,
 
the
r
e
 
will
 
be
 
a
 
number
 
of
 
si
z
es
of
 
Du
r
acell
 
b
a
t
t
eries,
 
but
 
also
 
dif
f
e
r
e
n
t
 
si
z
es
 
of
 
pac
k
s.
 
W
e
 
c
an
 
multiply
 
the
 
20
 
p
r
oducts
 
b
y
the
 
number
 
of
 
v
ari
e
ties
 
t
o
 
measu
r
e
 
the
 
c
ompl
e
t
e
 
p
r
oduct
 
port
f
olio.
 
H
a
ving
 
de
p
th
 
inc
r
eases
the
 
number
 
of
 
r
epe
a
t
 
bu
y
e
r
s
 
looking
 
f
or
 
v
ari
a
tions
 
of
 
the
 
p
r
oduct
 
and
 
also
 
allo
w
s
 
t
a
r
g
e
ting
of
 
dif
f
e
r
e
n
t
 
mar
k
e
t
 
niches
 
(
r
echa
r
g
eable,
 
al
k
aline
 
and
 
qua
n
tum
 
b
a
t
t
eries,
 
f
or
 
e
x
ample).
) (
B
r
anding
A
 
b
r
and
 
c
an
 
be
 
d
e
fined
 
in
 
s
e
v
e
r
al
 
w
a
y
s
 
–
 
e
x
amples
 
of
 
dif
f
e
r
e
n
t
 
d
e
finitions
 
a
r
e
 
gi
v
en
 
bel
o
w:
) (
•
) (
‘
A
 
b
r
and
 
is
 
the
 
name
 
gi
v
en
 
t
o
 
a
 
p
r
oduct
 
t
o
 
help
 
dif
f
e
r
e
n
ti
a
t
e
 
it
 
f
r
om
 
other
 
similar
p
r
oducts
.
’
‘
A
 
b
r
and
 
is
 
a
 
p
r
oduct
 
c
onsume
r
s
 
r
ely
 
on,
 
f
or
 
qualit
y
,
 
v
alue
 
and
 
se
r
vice
.
’
‘
A
 
b
r
and
 
i
n
v
ol
v
es
 
a
 
di
s
tincti
v
e
 
ide
n
tity
 
f
or
 
a
 
p
r
oduct
 
with
 
which
 
use
r
s
 
c
an
 
ide
n
ti
f
y
.
’
‘
A
 
b
r
and
 
is
 
a
 
name,
 
t
erm,
 
sign,
 
s
ymbol
 
or
 
design
 
which
 
ide
n
tifies
 
a
 
selle
r
’
s
 
p
r
oducts
and
 
dif
f
e
r
e
n
ti
a
t
es
 
them
 
f
r
om
 
c
omp
e
ti
t
o
r
s’
 
p
r
oducts
.
’
‘
A
 
b
r
and
 
is
 
a
 
p
r
oduct
 
which
 
c
an
 
be
 
ide
n
tified
 
easily
 
b
y
 
c
onsume
r
s
 
and,
 
in
 
the
 
e
y
es
 
of
c
onsume
r
s,
 
has
 
v
alue,
 
p
r
operties
 
or
 
an
 
ima
g
e
 
th
a
t
 
sepa
r
a
t
es
 
it
 
f
r
om
 
the
 
c
omp
e
tition
.
’
) (
•
•
•
) (
•
) (
Mar
k
e
ting
 
is
 
of
t
en
 
b
r
and
 
dri
v
en
 
–
 
the
 
objecti
v
e
 
is
 
t
o
 
e
s
t
ablish
 
a
 
p
r
oduct
 
with
 
a
 
sepa
r
a
t
e
ide
n
tity
 
in
 
c
onsume
r
s’
 
minds,
 
making
 
the
 
p
r
oduct
 
desi
r
able,
 
w
a
n
t
ed,
 
e
v
en
 
needed.
 
B
r
ands
a
r
e
 
impor
t
a
n
t
 
f
or
 
cu
s
t
ome
r
s
 
be
c
ause
 
th
e
y
 
r
ep
r
ese
n
t
 
a
ttribu
t
es,
 
v
alues,
 
ben
e
fits
 
and
pe
r
sonalit
y
.
 
B
r
ands
 
c
an
 
of
f
er
 
long-
t
erm
 
p
r
ofi
t
ability
 
t
o
 
businesses,
 
of
f
ering
 
a
 
deg
r
ee
 
of
p
r
edic
t
ability
 
t
o
 
sales
 
and
 
r
e
v
enues.
 
H
o
w
e
v
e
r
,
 
b
r
ands
 
do
 
not
 
ju
s
t
 
happen
 
–
 
th
e
y
 
mu
s
t
 
be
d
e
v
eloped
 
c
a
r
e
full
y
,
 
and
 
when
 
m
a
tu
r
e,
 
the
 
d
e
v
elopme
n
t
 
mu
s
t
 
c
o
n
tinue
 
so
 
th
a
t
 
full
 
long-
t
erm
 
v
alue
 
is
 
e
x
t
r
ac
t
ed
 
f
r
om
 
the
 
b
r
and.
) (
W
h
y
 
use
 
b
r
anding?
) (
Ad
v
a
n
t
a
g
es:
) (
•
•
) (
T
o
 
c
r
e
a
t
e
 
inc
r
eased
 
c
onsumer
 
l
o
y
alty
 
–
 
this
 
is
 
impor
t
a
n
t
 
when
 
c
omp
e
tition
 
is
 
i
n
t
ense.
T
o
 
sepa
r
a
t
e
 
the
 
p
r
oduct
 
f
r
om
 
the
 
he
r
d
 
–
 
especially
 
in
 
mar
k
e
ts
 
whe
r
e
 
the
r
e
 
is
othe
r
wise
 
little
 
dif
f
e
r
e
n
ti
a
tion
 
and
 
p
r
oducts
 
a
r
e
 
mar
k
ed
 
b
y
 
their
 
similarities
 
r
a
ther
than
 
their
 
dif
f
e
r
ences.
T
o
 
inc
r
ease
 
price
 
inela
s
ticity
 
of
 
demand
 
–
 
this
 
gi
v
es
 
g
r
e
a
t
er
 
c
o
n
t
r
ol
 
o
v
er
 
pricing
s
t
r
a
t
egies.
T
o
 
inc
r
ease
 
v
alue
 
of
 
the
 
business
 
–
 
b
r
and
 
v
alues
 
a
r
e
 
of
t
en
 
higher
 
than
 
other
 
ass
e
t
) (
•
) (
•
)
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v
alues
 
of
 
a
 
business.
•
 
 
T
o
 
ease
 
cu
s
t
omer
 
choice
 
–
 
b
r
and
 
ide
n
tity
 
ma
k
es
 
r
e
c
ognition
 
of
 
p
r
oducts
 
easie
r
,
making
 
pu
r
chase
 
mo
r
e
 
li
k
el
y
.
) (
Disad
v
a
n
t
a
g
es:
) (
•
•
) (
High
 
c
o
s
t
 
of
 
ad
v
ertis
ing
 
–
 
b
r
ands
 
mu
s
t
 
c
on
s
t
a
n
tly
 
be
 
k
e
p
t
 
in
 
the
 
c
onsume
r
’
s
 
e
y
e.
Loss
 
of
 
b
r
and
 
v
alue
 
f
or
 
one
 
p
r
oduct
 
c
an
 
a
f
f
ect
 
a
 
whole
 
r
an
g
e
 
of
 
similarly
 
b
r
anded
p
r
oducts.
B
r
ands
 
i
n
vi
t
e
 
c
omp
e
tition
 
–
 
of
t
en
 
f
r
om
 
c
o
p
y
c
a
t
 
manu
f
actu
r
e
r
s.
High
 
c
o
s
t
 
of
 
r
esea
r
ch
 
and
 
d
e
v
elopme
n
t
 
in
 
ensuring
 
th
a
t
 
the
 
b
r
and
 
c
o
n
tinues
 
t
o
d
e
v
elop
 
and
 
lead
 
the
 
mar
k
e
t.
) (
•
•
) (
Unique
 
selling
 
poi
n
t/p
r
oposition
 
(USP)
) (
B
y
 
unique
 
selling
 
poi
n
t,
 
w
e
 
mean
 
th
a
t
 
the
 
p
r
oduct
 
or
 
se
r
vice
 
has
 
a
 
f
e
a
tu
r
e
 
or
 
f
e
a
tu
r
es
 
th
a
t
c
an
 
be
 
used
 
t
o
 
sepa
r
a
t
e
 
it
 
f
r
om
 
the
 
c
omp
e
tition.
 
This
 
c
ould
 
be
 
the
 
r
esult
 
of
 
a
 
t
echnologi
c
al
ad
v
a
n
t
a
g
e.
 
A
 
g
ood
 
e
x
ample
 
of
 
this
 
is
 
the
 
D
y
son
 
r
an
g
e
 
of
 
v
acuum
 
cleane
r
s.
 
D
y
son
 
is
 
now
 
the
mar
k
e
t
 
leade
r
,
 
with
 
v
acuums
 
selling
 
a
t
 
a
r
ound
 
£250.
 
B
e
f
o
r
e
 
D
y
son,
 
with
 
its
 
bagless
 
s
y
s
t
em
and
 
brig
h
t
 
c
olou
r
s,
 
the
 
mar
k
e
t
 
leader
 
w
as
 
priced
 
a
t
 
£90.
USP
 
c
an
 
also
 
r
esult
 
f
r
om
 
some
 
f
e
a
tu
r
e
 
of
 
the
 
p
r
oduct
 
and
 
its
 
design.
 
F
or
 
e
x
ample,
 
the
 
hole
in
 
P
olo
 
mi
n
ts
 
or
 
the
 
design
 
of
 
the
 
i
P
ad.
) (
P
r
oduct
 
dif
f
e
r
e
n
ti
a
tion
) (
Making
 
y
our
 
p
r
oducts
 
dif
f
e
r
e
n
t
 
f
r
om
 
the
 
c
omp
e
tition
 
is
 
impor
t
a
n
t.
 
This
 
sepa
r
a
t
es
 
y
our
b
r
and
 
f
r
om
 
c
omp
e
ti
t
or
 
b
r
ands.
 
P
r
oducts
 
mig
h
t
 
be
 
v
e
r
y
 
similar
 
in
 
the
 
w
a
y
 
th
a
t
 
th
e
y
 
a
r
e
made
 
or
 
h
o
w
 
th
e
y
 
a
r
e
 
used
 
but
 
m
a
y
 
be
 
pe
r
cei
v
ed
 
qui
t
e
 
dif
f
e
r
e
n
tly
 
b
y
 
c
onsume
r
s.
 
P
r
oducts
c
an
 
be
 
dif
f
e
r
e
n
ti
a
t
ed
 
f
r
om
 
the
 
c
omp
e
tition
 
b
y:
) (
•
•
•
•
•
) (
m
e
thods
 
of
 
p
r
omoti
on
 
–
 
c
r
e
a
ting
 
a
 
pe
r
sonality
 
f
or
 
the
 
p
r
oduct;
pac
k
aging
 
–
 
e
c
o-pac
k
aging;
f
orm
 
–
 
making
 
y
our
 
p
r
oducts
 
look
 
dif
f
e
r
e
n
t
 
f
r
om
 
the
 
c
omp
e
tition;
the
 
p
r
o
vision
 
of
 
ad
d
-ons
 
–
 
Kia
 
c
a
r
s
 
h
a
v
e
 
a
 
s
e
v
en
 
y
ear
 
w
ar
r
a
n
ty;
quality
 
and
 
r
eliabili
t
y
 
–
 
these
 
a
r
e
 
f
e
a
tu
r
es
 
which
 
c
an
 
be
 
emphasised
 
(
f
or
 
e
x
ample,
BMW
 
and
 
R
olls
 
R
o
y
ce
 
c
a
r
s).
) (
P
r
oduct
 
dif
f
e
r
e
n
ti
a
tion
 
hel
p
s
 
c
r
e
a
t
e
 
cu
s
t
omer
 
l
o
y
alty
 
and
 
gi
v
es
 
a
 
business
 
mo
r
e
 
c
o
n
t
r
ol
 
o
v
er
the
 
pricing
 
s
t
r
a
t
egies
 
used.
)
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The
 
p
r
oduct
 
li
f
e
 
c
y
cle
) (
This
 
r
ep
r
ese
n
ts
 
the
 
dif
f
e
r
e
n
t
 
s
t
a
g
es
 
in
 
the
 
li
f
e
 
of
 
a
 
p
r
oduct
 
and
 
the
 
sales
 
th
a
t
 
a
r
e
 
achi
e
v
ed
a
t
 
each
 
s
t
a
g
e.
 
F
or
 
some
 
p
r
oducts
 
the
 
li
f
e
 
c
y
cle
 
c
an
 
be
 
short
 
–
 
f
or
 
e
x
ample,
 
one-hit
 
w
onder
bands
 
or
 
this
 
summe
r
’
s
 
f
ashion.
 
Othe
r
s
 
appeal
 
f
or
 
a
 
lon
g
er
 
period
 
and
 
then
 
g
o
 
out
 
of
f
ashion
 
or
 
a
r
e
 
r
eplaced
 
b
y
 
n
e
w
e
r
,
 
mo
r
e
 
up-
t
o-d
a
t
e
 
or
 
t
echnologi
c
ally
 
ad
v
anced
 
p
r
oducts.
H
o
w
e
v
e
r
,
 
the
r
e
 
a
r
e
 
some
 
p
r
oducts
 
th
a
t
 
a
r
e
 
unique:
 
f
or
 
these
 
the
 
li
f
e
 
c
y
cle
 
g
oes
 
on
 
and
 
on.
Co
c
a
 
Cola,
 
the
 
VW
 
Golf
 
and
 
Ma
r
s
 
ba
r
s
 
a
r
e
 
e
x
amples
 
of
 
p
r
oducts
 
with
 
imp
r
essi
v
ely
 
long
 
and
on
g
oing
 
li
f
e
 
c
y
cles.
 
Wh
a
t
e
v
er
 
the
 
p
r
oduct,
 
it
 
will
 
h
a
v
e
 
a
 
li
f
e
 
c
y
cle
 
of
 
some
 
sort.
) (
The
 
s
t
a
g
es
 
of
 
the
 
p
r
oduct
 
li
f
e
 
c
y
cle
) (
Mar
k
e
ting
 
e
xperts
 
h
a
v
e
 
divided
 
the
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
i
n
t
o
 
fi
v
e
 
s
t
a
g
es:
) (
•
•
•
•
•
) (
I
n
t
r
oduc
tion
G
r
o
w
th
M
a
turity
S
a
tu
r
a
tion
Decline
) (
I
n
t
r
oduction
The
 
p
r
oduct
 
is
 
n
e
w
 
t
o
 
the
 
mar
k
e
t
 
and
 
f
e
w
 
po
t
e
n
tial
 
c
onsume
r
s
 
kn
o
w
 
of
 
its
 
e
xi
s
t
ence.
Price
 
c
an
 
be
 
high
 
and
 
sales
 
m
a
y
 
be
 
r
e
s
tric
t
ed
 
t
o
 
early
 
ado
p
t
e
r
s
 
(those
 
th
a
t
 
mu
s
t
 
h
a
v
e
 
n
e
w
t
echnolog
y
,
 
g
ad
g
e
ts
 
or
 
f
ashions
 
fi
r
s
t).
 
P
r
ofits
 
a
r
e
 
of
t
en
 
l
o
w
 
as
 
d
e
v
elopme
n
t
 
c
o
s
ts
 
h
a
v
e
 
t
o
 
be
r
epaid
 
and
 
ad
v
ertising
 
e
xpenditu
r
e
 
c
an
 
of
t
en
 
be
 
high.
) (
G
r
o
w
th
 
) (
The
 
p
r
oduct
 
is
 
be
c
oming
 
mo
r
e
 
widely
 
kn
o
wn
 
and
 
c
onsumed.
 
Ad
v
ertising
 
tries
 
t
o
 
e
s
t
ablish
or
 
s
t
r
en
g
then
 
the
 
b
r
and
 
and
 
d
e
v
elop
 
an
 
ima
g
e
 
f
or
 
the
 
p
r
oduct.
 
P
r
ofits
 
m
a
y
 
s
t
art
 
t
o
 
be
earned
 
but
 
ad
v
ertising
 
e
xpenditu
r
e
 
is
 
s
till
 
high.
 
Prices
 
m
a
y
 
f
all.
) (
M
a
turity
The
 
p
r
oduct
 
r
an
g
e
 
m
a
y
 
be
 
e
x
t
ended.
 
Comp
e
tition
 
will
 
inc
r
ease
 
and
 
this
 
has
 
t
o
 
be
 
r
esponded
t
o.
 
Ad
v
ertising
 
should
 
be
 
used
 
t
o
 
firm-up
 
the
 
ima
g
e
 
of
 
the
 
p
r
oduct
 
in
 
the
 
c
onsume
r
s’
 
minds.
Sales
 
a
r
e
 
a
t
 
their
 
peak,
 
p
r
ofits
 
should
 
be
 
high.
) (
S
a
tu
r
a
tion
V
e
r
y
 
f
e
w
 
n
e
w
 
cu
s
t
ome
r
s
 
a
r
e
 
g
ained,
 
r
eplaceme
n
t
 
pu
r
chases
 
a
r
e
 
the
 
t
r
end.
 
Businesses
should
 
t
r
y
 
t
o
 
r
educe
 
their
 
c
o
s
ts,
 
so
 
th
a
t
 
prices
 
c
an
 
be
 
mo
r
e
 
fl
e
xible.
 
The
 
b
a
ttle
 
t
o
 
su
r
vi
v
e
 
is
beginning
 
and
 
the
 
mar
k
e
t
 
f
or
 
the
 
p
r
oduct
 
is
 
‘full
’
.
 
P
r
ofits
 
m
a
y
 
s
t
art
 
t
o
 
decline.
)
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Decline
Sales
 
c
an
 
n
o
w
 
f
all
 
f
a
s
t
 
and
 
the
 
p
r
oduct
 
r
an
g
e
 
m
a
y
 
be
 
r
educed,
 
with
 
the
 
business
c
once
n
t
r
a
ting
 
on
 
c
o
r
e
 
p
r
oducts.
 
Ad
v
ertising
 
c
o
s
ts
 
will
 
be
 
r
educed,
 
with
 
a
t
t
em
p
ts
 
made
 
t
o
mop-up
 
wh
a
t
 
is
 
l
e
ft
 
of
 
the
 
po
t
e
n
tial
 
mar
k
e
t.
 
O
v
e
r
all
 
p
r
ofits
 
will
 
f
all.
 
Price
 
is
 
li
k
ely
 
t
o
 
f
all,
 
but
b
y
 
c
once
n
t
r
a
ting
 
on
 
r
emaining
 
mar
k
e
t
 
niches
 
the
r
e
 
m
a
y
 
be
 
some
 
price
 
s
t
abilit
y
.
) (
Businesses
 
will
 
t
r
y
 
t
o
 
ma
k
e
 
the
 
p
r
oduct
 
s
t
a
y
 
in
 
the
 
m
a
turity
 
s
t
a
g
e
 
as
 
long
 
as
 
possible
 
as
 
this
will
 
m
a
ximise
 
p
r
ofits
 
and
 
help
 
the
 
business
 
g
ain
 
the
 
g
r
e
a
t
e
s
t
 
r
e
turn
 
on
 
the
 
mon
e
y
 
i
n
v
e
s
t
ed
in
 
the
 
p
r
oduct.
 
T
o
 
do
 
this,
 
the
 
business
 
will
 
need
 
t
o
 
use
 
e
x
t
ension
 
s
t
r
a
t
egies.
) (
E
x
ample
 
li
f
e
 
c
y
cles
) (
Bel
o
w
 
w
e
 
see
 
a
 
typi
c
al,
 
or
 
classic,
 
p
r
oduct
 
li
f
e
 
c
y
cle:
) (
Sales
) (
T
ime
) (
In
 
this
 
e
x
ample
 
w
e
 
see
 
the
 
fi
v
e
 
s
t
a
g
es,
 
s
t
arting
 
with
 
i
n
t
r
oduction,
 
th
r
ough
 
g
r
o
w
th,
 
m
a
turit
y
,
s
a
tu
r
a
tion
 
and
 
finally
 
decline.
 
The
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
measu
r
es
 
the
 
chan
g
e
 
in
 
sales
 
of
 
the
p
r
oduct
 
th
a
t
 
occu
r
s
 
o
v
er
 
time.
 
W
e
 
c
an
 
see
 
th
a
t
 
sales
 
inc
r
ease
 
th
r
ough
 
i
n
t
r
oduction,
 
g
r
o
w
th
and
 
i
n
t
o
 
m
a
turity
 
u
n
til
 
w
e
 
r
each
 
the
 
s
a
tu
r
a
tion
 
s
t
a
g
e
 
of
 
the
 
p
r
oduct
 
li
f
e
 
c
y
cle.
 
Sales
 
n
o
w
s
t
art
 
t
o
 
f
all
 
and
 
the
 
p
r
oduct
 
m
o
v
es
 
i
n
t
o
 
decline.
) (
P
r
ofits
 
c
an
 
be
 
plot
t
ed
 
a
g
ain
s
t
 
a
 
li
f
e
 
c
y
cle.
 
The
 
r
ed
 
line
 
bel
o
w
 
sh
o
w
s
 
the
 
li
k
ely
 
chan
g
e
in
 
p
r
ofi
t
ability
 
of
 
the
 
p
r
oduct
 
o
v
er
 
its
 
li
f
e.
 
Initially
 
losses
 
a
r
e
 
made
 
as
 
r
esea
r
ch
 
and
d
e
v
elopme
n
t
 
c
o
s
ts
 
h
a
v
e
 
t
o
 
be
 
r
e
c
ouped
 
and
 
ad
v
ertising
 
c
o
s
ts
 
a
r
e
 
li
k
ely
 
t
o
 
be
 
high.
 
As
 
the
li
f
e
 
c
y
cle
 
m
o
v
es
 
th
r
ough
 
g
r
o
w
th
 
i
n
t
o
 
m
a
turit
y
,
 
p
r
ofits
 
a
r
e
 
made.
 
P
r
ofits
 
a
r
e
 
li
k
ely
 
t
o
 
c
o
n
tinu
e
t
o
 
be
 
made
 
th
r
ough
 
t
o
 
the
 
end
 
of
 
the
 
c
y
cle,
 
though
 
a
t
 
a
 
l
o
w
er
 
l
e
v
el.
) (
Introduction
) (
Growth
) (
Maturity
) (
Saturation
) (
Decline
)
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Sales
) (
T
ime
) (
This
 
is
 
a
 
typi
c
al
 
s
tructu
r
e
 
of
 
a
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
but
 
the
r
e
 
a
r
e
 
ma
n
y
 
p
r
oducts
 
th
a
t
 
do
 
not
 
fit
i
n
t
o
 
this
 
classic
 
model.
) (
In
 
the
 
‘St
r
a
w
 
on
 
Fi
r
e’
 
li
f
e
 
c
y
cle,
 
the
 
p
r
oduct
 
quickly
 
m
o
v
es
 
th
r
ough
 
all
 
the
 
s
t
a
g
es.
I
n
t
r
oduction
 
is
 
short
 
and
 
mar
k
e
t
 
s
a
tu
r
a
tion
 
m
a
y
 
be
 
r
eached
 
in
 
a
 
m
a
t
t
er
 
of
 
mo
n
ths.
 
During
this
 
time
 
sales
 
c
an
 
be
c
ome
 
inc
r
edibly
 
high
 
and
 
p
r
oducts
 
with
 
‘St
r
a
w
 
on
 
Fi
r
e’
 
li
f
e
 
c
y
cles
 
c
an
domin
a
t
e
 
the
 
mar
k
e
t
 
f
or
 
a
 
short
 
period.
 
Some
 
of
 
the
 
be
s
t
 
e
x
amples
 
of
 
this
 
type
 
of
 
li
f
e
 
c
y
cle
c
an
 
be
 
f
ound
 
in
 
the
 
child
r
en
’
s
 
t
o
y
 
mar
k
e
t:
 
the
r
e
 
h
a
v
e
 
been
 
ma
n
y
 
o
v
er
 
the
 
y
ea
r
s
 
including
Furbies,
 
Cabba
g
e
 
P
a
t
ch
 
dolls,
 
hula
 
hoops,
 
y
o
-
y
os,
 
loom
 
bands
 
e
t
c.
) (
The
 
‘E
x
t
ended’
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
demon
s
t
r
a
t
es
 
th
a
t
 
some
 
p
r
oducts
 
r
emain
 
in
 
the
mar
k
e
tplace
 
f
or
 
a
 
long
 
time
 
–
 
of
t
en
 
much
 
lon
g
er
 
than
 
c
omp
e
ti
t
or
 
p
r
oducts.
 
These
 
p
r
oducts
s
t
a
y
 
in
 
m
a
turity
 
and
 
seem
 
t
o
 
a
v
oid
 
decline.
 
Consider
 
the
 
shape
 
of
 
the
 
li
f
e
 
c
y
cle
 
of
 
Co
c
a
 
Cola
or
 
Rice
 
K
rispies.
 
A
r
e
 
these
 
p
r
oducts
 
in
 
decline,
 
or
 
a
r
e
 
sales
 
being
 
mai
n
t
ained?
) (
Ex
t
ension
 
s
t
r
a
t
egies
) (
These
 
a
r
e
 
used
 
t
o
 
e
x
t
end
 
the
 
li
f
e
 
c
y
cle
 
of
 
the
 
p
r
oduct.
 
Th
e
y
 
m
a
y
 
be
 
necessa
r
y
 
be
c
ause
 
a
n
e
w
 
p
r
oduct
 
has
 
not
 
been
 
d
e
v
eloped
 
t
o
 
r
eplace
 
an
 
a
g
eing
 
p
r
oduct.
 
Th
e
y
 
m
a
y
 
also
 
be
 
used
as
 
a
 
p
r
oduct
 
has
 
a
 
declining
 
mar
k
e
t
 
sha
r
e
 
in
 
a
 
la
r
g
e
 
or
 
g
r
o
wing
 
mar
k
e
t.
) (
E
x
t
ension
 
s
t
r
a
t
egies
 
c
ould
 
include:
) (
•
 
 
r
epositio
ning
 
the
 
p
r
oduct
 
in
 
the
 
mar
k
e
tplace;
) (
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•
 
 
r
elaunching
 
the
 
p
r
oduct,
 
aiming
 
a
t
 
a
 
dif
f
e
r
e
n
t
 
segme
n
t,
 
e
.
g.
 
p
r
omoting
 
the
 
healt
h
y
aspects
 
of
 
c
onsumi
n
g
 
the
 
p
r
oduct;
•
 
 
using
 
the
 
‘n
o
w
 
with’
 
policy
 
–
 
this
 
t
actic
 
is
 
o
f
t
en
 
used
 
with
 
limi
t
ed
 
edition
 
c
a
r
s.
) (
Succes
s
ful
 
e
x
t
ension
 
s
t
r
a
t
egies
 
c
an
 
t
r
an
s
f
orm
 
the
 
position
 
of
 
a
 
p
r
oduct
 
in
 
the
 
mar
k
e
tplace.
Lu
c
o
z
ade
 
w
as
 
once
 
a
 
drink
 
f
or
 
child
r
en
 
who
 
w
e
r
e
 
u
n
w
ell
 
–
 
n
o
w
 
it
 
is
 
mar
k
e
t
ed
 
as
 
a
 
sports
drink.
 
Other
 
e
x
t
ension
 
s
t
r
a
t
egies
 
do
 
little
 
mo
r
e
 
than
 
del
a
y
 
the
 
end
 
of
 
the
 
li
f
e
 
c
y
cle.
Hop
e
fully
 
the
 
del
a
y
 
will
 
be
 
long
 
enough
 
t
o
 
all
o
w
 
a
 
n
e
w
 
p
r
ofi
t
able
 
p
r
oduct
 
t
o
 
be
c
ome
e
s
t
ablished,
 
r
eplace
 
the
 
p
r
oduct
 
in
 
decline
 
and
 
help
 
the
 
business
 
k
eep
 
a
 
balanced
 
p
r
oduct
port
f
olio.
) (
The
 
Bo
s
t
on
 
M
a
trix
) (
The
 
Bo
s
t
on
 
M
a
trix
 
w
as
 
d
e
vised
 
b
y
 
the
 
Bo
s
t
on
 
Consul
t
ancy
 
G
r
oup
 
in
 
the
 
1960s
 
and
 
it
 
allo
w
s
the
 
anal
y
sis
 
of
 
a
 
business
’
s
 
p
r
oducts
 
b
y
 
dividing
 
the
 
p
r
oducts
 
i
n
t
o
 
f
our
 
c
a
t
e
g
ories.
 
The
c
a
t
e
g
ories
 
the
 
p
r
oducts
 
a
r
e
 
placed
 
in
 
depend
 
on
 
their
 
mar
k
e
t
 
sha
r
e
 
and
 
the
 
l
e
v
el
 
of
 
g
r
o
w
th
th
a
t
 
is
 
occurring
 
in
 
the
 
mar
k
e
t.
 
In
 
the
 
diag
r
am
 
bel
o
w
 
w
e
 
see
 
the
 
s
tructu
r
e
 
of
 
the
 
Bo
s
t
on
M
a
trix.
 
This
 
s
tructu
r
e
 
c
an
 
be
 
used
 
as
 
a
 
guide
 
t
o
 
p
r
oduct
 
mix
 
mana
g
eme
n
t.
) (
Que
s
tion
mar
k
s
) (
S
t
a
r
s
) (
Cash
c
o
ws
) (
Dogs
) (
L
o
w
Mar
k
e
t
 
Sha
r
e
High
) (
F
a
s
t
Mar
k
e
t
 
g
r
o
w
th
Sl
o
w
)
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Cash
 
c
o
w
s
 
(High
 
mar
k
e
t
 
sha
r
e
 
–
 
sl
o
w
 
mar
k
e
t
 
g
r
o
w
th)
) (
Cash
 
c
o
w
s
 
a
r
e
 
v
e
r
y
 
p
r
ofi
t
able
 
p
r
oducts
 
and
 
e
xpenditu
r
e
 
on
 
such
 
things
 
as
 
ad
v
ertising
 
is
r
el
a
ti
v
ely
 
l
o
w
.
 
Cu
s
t
ome
r
s
 
kn
o
w
 
and
 
unde
r
s
t
and
 
the
 
p
r
oduct,
 
and
 
b
r
and
 
v
alue
 
has
 
been
e
s
t
ablished.
 
It
 
is
 
also
 
li
k
ely
 
th
a
t
 
d
e
v
elopme
n
t
 
c
o
s
ts
 
h
a
v
e
 
al
r
eady
 
been
 
r
e
c
ouped,
 
inc
r
easing
p
r
ofi
t
ability
 
furthe
r
.
 
E
x
amples
 
of
 
such
 
p
r
oducts
 
w
ould
 
be
 
the
 
F
o
r
d
 
F
ocus,
 
K
ello
g
g
’
s
 
Corn
Fla
k
es
 
and
 
Cadbu
r
y
’
s
 
Dai
r
y
 
Milk.
) (
S
t
a
r
s
 
(High
 
mar
k
e
t
 
sha
r
e
 
–
 
f
a
s
t
 
mar
k
e
t
 
g
r
o
w
th)
) (
The
 
mar
k
e
t
 
m
a
y
 
be
 
som
e
wh
a
t
 
imm
a
tu
r
e,
 
with
 
n
e
w
 
cu
s
t
ome
r
s
 
being
 
a
tt
r
ac
t
ed
 
t
o
 
the
mar
k
e
tplace
 
and
 
n
e
w
 
c
omp
e
ti
t
o
r
s
 
being
 
t
em
p
t
ed
 
b
y
 
po
t
e
n
tial
 
p
r
ofits
 
and
 
mar
k
e
t
 
sha
r
e.
Comp
e
tition
 
is
 
high
 
–
 
businesses
 
a
r
e
 
fig
h
ting
 
f
or
 
a
 
sha
r
e
 
of
 
po
t
e
n
tially
 
hu
g
e
 
p
r
ofits.
 
S
t
a
r
s
 
a
r
e
p
r
oducts
 
th
a
t
 
h
a
v
e
 
a
 
high
 
mar
k
e
t
 
sha
r
e
 
in
 
a
 
f
a
s
t
 
g
r
o
wing
 
mar
k
e
t.
 
S
t
ar
 
p
r
oducts
 
h
a
v
e
 
high
l
e
v
els
 
of
 
r
e
v
enue,
 
but
 
also
 
h
a
v
e
 
high
 
l
e
v
els
 
of
 
c
o
s
ts.
 
Ad
v
ertising
 
and
 
mar
k
e
ting
 
e
xpenditu
r
e
is
 
high.
 
B
r
ands
 
h
a
v
e
 
t
o
 
be
 
e
s
t
ablished
 
and
 
hop
e
fully
 
the
 
p
r
oducts
 
will
 
d
e
v
elop
 
i
n
t
o
 
c
ash
c
o
w
s.
 
The
 
classic
 
e
x
ample
 
of
 
a
 
r
ece
n
t
 
p
r
oduct
 
th
a
t
 
w
as
 
a
 
s
t
ar
 
and
 
has
 
be
c
ome
 
a
 
c
ash
 
c
o
w
 
is
the
 
Apple
 
i
P
ad.
) (
Que
s
tion
 
mar
k
s/P
r
oblem
 
child
r
en
 
(L
o
w
 
mar
k
e
t
 
sha
r
e
 
–
 
f
a
s
t
 
g
r
o
wing
 
mar
k
e
t)
) (
This
 
is
 
one
 
of
 
the
 
w
o
r
s
t
 
situ
a
tions
 
f
or
 
p
r
o
f
essional
 
mar
k
e
ting
 
people.
 
Th
e
y
 
h
a
v
e
 
a
 
p
r
oduct
in
 
a
 
f
a
s
t
 
g
r
o
wing
 
mar
k
e
t
 
but
 
the
 
p
r
oducts
 
a
r
e
 
not
 
selling.
 
Th
e
y
 
a
r
e
 
being
 
be
a
t
en
 
b
y
 
the
c
omp
e
tition.
 
Th
e
y
 
a
r
e
 
f
ailin
g
,
 
but
 
it
 
is
 
li
k
ely
 
t
o
 
be
 
w
orth
 
doing
 
som
e
thing
 
about
 
it.
 
Af
t
er
 
all,
it
 
is
 
not
 
g
ood
 
business
 
f
or
 
businesses
 
t
o
 
h
a
v
e
 
p
r
oducts
 
th
a
t
 
f
ail
 
t
o
 
c
a
p
tu
r
e
 
mar
k
e
t
 
sha
r
e
 
in
mar
k
e
ts
 
th
a
t
 
a
r
e
 
g
r
o
wing
 
in
 
impor
t
ance,
 
especially
 
when
 
the
 
n
e
w
 
mar
k
e
t
 
m
a
y
 
e
v
e
n
tually
r
eplace
 
an
 
e
xi
s
ting
 
mar
k
e
t.
) (
F
or
 
p
r
oducts
 
which
 
a
r
e
 
que
s
tion
 
mar
k
s,
 
a
 
p
r
oduct
 
r
elaunch
 
m
a
y
 
sol
v
e
 
the
 
p
r
oblem
 
or
a
 
basic
 
r
edesign
 
m
a
y
 
inc
r
ease
 
sales.
 
In
 
the
 
mid
 
1980s
 
jeans
 
w
e
r
e
 
out
 
of
 
f
ashion
 
but
 
the
mar
k
e
t
 
f
or
 
t
eena
g
e
 
clothes
 
w
as
 
g
r
o
wing
 
f
a
s
t.
 
L
e
vis
 
r
elaunched
 
their
 
jeans,
 
led
 
b
y
 
ad
v
ertising
f
or
 
501s,
 
which
 
had
 
n
e
v
er
 
been
 
a
 
s
tyle
 
of
 
jean
 
w
orn
 
f
or
 
f
ashion.
 
Within
 
a
 
f
e
w
 
mo
n
ths
 
sales
had
 
inc
r
eased
 
b
y
 
a
 
f
ac
t
or
 
of
 
10
 
–
 
the
 
p
r
oduct
 
be
c
ame
 
a
 
s
t
a
r
.
 
The
 
TV
 
ad
v
erts
 
used
 
pop
 
songs
as
 
soundt
r
ac
k
s,
 
s
t
arting
 
a
 
t
r
end
 
which
 
is
 
s
till
 
popular
 
in
 
mar
k
e
ting
 
30
 
y
ea
r
s
 
l
a
t
e
r
.
 
In
 
c
o
n
t
r
a
s
t,
the
r
e
 
h
a
v
e
 
been
 
ma
n
y
 
c
omp
e
ti
t
o
r
s
 
t
o
 
the
 
i
P
ad
 
since
 
launch
 
and
 
mo
s
t
 
h
a
v
e
 
ended
 
up
 
as
que
s
tion
 
mar
k
s,
 
he
a
vily
 
dis
c
ou
n
t
ed
 
and
 
e
v
e
n
tually
 
withd
r
a
wn.
) (
Dogs
 
(L
o
w
 
mar
k
e
t
 
sha
r
e
 
–
 
sl
o
w
 
g
r
o
wing
 
or
 
shrinking
 
mar
k
e
t)
) (
Dogs
 
h
a
v
e
 
l
o
w
 
mar
k
e
t
 
sha
r
e
 
in
 
a
 
m
a
tu
r
e
 
mar
k
e
t.
 
It
 
is
 
not
 
g
ene
r
ally
 
w
orth
 
spending
 
mon
e
y
on
 
r
ed
e
v
elopin
g
,
 
r
edesigning
 
or
 
ad
v
ertising
 
the
 
p
r
oducts
 
as
 
it
 
is
 
unli
k
ely
 
t
o
 
be
 
r
e
c
ouped
 
in
inc
r
eased
 
r
e
v
enue.
 
E
v
en
 
s
o
,
 
dogs
 
m
a
y
 
s
till
 
be
 
ma
r
ginally
 
p
r
ofi
t
able.
 
P
r
oblems
 
with
 
dogs
 
e
xi
s
t
)
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as
 
th
e
y
 
m
a
y
 
t
a
k
e
 
up
 
mana
g
eme
n
t
 
time,
 
tie
 
up
 
ass
e
ts
 
and
 
gi
v
e
 
v
e
r
y
 
l
o
w
 
r
e
turns.
) (
The
 
issues
 
sur
r
ounding
 
so-
c
alled
 
‘
do
g
’
 
p
r
oducts
 
c
an
 
be
 
qui
t
e
 
c
ompl
e
x.
 
Some
 
businesses
s
till
 
sell
 
hand
 
push
 
c
arp
e
t
 
s
w
eepe
r
s.
 
Y
ou
 
do
 
not
 
see
 
them
 
ad
v
ertised
 
on
 
T
V
,
 
c
omp
e
ting
 
f
or
mar
k
e
t
 
sha
r
e
 
a
g
ain
s
t
 
the
 
D
y
son,
 
but
 
th
e
y
 
s
till
 
p
r
oduce
 
p
r
ofits
 
f
or
 
niche
 
businesses.
 
The
d
e
v
elopme
n
t
 
c
o
s
ts
 
of
 
this
 
type
 
of
 
p
r
oduct
 
w
e
r
e
 
paid
 
back
 
long
 
a
g
o
,
 
mar
k
e
ting
 
is
 
virtually
non-
e
xi
s
t
e
n
t
 
and
 
th
e
y
 
a
r
e
 
p
r
ofi
t
able
 
enough
 
t
o
 
ensu
r
e
 
th
a
t
 
manu
f
actu
r
e
 
c
o
n
tinues.
Cur
r
e
n
tly
 
sales
 
of
 
al
c
ohol
 
th
r
ough
 
public
 
houses
 
a
r
e
 
f
alling
 
and
 
the
r
e
 
is
 
a
 
shrinking
 
mar
k
e
t.
Businesses
 
with
 
a
 
port
f
olio
 
of
 
ba
r
s
 
and
 
pu
b
s
 
sell
 
off
 
the
 
less
 
succes
s
ful
 
ones
 
(of
t
en
 
small
pu
b
s
 
with
 
no
 
f
ood
 
f
acilities)
 
and
 
f
ocus
 
on
 
la
r
g
e
 
city
 
ce
n
t
r
e
 
ba
r
s
 
and
 
g
a
s
t
r
opu
b
s
 
whe
r
e
p
r
ofits
 
a
r
e
 
highe
r
.
) (
It
 
c
an
 
be
 
w
orth
 
holding
 
on
 
t
o
 
dogs
 
especially
 
if
 
th
e
y
 
p
r
o
vide
 
s
yne
r
gies
 
–
 
f
or
 
e
x
ample,
 
a
c
ompa
n
y
 
m
a
y
 
boa
s
t
 
th
a
t
 
it
 
p
r
o
vides
 
a
 
c
ompl
e
t
e
 
r
an
g
e
 
of
 
p
r
oducts,
 
which
 
c
an
 
help
 
a
tt
r
act
cu
s
t
ome
r
s
 
who
 
m
a
y
 
oc
c
asionally
 
wish
 
t
o
 
buy
 
the
 
dog.
 
A
 
business
 
m
a
y
 
also
 
su
b
sidise
 
loss-
making
 
p
r
oducts
 
in
 
o
r
der
 
t
o
 
appear
 
e
thi
c
al
 
–
 
the
r
e
b
y
 
winning
 
cu
s
t
ome
r
s
 
and
 
enhancing
their
 
r
epu
t
a
tion.
 
If
 
a
 
business
 
has
 
dogs
 
th
a
t
 
a
r
e
 
unp
r
oducti
v
e
 
or
 
do
 
not
 
p
r
o
vide
 
s
yne
r
gies
f
or
 
the
 
whole
 
o
r
g
anis
a
tion,
 
one
 
solution
 
is
 
t
o
 
sell
 
off
 
the
 
dogs
 
t
o
 
small
 
speciali
s
t
 
niche
businesses
 
and
 
use
 
the
 
mon
e
y
 
r
aised
 
t
o
 
i
n
v
e
s
t
 
in
 
d
e
v
eloping
 
n
e
w
 
p
r
oducts.
) (
H
o
w
 
t
o
 
use
 
the
 
Bo
s
t
on
 
M
a
trix
) (
Businesses
 
mu
s
t
 
ensu
r
e
 
th
a
t
 
th
e
y
 
use
 
the
 
Bo
s
t
on
 
M
a
trix
 
in
 
the
 
w
a
y
 
i
n
t
ended:
) (
•
) (
t
o
 
jud
g
e
 
h
o
w
 
t
o
 
mana
g
e
 
individual
 
p
r
oducts
 
and
 
the
 
p
r
oduct
 
r
an
g
e,
 
gi
v
en
 
mar
k
e
t
c
on
dition
s;
t
o
 
r
e
c
ognise
 
the
 
impor
t
ance
 
of
 
using
 
succes
s
ful,
 
p
r
ofi
t
able
 
p
r
oducts
 
t
o
 
fund
 
the
d
e
v
elopme
n
t
 
of
 
the
 
s
t
a
r
s
 
and
 
c
ash
 
c
o
w
s
 
of
 
the
 
futu
r
e;
t
o
 
see
 
wh
e
ther
 
th
e
y
 
h
a
v
e
 
p
r
oducts
 
in
 
f
a
s
t
 
g
r
o
wing
 
and
 
po
t
e
n
tially
 
v
e
r
y
 
p
r
ofi
t
able
mar
k
e
t
 
sec
t
o
r
s.
) (
•
) (
•
) (
The
 
Bo
s
t
on
 
M
a
trix
 
c
an
 
help
 
businesses
 
anal
y
se
 
wh
e
ther
 
th
e
y
 
h
a
v
e
 
the
 
port
f
olio
 
th
a
t
 
th
e
y
w
a
n
t
 
and
 
wh
e
ther
 
it
 
m
a
t
ches
 
the
 
objecti
v
es
 
of
 
the
 
o
r
g
anis
a
tion.
 
F
r
om
 
anal
y
sing
 
their
p
r
oduct
 
port
f
olio
 
using
 
the
 
Bo
s
t
on
 
M
a
trix,
 
mana
g
e
r
s
 
c
an
 
then
 
e
s
t
ablish
 
their
 
mar
k
e
ting
s
t
r
a
t
egy
 
in
 
o
r
der
 
t
o
 
o
b
t
ain
 
the
 
desi
r
ed
 
port
f
olio.
) (
Mo
s
t
 
businesses
 
w
ould
 
li
k
e
 
t
o
 
h
a
v
e
 
a
 
p
r
oduct
 
mix
 
or
 
port
f
olio
 
which
 
has
 
no
 
p
r
oblem
child
r
en,
 
ma
n
y
 
c
ash
 
c
o
w
s
 
and
 
ple
n
ty
 
of
 
s
t
a
r
s
 
th
a
t
 
look
 
li
k
e
 
d
e
v
eloping
 
i
n
t
o
 
c
ash
 
c
o
w
s.
H
o
w
e
v
e
r
,
 
in
 
the
 
r
eal
 
w
orld
 
the
r
e
 
a
r
e
 
v
e
r
y
 
f
e
w
 
businesses
 
th
a
t
 
a
r
e
 
th
a
t
 
succes
s
ful.
 
E
v
en
Mic
r
osoft,
 
the
 
w
orld
’
s
 
la
r
g
e
s
t
 
soft
w
a
r
e
 
c
ompa
n
y
,
 
is
 
s
tru
g
gling
 
in
 
some
 
sec
t
o
r
s
 
including
t
abl
e
ts
 
and
 
mobile
 
phones.
)

 (
Cha
p
t
er
 
3
 
–
 
P
r
oduct
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
Discussion
 
themes
) (
Explain
 
wh
a
t
 
is
 
mea
n
t
 
b
y
 
a
 
p
r
oduct
 
port
f
olio.
) (
W
h
y
 
is
 
b
r
anding
 
impor
t
a
n
t
 
f
or
 
a
 
business?
) (
Wh
a
t
 
c
o
s
ts
 
a
r
e
 
i
n
v
ol
v
ed
 
in
 
e
s
t
ablishing
 
and
 
mai
n
t
aining
 
a
 
b
r
and?
) (
‘
E
v
e
r
y
 
p
r
oduct
 
should
 
h
a
v
e
 
a
 
US
P
.
’
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
) (
‘P
r
oduct
 
li
f
e
 
c
y
cles
 
c
an
 
help
 
a
 
business
 
c
r
e
a
t
e
 
an
 
e
f
f
ecti
v
e
 
p
r
oduct
 
port
f
olio
.
’
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
) (
‘E
x
t
ension
 
s
t
r
a
t
egies
 
a
r
e
 
a
 
w
a
s
t
e
 
of
 
mon
e
y
.
’
 
Do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
) (
H
o
w
 
c
an
 
a
 
business
 
use
 
the
 
Bo
s
t
on
 
M
a
trix
 
t
o
 
mana
g
e
 
their
 
p
r
oduct
 
port
f
olio?
) (
R
ead
 
the
 
article
 
and
 
summarise
 
h
o
w
 
a
 
business
 
c
an
 
use
 
e
x
t
ension
 
s
t
r
a
t
egies
 
t
o
 
p
r
olong
 
the
 
li
f
e
 
of
 
a
 
p
r
oduct.
P
r
oduct
 
li
f
e
 
c
y
cle
 
e
x
t
ension
 
s
t
r
a
t
egies:
h
ttp:/
/
smallbusiness.ch
r
on.
c
om/p
r
oduc
t
-li
f
e-c
y
cle-
e
x
t
ension-
s
t
r
a
t
egies-3280.
h
tml
) (
Sales
 
Di
r
ec
t
or
 
Sama
n
tha
 
F
ernando
 
e
xplains
 
how
 
an
 
unde
r
s
t
anding
 
of
 
the
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
has
 
helped
 
when
 
d
e
v
eloping
 
n
e
w
 
p
r
oducts:
h
tt
p
s://
w
w
w
.nibusinessi
n
f
o.
c
o.uk
/
c
o
n
t
e
n
t/he
r
es-h
o
w
-unde
r
s
t
anding-p
r
oduc
t
-li
f
e-c
y
cle-
 
has-helped-
m
y
-business
-
flash
-
video
) (
The
 
Bo
s
t
on
 
M
a
trix
 
on
 
Y
ou
 
T
ube:
 
h
ttp://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=TX
K
U7g
V
nBqs
 
h
ttp://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=1gZmmlKl6uk
)
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