When product and business life cycle reached its maturity, the companies do not see any other options than the price cutting option to sell more or capture or regain market share. Some calls it market penetration for deeper niches in the market. But there are other companies do not go for price lowering tactics, as they feel any of the following options they have to play.

i. Avoiding lower price strategy (Advertising):

Focused on product benefits (Slow progress > than rapid losses). The companies wait and go slow in the market finding other diversification means or new product lines to have more revenues. 

ii. Avoid misreading the market:

e.g., Stats mistakenly overstated 15% market share on competitors’ name, so, cut the price. Some firms sometimes do not interpret the market timely and properly, so, taking measures in the name of title news is dangerous too. 

iii. Avoiding overreacting to price cut (Except PC market, spares are going down):

e.g., it’s temporary and targeted. Some competitors might down the price for a while or discount sell for a reason, by seeing the price cut, we should not decide to cut ours too. Many companies do cut prices to invest other portfolios in order to collect short cut and quick finances, after the problem is solved prices go back to normal again, so, should not chase the wild goose.

iv. Jawboning and publicity: 

It’s a rhetoric in the business forum not to down the price, it would be harmful for all the businesses. 

v. Product repositioning:

e.g., Perdue chicken, and Orville Redenbacher popcorn. While the business life cycle and market do not matches , we could try to sell the products and services somewhere else, or changing the product’s market preferences.

In following these measures we could easily by pass the price war and sustain in the long run. Must we not forget price war cannot be a long term solution for our unpredictable businesses. 

