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ABSTRACT. This study aims at proving the existence of the product life cycle, to know 
the practical actuality of the product life cycle concept, and the benefiting extent of this 
concept in defining the two strategies of product development and promotion, in addition 
to knowing the extent of the difference in the two strategies referrd to above through the 
stages of the product life cycle of the chemical detergents companies in Jordan. 

This study is based on primary data, collected through a questionnaire given to 
the managers of marketing and sales of the chemical detergents companies, who are 
responsible for marketing the trade mark of hair shampoo in Jordan. 

The following results are reached: Hair shampoo trade marks pass through a 
series of stages during their market life: introduction stage –growth stage-maturity stage 
and decline stage. The growth average of the sales and profits of these trade marks vary 
form one stage to another during their market lives. The traditional shape of the product 
life cycle curve clearly appears for most of trade marks, where as, some of them take 
other shapes such as: stable maturity, cycle and a half cycle , and rapid decline. The 
Chemical detergents companies in Jordan use the concept of product life cycle in setting 
up and specifying the two strategies of the product development and promotion, and each 
stage of the trade mark life cycle has its own appropriate marketing strategy. 


 

 


