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The Research on Repurchasing Product Life Cycle Model

WANG Hat yun, SHANG Zht tian

( International Business Management School, Shanghai University of Finance and Economics, Shanghai 200083, China)

Abstract: Product Life Cycle is the core concept of marketing and it makes great impact on company’ s strategic
decision. In this article, we considered repurchasing factor on the base of Bass Model and researched the Complete
PLC Model. We also analyzed the factors inside or outside enterprises that influence the parameters of the model

and validated our model with the actual data of some Chinese commodities. At last, we give some suggestions
about com panies’ marketing strategy on the different stages.
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