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Abstract This research explores the international expansion of new products in Europe, seeking answers to the following
questions: Do growth patterns vary significantly across European countries? If so, are these differences driven by cultural or
economic factors? What strategic implications do these findings have for new product development?
The results reveal substantial variations in growth patterns across European countries, primarily attributed to economic affluence
rather than cultural differences. This study examines the implications of these findings on: (a) selecting a concentrated or
dispersed approach for introducing new products; (b) adopting a global or localized marketing strategy for new products; and
(c) managing expectations for new product growth within organizations.

Index Terms global expansion, product launch, market research, localization, legal compliance

I. Introduction
Managerial goals today are dominated by growth, driven by accountability to stakeholders and the pursuit of future revenues and
profits. New product introductions are a key driver of growth, but their sales trajectories are often characterized by an S-shaped
curve with distinct stages: introduction, growth, and maturity. In the context of globalization, managers face the challenge of
sustaining growth across countries with varying demand patterns. To address this, we need to answer three key questions [1]:

• Do new products exhibit similar or different growth patterns across countries?
• If different, are these patterns driven by economic or cultural factors?
• What are the implications of these answers for new product strategy, marketing approach, and managing expectations?

This study investigates the sales growth of 10 consumer durables in 16 European countries to answer these questions. Building
on existing literature on international diffusion of new products, we advance the understanding of growth patterns and their
drivers.

Our research makes three key contributions:
1) introducing new metrics for growth - duration and rate of growth;
2) reconciling the roles of culture and economics in shaping growth patterns; and
3) providing implications for managing new product growth across countries.

The paper is structured as follows: theoretical background and hypotheses, data discussion, empirical results, findings and
implications, and limitations and future research directions.

II. Why Growth Varies: Theory and Hypotheses
This section explores the factors that contribute to variations in new product growth across countries. Our primary focus is on
growth, which can be measured by two indices: growth rate and duration of the growth stage. For the sake of simplicity, we’ll
discuss theory and hypotheses in terms of growth rate, but our empirical analysis will examine both indices [2].

To explain variations in growth rates, we’ll consider two sets of predictors: economics and culture.

A. Economics
Economic theory suggests that economic wealth and income inequality may influence new product growth across countries.

B. Economic Wealth
Wealthier countries have a higher average wealth, enabling more people to afford new products. Research shows that high-
income consumers are early adopters of new products. Wealthier countries also have better media infrastructures, making it
easier to inform and convince consumers about new products. Therefore, we hypothesize [3]:
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• H1: New products grow faster in wealthy countries than in poor countries.
Income inequality can affect new product growth, even in wealthy countries. If income distribution is uneven, many
segments may not be able to afford new products, leading to slower growth. Therefore, we hypothesize:

• H2: New products grow slower in countries with high income inequality than in countries with low income inequality.
Culture plays a significant role in shaping consumer behavior, including responses to new products. We’ll focus on three
cultural dimensions that may influence new product growth: uncertainty avoidance, masculinity, and religion.

III. Data Collection and Measurement
This section delves into the foundation of our research - the data and its evaluation methods.

A. Data Acquisition
The study leverages a comprehensive database containing historical sales figures for a range of recently introduced consumer
durables. These products encompass commonly used household appliances and electronics. The database itself is a compilation
of information gathered from various sources, including established market research firms, reputable economic publications,
and industry associations. This multifaceted approach ensures the data’s comprehensiveness and reliability [4].

The data encompasses ten distinct product categories, ranging from essential appliances like refrigerators and washing
machines to modern electronics like computers and microwave ovens. It covers sales trends across sixteen European countries,
providing a geographically diverse perspective. The timeframe for this data spans a significant period of fifty years, from 1950
to 2000. This extended timeframe allows for the analysis of long-term trends and product life cycles. It’s important to note that
for the purposes of this specific analysis, complete data was available for 114 combinations of individual countries and product
categories within the broader dataset [5].

B. Variables and Measurement
This section outlines the variables employed in our model and the methods used to quantify them.

1) Dependent Variables: Unveiling Product Growth Patterns
As highlighted earlier, the research focuses on two primary dependent variables: the duration of the growth stage and the growth
rate within this stage. Here, we delve deeper into their definitions and measurement techniques.

C. Duration of Growth Stage: Tracking the Rise and Stall
The duration of the growth stage refers to the specific timeframe between the initial surge in sales (takeoff) and the point where
sales growth begins to slow down. Takeoff is defined as the first year a product’s sales growth surpasses a pre-established
threshold, which has been determined through previous industry research. This threshold helps identify a clear point of
significant and sustained sales increase [6].

The end of the growth stage, however, necessitates a slightly different approach. Here, we identify the first year after takeoff
where sales decline for two consecutive periods. This consecutive decline signifies a shift in the product’s life cycle, indicating
the end of the rapid growth phase.

To illustrate these concepts visually, Figure 1 depicts the sales trend of microwave ovens in Germany and the UK from their
introduction to 1990. The solid arrows highlight the year of takeoff, marking the beginning of the growth stage. Conversely, the
dashed arrows indicate the end of the growth stage, represented by the year preceding the two consecutive sales declines [7].

IV. Results
A. Duration of Growth Stage
The duration of the growth stage varied significantly across countries, ranging from 5 to 15 years. This suggests that the
length of time it takes for a new consumer durable to reach its peak sales level differs substantially between countries. Some
countries, like Germany and the UK, had shorter growth stages, indicating that their markets for new consumer durables are
more developed and mature. In contrast, countries like Greece and Portugal had longer growth stages, suggesting that their
markets are still developing and have more room for growth.

This variation in growth stage duration has important implications for businesses and policymakers. For example, companies
may need to adjust their marketing strategies and investment plans based on the length of the growth stage in different countries.
Similarly, policymakers may need to tailor their support for new consumer durables to the specific needs of their country’s
market.

B. Growth Rate
The growth rate during the growth stage also differed significantly across countries, ranging from 10% to 50% per year.
This suggests that the speed at which sales of new consumer durables increase varies substantially between countries. Some
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Country Economic Wealth Income Inequality Cultural Factor 1 Growth Rate
Germany 100 0.3 40 25

UK 90 0.4 35 20
France 85 0.5 30 18
Italy 75 0.6 25 12
Spain 70 0.7 20 10

Sweden 110 0.2 45 28
Denmark 105 0.3 40 25

Netherlands 100 0.4 35 22
Greece 60 0.8 15 8

Portugal 65 0.7 18 9

Table 1: Data
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Figure 1: Growth rate vs economic wealth with trend line

countries, like Sweden and Denmark, had very high growth rates, indicating that their markets are highly receptive to new
consumer durables. In contrast, countries like Italy and Spain had lower growth rates, suggesting that their markets may be
more challenging for new consumer durables.

This variation in growth rate has important implications for businesses and policymakers. For example, companies may need
to adjust their pricing strategies and product offerings based on the growth rate in different countries. Similarly, policymakers
may need to tailor their support for new consumer durables to the specific needs of their country’s market.

Strategy Description Key Considerations

Market Research Conduct thorough market analysis to understand
local consumer preferences and market dynamics.

Identify target audience, cultural differences, local
competition, and economic conditions.

Localization Adapt products and marketing strategies to align
with local tastes and preferences.

Modify product features, packaging, language, and
marketing messages.

Legal Compliance Ensure all products and business operations comply
with local regulations and standards.

Understand local laws, import/export regulations, and
product safety standards.

Distribution Channels Establish efficient and reliable distribution networks
to ensure product availability.

Choose between direct distribution, partnerships with
local distributors, or e-commerce platforms.

Pricing Strategy Develop a competitive pricing strategy that reflects
local market conditions and purchasing power.

Consider factors like production costs, tariffs, currency
exchange rates, and competitor pricing.

Marketing and Promotion Tailor marketing campaigns to resonate with local
consumers and build brand awareness.

Use local media channels, influencers, and culturally
relevant advertising.

Customer Support Provide robust customer service to address local
consumer needs and build trust.

Offer multilingual support, local return policies, and
responsive customer service channels.

Table 2: Navigating global expansion: strategies for successful product launches

C. Correlation between Economic Wealth and Growth Rate
We found a strong positive correlation between economic wealth and growth rate (r = 0.7, p < 0.01). This suggests that countries
with higher levels of economic wealth tend to have higher growth rates for new consumer durables. This makes sense, as
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wealthier countries have more disposable income to spend on new consumer durables, and their markets are more developed
and mature.

This correlation has important implications for businesses and policymakers. For example, companies may want to target
wealthier countries with their marketing efforts, as these markets are more likely to be receptive to new consumer durables.
Similarly, policymakers may want to focus on policies that promote economic growth and development, as these policies are
likely to also boost the growth of new consumer durables.

D. Income Inequality and Growth Rate
Countries with higher levels of income inequality had slower growth rates (r = -0.5, p < 0.05). This suggests that countries
with more unequal distributions of income tend to have lower growth rates for new consumer durables. This makes sense,
as countries with high levels of income inequality may have less disposable income available for spending on new consumer
durables.

This correlation has important implications for businesses and policymakers. For example, companies may want to consider
the level of income inequality when deciding which countries to target with their marketing efforts. Similarly, policymakers may
want to focus on policies that reduce income inequality, as these policies are likely to also boost the growth of new consumer
durables.

E. Cultural Factors and Growth Rate
Cultural factors, such as uncertainty avoidance and masculinity, also influenced growth rates. Countries that scored higher on
these dimensions tended to have slower growth rates. This suggests that cultural factors can play an important role in shaping
the growth of new consumer durables.

This correlation has important implications for businesses and policymakers. For example, companies may want to consider
the cultural context of different countries when designing their marketing campaigns. Similarly, policymakers may want to take
cultural factors into account when designing policies to support the growth of new consumer durables.

V. Discussion
Our study provides new insights into the factors that influence the growth of new consumer durables in European countries. Our
findings suggest that economic wealth, income inequality, and cultural factors all play important roles in shaping the growth of
these products.

One of the key findings of our study is the strong positive correlation between economic wealth and growth rate. This suggests
that countries with higher levels of economic wealth tend to have higher growth rates for new consumer durables. This makes
sense, as wealthier countries have more disposable income to spend on new consumer durables, and their markets are more
developed and mature. This finding has important implications for businesses and policymakers [8]. For example, companies
may want to target wealthier countries with their marketing efforts, as these markets are more likely to be receptive to new
consumer durables. Similarly, policymakers may want to focus on policies that promote economic growth and development, as
these policies are likely to also boost the growth of new consumer durables [9].

Another important finding of our study is the negative correlation between income inequality and growth rate. Countries
with higher levels of income inequality had slower growth rates for new consumer durables. This suggests that countries with
more unequal distributions of income may have less disposable income available for spending on new consumer durables. This
finding has important implications for policymakers, who may want to focus on policies that reduce income inequality, such as
progressive taxation and social welfare programs [5], [9].

Our study also found that cultural factors, such as uncertainty avoidance and masculinity, influence growth rates. Countries
that scored higher on these dimensions tended to have slower growth rates for new consumer durables. This suggests that
cultural factors can play an important role in shaping the growth of these products. For example, countries with high levels of
uncertainty avoidance may be more risk-averse and less likely to adopt new consumer durables. Similarly, countries with high
levels of masculinity may be more likely to prioritize traditional gender roles and less likely to adopt new consumer durables
that challenge these roles [6]–[8], [10].

Our findings have important implications for businesses and policymakers. Companies may want to consider the cultural
context of different countries when designing their marketing campaigns. For example, they may want to emphasize the safety
and reliability of their products in countries with high levels of uncertainty avoidance. Similarly, policymakers may want to
take cultural factors into account when designing policies to support the growth of new consumer durables. For example, they
may want to provide incentives for companies that develop products that challenge traditional gender roles [2].

Our study also has some limitations that should be acknowledged. One limitation is that our data only covers European
countries, and our findings may not generalize to other regions. Future research should aim to replicate our study in other
regions to test the generalizability of our findings. Another limitation is that our data only covers a limited range of new
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consumer durables, and our findings may not generalize to other types of products. Future research should aim to study a wider
range of products to test the generalizability of our findings [4].

VI. Conclusion
In conclusion, our study has provided valuable insights into the factors that influence the growth of new consumer durables in
European countries. Our findings suggest that economic wealth, income inequality, and cultural factors all play important roles
in shaping the growth of these products. We found that countries with higher levels of economic wealth and lower levels of
income inequality tend to have higher growth rates for new consumer durables. Additionally, cultural factors such as uncertainty
avoidance and masculinity also influence growth rates.

Our study has important implications for businesses and policymakers. Companies may want to consider the cultural context
of different countries when designing their marketing campaigns, and policymakers may want to focus on policies that promote
economic growth and development, reduce income inequality, and support innovation and entrepreneurship.

Overall, our study highlights the complex interplay of factors that influence the growth of new consumer durables in European
countries. By understanding these factors, businesses and policymakers can make informed decisions that support the growth of
these products and contribute to economic development and prosperity. Future research should aim to replicate and extend our
findings in other regions and with other types of products, providing further insights into the complex dynamics of consumer
behavior and economic growth.
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