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I~:TRODUCTION 1)

The product life cvcle concept

For companies interested in continued growth and profits,
successful product strategv should be viewed ahead over some
years (1). This involves some sort of plan for a timed
sequence of conditional moves.
The fact that product profits are greatly influenced by their
life cycle position Points to the wisdom of taking this ínto
account in product exploitation strategy.
Essentially, the product life cycle concept is a sir?ple one.
It has three key elcments (2):

l. products have a limited life but they move through the cvcle
of íntroduction, growth, maturity and declíne at varyíng speeds.

2. product profits tend to follow a predictable course through
the life cycle. Profits climb sharply in the growth phase and
start to decline because of the competitive pressures duringthe
maturity phase, while volume continues to rise.

3. products require a different marketing mix in each stage
or the functional emphasis required for successful product
exploítation (engineering and research, designing, manufactu-
ring, marketing and financial control) changes from phase to
pliatie in the cycle.

Graph 1 shows Levitt's representation of the product life cycle
for an entire industrv. Lxamples of individual life cycles can
be found in(1),(2),(3)and(4)of the Bibliography (see p 21)

(1) The figures in brackets refer to the Bibliography
(see p 21)
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Graph.1. PRODUCT LIFE CYCLE - ENTIRE INDUSTRY

SALES VOLUME
IDOLLARINDEX)

Stage ~1 ~ Stage ~2
MARKET

DEVELOPMENT

YEARS 1 2 4 5 6

One can image that if the life cycle is a valid model of
sales and profit trends and if prícing and promotional
strategies do tend [o change as a product passes from one
stage of the cycle to the next ín both the domestic and in-
ternational markets, the concept can be very useful for
marketing researchers in planning the future for their
products as well for national as for international markets.
It is the intention of thís paper to ínvestigate the pos-
sible use of thís concept in the domestic and international
markets. After a short theoretical explanation in Appendix
A and B we will try to construct the product life cycle
for the wallpaper market in some European countries.
In Chapter II we will do the same for the American wallpaper
market . Fínallv in Chapter III we intend to give an evalua-
tion in c~hich we c..ill tr~ to determir.e the factor(s) that
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is (are) crucial for the recognitíon of the varíous phases of

the nroduct life cycle.

That in turn is a crucial factor for being successful in

planning the (inter)national product strategy.

For an explanation of how to use the product life cycle

concept in marketing decísions in the domestic market, see

Appendix A. The recognition and determination of a product
life cycle is explained ín Appendix B.
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CHAPTER I:

The application of the product life cycle concept for wall-

paper in some European countries.

"A convenient framework for comparing industrial and competitive

conditions in different national and internatíonal markets is

that of the product life cycle. Some products are in different

stages of their life cycles in different national markets and

if this is the case it is temping to conclude that marketing
strategies used in the past in the more 'advanced' countries

should be used ín other 'follower' nations". (8)

So states R. Bussell. In the following we hope to gather some

evidence to support this hypothesis.

]. Great Britain

As shown in Exhibit 1 and graph 2 yearly consumption per-capita

of ~.-allpaper raised from 0.5 rolls in 1953 to about 2.5 rolls

in 1967, corresponding to an increase of about 380i.

If we make ]953 - 100 we have 420 in 1958 and 480 in 1967.

(12,13,14).
By analyzing the graph 2 in terms of the product life cycle

we can isolate:
a) a stage of growth starting ín 1953 (or before) and ending

approximately in 1958 at a consumption per capita of

2.1 rolls.

b)a stage of maturity starting ín 1958 and continuing in 1967
(last data available). If we delineate the curve we can

observe in this stage that consumption per capita continues

to grow but at a decreasing rate until 1959-60; from that

period on the curve becomes practically horizontal. There

is also some evidence that the curve is slowly declining;

we feel, however, that such a pattern is not yet well defined

and the decrease could be related to some seasonal or

~:vclical factor.
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Graph. 2.
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In consideration of what will be ;aid later we likc to ~oint
out that che structure of the wallnaper incnstr~~ .. Gra3t
Britain is a typical near-mononolistic one. The [,'a7'-naper
Manufacturers (W.P.M.) Group Ltd. is in fact responsihle for
about 80i of the total market and places itself as the largest
wallpaper manufacturer in the world. Because of this situation
an investigation was conducted in 1964 by the Monopolies
Commission (House of Parliament).
The Id.P.M. Ltd. is also a large producer of paints and its
total advertising budyet for 1967 was in the range of 100-500
thousand pounds.

2. [,'est German~~

As shown in Exhibit 2 and graph 3 yeacly per-capita consump-
tion of wallpaper rose from 1.3 rolls in 1957 to around 2 rolls
in 1967. If we make 1957 - 100 we have 131 in 1958 and 154
in 1967. (14) (15).
By analyzing the graph 3 in terms of the product life cycle
we can figure:

a) a stage of growth ending in 1958 at a consumption level
of l.7 rolls.

Although this conclusion is based only on a two year obser-
vation, we still think that prevíously to 1958 the product life
cycle was in its stage of growth. Thís we can demonstrate on
the basís of two hypotheses, each one leading more or less
to the same conclusion:

1) if we compare the wallpaper consumption trend of Great
Rritain and Germany we can see a very close similarity.
We could reasonably conclude, therefore, that before 1957
Germany experienced a stage of growth similar to
Great Britaín.

2) If, instead, we consider tha[ l1'crl~ ~~'ar II ended in 194` and
therefore production and consur~pti,~n of wa7lpaper in
Gerr..any couïd not possibly have cc~:e out f:r a few -
~'ears, let us say 2 years, we have that consumption per
can:ta went in In years from ahcut zero tc !.7 rolls in
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Graph. 3.
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1958. If we also assume that a certain level of consump-

tíon of wallpaper already existed before the War, we may

infer that the growth was in part due to the product life
cycle process and in part to the fact that consumptíon

of wallpaner had to catch up and reach the level previous

to the War.

Most probably both hypotheses are correct, with the second one
being more conclusive in the years ímmedíately after the War,

and the first one being more important a bit later. In any case,

however, the above argument is sufficient enough to make us
clear that in Germany the product life cycle process experien-
ced a stage of growth hefore 1957 and that it ended in 1958.

b) a stage of maturity starting ín 1958 and continuing in
1967 (last data availahle). If we plot the curve we may
see that at the beginning of this stage consumption keeps

increasing but at a declining rate and Iater such- a rate
becomes practícally zero.

If we compare the per-capita consumption curve of Germany with
that of Great Britain we see that there is an almost constant
dístance between the two of them. In other words, consumption in
Great Brítain is always about 0.4 rolls higher than in Germany.
This, we believe, could be explained by the different structure
of the wallpaper industry in the two countries. In England,
in fact, as we mentioned, we have a very big group in a mono-
polístic situatíon with high advertising budget and probably
with more refíned marketing techniques. In Germany, instead,

the total market is shared by 40 small companies with limited

advertising budgets and unsophisticated marketing technology.

3. Italy

Previous data of consumption or production of wallpaper in
Italy do not exist. We had, therefore, to rely on the results

of market researches done by companies in the field. (14) (16).

In 1965 total consumotion of wallpaper in Italy was equal tó
15 million rolls and became 25 million in 1969.
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If we make 1965 - 100 we obtain 166 in 1969.
In Exhibit 3 we have considered the total expenditures for

"Furnitures and other house decorating products"; for 1964 -

100 we obtain 116 in 1968. (]8). For the same length of time,

therefore, we can observe a much higher rate of growth for

wallpaper.
In Exhibit 4 we have considered, instead, the "Consumption

for domestic purposes of paints and other símilar materials"

and for 1962 - 100 we obtain only 102 in 1965. (17).

On the basis of the above considerations it is reasonable
to infer that the product life cycle of wallpaper in Italy

has already begun its stage of growth or, at least, i[ is

somewhere between the end of the stage of market development
and the beginning of the stage of growth. This conclussíon

is on the other hand confirmed by the trend of wallpaper
imports, where for 1965 - 100 we have 189 in 1969, while the

ratio exports~imports is 0.063.
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CHAP"I'F:K II :

The application of the product life c cle concept for wall-
Paper in the U.S.A. market.

U.S.A.

As shown ín Exhibít 5, yearly per-capita consumption of wall-
paper fell from about 3 rolls in 1929 to 0.5 in 1965.
By analyzing the graph 4 in terms of product life cycle we
can roughly isolate:

a) a stage of maturi~ starting in 1929 (or before) and
ending anproximately in 1947. The fluctations are wide
but they can be easily related to the economic events of
that period. From the viewpoint of the product life cycle
there is clear evidence that the period 1929-1947 corres-
ponded to the stage of maturity.

b) a stage of decline starting around 1947 and ending in
1957. As can be seen the per-capita consumption went
from 2.8 to 0.7 rolls a year. If we plot the curve we
can observe that consumption declínes at an increasing
rate for a few years, then at a constant rate and finally,
around 1953, at a decreasing rate.

c) a stage of stability from 1957 and continuíng in 1965
(last data available). As we can observe, in this period
the curve becomes practically horizontal.

The theoretical analysis of the product life cycle developed
by various authors does not generally consider this last stage
and only assumes that the stage of maturity is followed by
an ultímate stage of decline. We believe, instead, that the
stage of decline is normally followed by a stage, that we
might call a"low stability stage", where the consumption
decreases at a very low rate or becomes stable at a lower
level. In other words, the stage of decline will cease because
sooner or later the total market of the product will corres-
pond to a marginal segment composed of individual~ whose
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propensity to consume the product ís constant or declines at
a very slow rate.

CHAPTER III:

The wallpaper life cycle - A comparative analysis of the se-
veral countries: fíndíngs and conclusions.

The Wallpaper Life Cycle

If we combíne together the analysis we have done so far for
Italy, Great Britain, West Germany and the United States, we
are able to build a model for the wallpaper life cycle. The
representation is shown in graph 5 where time is on the hori-
zontal axis and consumption per-capíta on the vertical axis.
Let us try to analyze the model stage by stage:

1) Stage of market development

We have no data about it. As previously said Italy should
be either at the end of this stage or already at the begin-
ning of the stage of growth.

2) Stage of growth

This stage is characterized by a per-capita consumptíon that
is rapidly growing. Such a situation.would be that of Italy
and that experienced by Great Britain and West Germany
until 1958.
It is interesting to note that once the per-capita consump-
tion reached a level of around 2 rolls a year this stage
ends and is followed by a stage of maturity. The level of
around 2 rolls a year, therefore, could be considered as a kind
of "ceiling" for the stage of growth.
Another important element that we can observe ís that the
stage of growth lasts for a period of about 10 years.

3) Stage of Maturitv

This stage is charac[erized by a steady level of per-capita
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consumption and it can be observed in the United States in the
period 1929 (or before) to 1947 and in Great Britain and
West Germany starting from 1958: consumption remains in the
range of about 2-2.5 rolls per year. Relative to the time
dímension we can see that the stage of maturity tends to last
at least 10 years.

4) Stage of Decline

The feature of this stage is a per-capita consumption rapidly
declining as can be observed in the United States from 1947
to 1957. In 10 years we go from 2.8 to 0.7 rolls a year.

5) Stage of Stabílity

Finally, in this stage, per-capita consumptíon becomes again
stable but on a level much lower than that experienced in the
stage of maturity.

The stage looks like covering a períod of 8 years at least.
In conclusion the overall life cycle for wallpaper seems to
have a time dimension of about 45 years. At this point a
problem presents itself, whether we should determíne the
above cycle as a function of tíme or income. The implications
are quite important. If we want, to use the model for fore-
casting purposes it is necessary to know which is the main
independent variable (other factors, such as advertising for
instance, held constant).
It is obvious that if time is the índependent variable our
forecast would lead us to the consideration that two
countries with different G.N.P. per-capíta have been affected
by the wallpaper life cycle in the same way. g~owever, we
would come to opposite conclusions, if the G.N.P. per-capita
is the main variable to consider. We see, therefore that the
distinction is not academic but has an important practical
relevance.

From a conceptual point of view both variables could explain
the life cylce of the product in question. If we assume that
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time ís the independent variable we could infer that we are

dealing with a kínd of "long range style" phenomenon; in
other words, hetween "Innovators","Early Adaptors" and

"Majority" there would be a pretty long time lag. Only after
several years, finally, the product would be considered ob-
solete or out-of-style.

If we assume instead the G.N.P. per-canita as the independent
variable (holding, as we previously said, other factors con-
stant) then we could infer that at different stages of income

per-capita, people consume different amounts of wallpaper
because they have for example different attitudes toward their
house. One reasonable hypothesis, we believe, can be that

people eend to consider the house as an important status
symbol or they tend to have a strong personal interest in the

house appearance (spending most of their time in it) until

they reach a certaín level of income: from this moment on,
along with the increase of income, other products become as

important as or more important than the house as status sym-
bols (cars, holidays abroad, boats, education, etc.) while,
on the other hand, because of the íncrease in income (also
accompanied by an increase in soare time) people tend to spend
less time at home (movies, week-ends out of town, theater,
restaurants, snort, etc.). All these could have a negative
effect on wallpaper consumption.
In order to determine whether income per-capita or time is the
major variable we should, ceteris paríbus, hold one of the
two constant and see how the other affects the life cycle.
It is obvious that this approach is not possible if we con-
sider one single country. Time and income, in fact, move
together, although not always ín the same direction.
What we have done, then, was to hold the variable time constant

by consideríng per-capíta consumption of wallpaper (19) and
G.N.P. per-capita (20) for different countries at the same

point of time (1965). This is shown in Exhibít 6 and in

Graph 6. As we can see the relation obtained is faírly good
and can be examined in terms of nroduct life cycle. Let's
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consider the various stages:

a) Stage of Market Development

According to the figures, countries with a G.N.P. per-capita
below ~600, either do not consume wallpaper at all or are in
the process of early introduction. Spain would be in the
stage of market development.

b) Stage of Growth

This stage should start when a country reaches a G.N.P. per-
capita in [he range of 5600-960 and should continue until
a G.N.P. of ~1.360. Italy is in its early stage of growth
while Holland is in its late stage.

c) Stage of Maturíty

This would start at a G.N.P. above ~1.360 and should continue
untíl a G.N.P. of ~1.740 is reached. As we can note Great
Britain, West Germany and Denmark are experiencing this stage.
England, however, presents a higher consumption per-capita
due, we believe, to the "pushing" action exercised by
W.P.M. Group Ltd.
For Belgium and France, instead, we observe, respectively,
a higher and lower level of consumption relative to theír
G.N.P. These two countries can be considered as devíations
from the trend. For Belgium the deviation is explained by
the fact that Belgíans consider the house as a very important
status symbol.

d) Stage of Decline

This would start when a country, such as Sweden, gets on a
G.N.P. per-capita of about ~2.130 and would continue until
what we previously named "stage of stability" is reached.
The stage of stability however, is not shown in the graph
because of lack of data about countries with a consumption
of wallpaper and G.N.P. somewhere between Sweden and the
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United States.

In conclusion we believe there is a clear evidence that
G.N.P, per-capita has a major influence on the wallpaper life
cycle and, in any case, a more important influence than time.
It appears from the graph that the overall life cycle goes
from the first to the last stage over a per-capita G.N.P.
range of ~2640~` at least.

If we assume an average compound growth rate of G.N.P. per-
capita of about 5i a year, the tíme dimension of the cycle
would be of about 37 years.
Relatively for the United States, we have run several linear
regressions considering the variables "Personal Income" (X)
and "Total consumption of Wallpaper" (Y): listed below are
the more meaningful results:

Period: 1929-1965.

Function: Y- a t b~ because of the parabolic trend of thex
consumption of wallpaper we have tried to correct the curve
by using ~ instead of x.x
R - .577686: R squared .333721

Períod: 1929-1947.

Function: Y- a t b~x
R - .819116: R squared - .670951

In graph 7, we present the scatter diagram of per-capita
consumption of wallpaper as functíon of íncome.

THE WORLD AS A MARKET.

Although our model ís far from being perfect, we believe
that it canbe an useful tool of forecasting. If we consider

(~) The figure is obtained by subtracting á 600 (Spain) ~
from 53240 (L.S.A.)
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the entire world as our market the model can help us to

isolate different stages of the wallpaper life cycle in

different countries. Assuming 1965 as our base year we

projected the following:

a) Spain, Greece, Japan, Argentína, Venezuela, Ireland,

Italy and others would experience a stage of market

development or a stage of early growth by 1965.

Assuming a compound rate of growth of G.N.P. per-capita

to 57 a year, they would be in the stage of maturity

by about 1980.

b) Austria, Israel, Holland and others would be in the

stage of growth in 1965 and would experience a stage

of maturity by 1973 approximately.

c) Great Britain, Finland, Norway, West Germany, Denmark,

Australia and others would be in the stage of maturity

in 1965 and in the stage of decline around 1973.

d) Canada, Sweden, Switzerland and others would be in the

stage of decline by 1965 and ín the final stage of

stability around 1973.

Of course all the above projections rely on the fact that

our model assumes only G.N.P. per-capita as the major varia-

ble influencing the wallpaper life cycle: while, in reality,

from country to country, other variables play an important

role. However for the Internatíonal Marketing Manager the

international product life cycle concept can give useful

indícatíons to where and how to develop further investiga-

tions to accomplish his objective of matching markets

and resources.



AP?ENiIX A

How to use the product life cycle concept in marketíng
decísions ín the domestic market. (theoretical review) (10)

The varíous phases

a) R and D
This first phase describes what happens before anything appears
on the market. Time, effort and money are spent, sometimes
in suhstantial quantities and there is a high probability
that this investment will not be recouped from the product
that results from all this backroom work.
That nr.oduct may miscarry. However, for the product that is
successfully launched, this work will be highly significant,
since it determines to a large degree the amount of time
needed for (inter)natíonal competitors to enter the market.
In this paper we investigated the markets for wall coverings.
In the United States the served market is defined as the total
market for all applications for the product, includíng those
utilizing wall coverings and those utilizing competitive
products. (5)
~he following is a listing of some of the most important
past product development actions:

pretrimmed vinyl fabric
prepasted vinyl laminate
stríppable foils and flocks
plastic coating inexpensive murals
washability and scenics (5)

In general we may say that the development period depends on:
a) the availabilíty of technical information (to what

extent is technical ínformation already available and to
what extent additional information must be gathered):

b) the definition of market requirements,
- serving present customers with a wider diversitv of

products
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-finding wider markets, new users and more customers for

existing products or products that can be developed from
present technícal and manufacturing knowhow:

c) promptness of management decisions regarding risks.

b) Market Development

This introductory phase, from the moment the product first

appears on the market, is one of slow growth and low volume.

Advertising and other marketing expenditures should be very

high in relation to sales as compared for instance with

expenditures for mature products. The reasons why are formed

by the neccesity to inform potential consumers of the new

and unknown product: to induce trial of the product: to secure

distribution in retail outlets.

In general the length of this period depends on:
the product's complexity

its degree of newness

its fít into consumer needs and
the presence of competitive substitutes of one form

or another.
In our "wall coverings" example the past product development

actions have failed to communicate to the ultimate purchaser.
(5). With the excep.tion of vinyl fabric and vinyl laminate
products,the other development actions have gone relatively

unnoticed by consumers.

c) Growth

The usual characterístic of a successful new product is a
gradual rise ín its sale curve in the development stage but

then, sometimes fairly suddenly sales begin to accelerate.

Quite often the early adopters who are rather deliberate
users, have caused the use of the product to be something

of a status symbol and other consumers' resistance to chan~e

ín habits begin to hreak down, also the co-operation
witli dcalers becomes easier to get.
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Rapidly increasing volume begins to enable the originating

company to realize attractive margins of profit. Total

advertising and promotion expenditures will rise during this
phase,although on a per unit basis they decrease.

This rapid growth in volume and the high profitability will
form however an invitation to imitative competition. Usually

the result is price competítion that also will bring down

the profits. Whereas the problem in phase (b) was to get

consumers to try the product, the problem in this phase

is to maintain the preference of customers for the orginal

brand.

d) Maturity

For the industry as a whole,prices and profits will decline

and then stabilize, as more substitutes are available and

the magnitude of product dífferentiation is diminished.

T}ie ratio of advertising and other marketing expenditures

to sales will decline substantially because of the reduced
margins and because of the fsct that the demand becomes less

responsive to promotional stimulation.

The problem in this phase for the individual producer is to

hold his distribution outlets and shelf space.

Regarding the length of this phase we remark that sometimes

ít can be passed very rapidly (i.e. fashion goods) whereas

it is also possible that thís phase may persist for generations

with capital consumption neither rising nor falling, as pro-

bably the case for the market for wall coverings.

e) Decline

When market maturity tapers off and consequently comes to an

end, the product enters the decline phase. The product holds
no excitement any longer. The number of competitors decreases.

The drop-outs not infrequently mark their "death-rattle" by

severe pricecutting. (7). Competition between the survivors

does the rest to bring a substantial drop in unit prices and



there bv in total market revenue.

The ratio of advertísing and other marketing expenditures to
sales drops to very low levels.

Therefor we daresay that if sales, consumer expenditures,
prices, promotional expenditures and consumption per-capíta

índeed tend to change during and according to the several
stages of the product life cycle, then a good understanding
of these features may indeed help business planners.
The very ímportant question must then be answered
"how can we recognize and determine a product life cycle?"
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The recognitinn and deterr~ination of a produc~ iife cycle.

The first and the most ímportant requirement for the recog-
nition and determination of a product lífe cycle is the
acquisition and utilization of:

1) information regarding socio-economic relatíons and

consumer expenditures and economic develonment:

2~ information regarding buyer behavior and the relation-
ship hetcaeen consumer nurchases and a number of these

socio-ps~~choloQical-economical and marketing factors.

If this information is made available we are ahle to descríbe
a growth pattern. The type of curve we determine, will present
a reasonable description of the life cvcle.

Ry using certain mathematical specifícations wc. are ahle to
descrihe the actual life cycle. The choice of a particular
one will depend on the relative place of the product in the
preference schedule of the consumers, the price, income, pro-
motional efforts, etc.
As a consequence of these different patterns cae have to select
and to find out which type of curve will fit best in certain
market conditions. For time series, for example, it will
be necessarv to make certaín assumptions about the timelength
in which the penetration will reach the maximum ( the asymp-
tote or the other parameters of the growth curve).
The influence in the growth factor of different socio-economic
characteristics in domestic and interna[ional markets will
depend on:

the relative growth in real income in the several

countries:
[he income distribution:

the different market conditions ín terms of use:

the nromotional expenditures in these markets.
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EXHIBIT 1 - GREAT BRITAIN

Year Consumption Consumptíon

in rolls (000,000) per-capita in rolls

1953 28 0.5
1954 49.8 1
1955 69.7 1.4
1956 79.6 1.5
1957 87.1 1.7
1958 107 2.1
1959 ]02 2
1960 127 2.4
1961 120 2.3
1962 138 2.6
1963 134 2.5
1964 137 2.5
1965 134 2.5
1966 132 2.4
1967 134 2.4
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EXHIPiT 2 - kEST GERMAhY

Year Consumption Consumption
ín rolls (000,000) per-capíta in rolls

1957 71.5 1.3

1958 90 ].7

1959 91.3 1.7

1960 103.4 1.9

i9hl 102.3 1.8
1Q62 108 1.9

1963 111.8 1.9

1964 128 2.]

1965 120 2

1966 125 2.1

1967 12~ 2
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ES}{IBIT 3 - ITALY

Year Exnenditures for Per-capita consump-
furniture 8 other tion of wallpaper
home decoratin~ (1965 - 100)
products (1964 - 100)

1964 100
1965 102
1966 107
1967 112
1968 116
1969 --

Year

F.XHIBIT 4 - ITALY'

100

163

(;onsumntion for Indice (1962 - 100)
domestic purnoses
of paints 8 other
similar materials (000)

1962 142 100
1963 148.1 104
1964 143.8 101
1965 145 102
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Year

EXHIBIT 5 - U.S.A.

Personal income Consumption per-
per-capita capita in rolls

of wallpaper

1929 85.905 3.07
193n 77.015 --
1931 65.896 2.42
1932 50.150 2.00
1933 47.004 2.30
1934 53.966 2.57
1935 60.405 2.70
1936 68.602 3.13
1937 74.118 3.19
1938 68.346 2.48
1939 72.769 2.84
1940 78.285 2.92
1941 95.972 3.~5
1942 122.901 --
1943 151.297 --
1944 165.276 --
1945 171.113 --
1946 I78.730 2.85
1947 291.266 2.80
1948 210.216 1.66
1949 207.154 1.82
1950 227.619 1.66
1951 255.595 2.02
1952 272.455 1.30
1953 288.163 1.05
1954 290.136 1.01
1955 310.889 .85
1956 333.006 .95
1957 351.101 .75
1958 361.174 .73
1959 383.528 .74
1960 400.953 .72
1961 416.814 .62
1962 442.617 .57
1963 465.487 .48
1964 495.953 .48
1965 535.~83 .48
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Italy
k'. Germanv

Holland
Belgium
France

Great Britain

Denmark
Snain

Sweden

EXHIBIT 6

Consumption per-
capita in rolls

in 1965

G.N.P. per-capita
in ~~ in 1965

960
1620
1360
1540
t62o
1550
1740
580

2130
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