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Abstract— This paper will give in depth knowledge about 

Product Life Cycle Management with respect to business 

costs and sales measures and how Digital Marketing has 

transformed the niche discipline of Product Life Cycle 

Management. 
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I. INTRODUCTION 

Product Life Cycle is the lifeblood of any forward-looking 

business. With the rapid pace of technological change that 

we’re now experiencing, it’s important to bring new ideas to 

market quickly and innovation needs to happen more 

rapidly. The product life cycle (PLC) is a marketing concept 

that describes the way the revenues from the sale of a 

product behave over time. Product Life Cycle was 

developed by the economist Raymond Vernon in 1966 and 

is still a widely used model in economics and marketing. 

According to Raymond Vernon, each product has a certain 

life cycle that begins with its development and ends with its 

decline and digital marketing has profoundly enhanced the 

process of evolution and transformation of business models 

across the world. 

II. OBJECTIVE 

1) To understand the evolution of Product Life Cycle 

2) To understand the impact of Digital Marketing on 

Product Life Cycle and how the large organizations 

have benefitted from it 

III. EVOLUTION OF PRODUCT LIFE CYCLE 

According to Raymond Vernon there are four stages in a 

product’s life cycle: introduction, growth, maturity and 

decline. The length of a Product Life Cycle stage varies for 

different products, one stage may last some weeks while 

others even last decades. The life span of a product and how 

fast it goes through the entire cycle depends on for instance 

market demand and how marketing instruments are used. 

The life story of most successful products is a 

history of their passing through certain recognizable stages. 

These are shown in Exhibit I and occur in the following 

order: 

 
Fig. 1: 

1) Stage 1: Market Development 

Bringing a new product to market is uptight with unknowns, 

uncertainties, and frequently unknowable risks. Generally, 

demand has to be “created” during the product’s initial 

market development stage. The duration of the cycle 

depends on the product’s complexity, its degree of newness, 

its fit into consumer needs, and the presence of competitive 

substitutes of one form or another. This is a period of slow 

sales growth as the product is introduced in the market. 

Profits are non-existent because of the heavy expenses of 

product introduction. 

2) Stage 2. Market Growth 

The basic characteristic of a successful new product is the 

gradual rise in its sales curve during the market development 

stage. At some point in this rise a marked increase in 

consumer demand occurs and sales take off. The boom is 

on. This is the beginning of Stage 2—the market growth 

stage. At this point potential competitors who have been 

watching developments during Stage I jump into the fray. It 

is a period of rapid market acceptance and substantial profit 

improvement. 

3) Stage 3. Market Maturity 

The first sign of its advent is evidence of market saturation. 

A slowdown in sales growth because the product has 

achieved acceptance by most potential buyers. Profits 

stabilise or decline because of increased competition. 

Competitive attempts to achieve and hold brand preference 

now involve making finer and finer differentiations in the 

product, in customer services, and in the promotional 

practices and claims made for the product. The market 

maturity stage emphasises on competing more effectively. 

The marketer is increasingly forced to appeal to the 

consumer on the basis of price, marginal product 

differences, or both. Depending on the product, services and 

deals offered in connection with it are often the clearest and 

most effective forms of differentiation. 

4) Stage 4. Market Decline 

This is the last stage of product life cycle. Here, sales stat 

declining rapidly. Profits also start erasing. There is a 

minimum profit or even a little loss. Advertising and selling 

expenditure is reduced to realize some profits. This stage is 

faced by those who survived in maturity stage. Most 

products phase out as new products enter the market. All 

products have to face the stage earlier or later. New products 

begin their own life cycle and replace old ones. A handful of 

competitors withdraw from the market. Those who sustain 

in the market make minute changes in products, and 

continue to sell the products in profitable segments and 

channels. 

A. Stretched Product Life Cycle 

The stretched product life cycle contains seven stages: 

Gestation or New Product Development, Launch or 

Introduction, Growth, Maturity, Saturation, Decline and 

Elimination. 
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B. Operative arguments against the Product Life Cycle 

 The four phases or states in the life cycle are not clearly 

definable. 

 It is impossible to determine at any moment in time 

exactly where a product is in its life cycle hence the 

concept cannot be used as a planning tool. 

 There is evidence that companies who have tried to use 

the product life cycle as a planning tool have made 

costly errors and passed up promising opportunities. 

IV. PRE-DIGITAL ERA 

In traditional marketing the customer touch points are 

different and especially in the context of business the touch 

points involve longer customer engagement. Customer 

retention is driven solely through personal relationships 

where the end users directly get in touch to get things sorted 

out on priority basis. The Marketing and Sales teams 

capitalize on their relationships to get the testimonials and 

referrals done, with users. 

V. DIGITAL MARKETING AND ARTIFICIAL INTELLIGENCE: 

THE NEW NORMAL 

Digital Marketing is the engagement of technologies such as 

websites, e-mail, web apps, mobile apps and social media 

for the purpose of marketing a product. Digitalisation has 

changed just about every facet of our personal and 

professional lives.  

Swift technology change is no longer a trend, but 

rather it is our collective reality in the 21st century. With the 

ever-existing complexities and challenges in today’s market 

scenario, it is often difficult for firms to understand and 

assess the reach and profitability of their product. However, 

it is utmost important that we acquire knowledge about them 

and then use that information to further enhance our product 

offering. The shift to digital has created a new and better 

approach to Product Life Cycle Management. 

With the dawn of Digital Marketing, the earlier 

present geographical blockades are no more in place and the 

response time has condensed. Digital Marketing has also 

transformed the way marketer earlier used to plan the 

activities for promoting their brand. 

Digital Marketing has a bearing on each and every 

stage of Product Life Cycle. Product Management nor 

Digital Marketing can self-sufficiently exist without the 

insights and strategic inputs of the other function. 

Digital Marketing Centric Product Development – 

The internet has brought in a new stature of elasticity to the 

product development. Among many digital companies, two 

vital beliefs are very much prevalent – “Learn as you go” 

and “Sense and Respond.” The internet has given rise to 

new altitude for form of products and services. 

Flexible product development is foreseen upon 

coordinated work and a modular action, which slumps 

promise to a final design formation till last achievable 

instant. Digitally, a modernized product development 

process includes five steps below 

 
Fig. 2: Product Development Over Digital Platform 

Marketers have relied on tools and technology to 

systematize their work and reduce manual effort for a while. 

Yet, there has always been a break in terms of effort and 

quantifiable results. Intuition on the right audience and time 

to send messages aren’t enough to answer a digital 

marketer’s basic questions. 

A. Artificial Intelligence: Future of Digital Marketing 

Data is everywhere. Every customer in the digital space 

brings with them an amalgamation of data and is continually 

generating innovative data for marketers to understand, 

process and act on. The problem is this: big chunks of data 

don’t necessarily make things any easier. In fact, they can 

make things so complicated that the first predisposition is to 

abandon the data and go by perception alone – but this 

won’t give the right results. This is where AI comes in. 

Artificial Intelligence and machine learning can 

understand human behavior to the extent where not only are 

big data sets analysed, segmented and filtered, but meaning 

is also derived from them. 

Using artificial intelligence in digital marketing can 

not only help marketers answer certain questions, in some 

cases it already is. This gives back marketers’ time to 

innovate and nurture their brand, rather than worry about 

how to automate emails to millions of customers at a time. 

Here’s how AI is helping digital marketers create product 

life cycle management solutions. 

1) Development Stage 

During the development stage, the companies used to 

conduct consumer research and then they had to wait for 

weeks and at times a month or two to get the response on the 

research conducted. 

But, with digital marketing decision makers can get 

feedback in a time span of a couple of days to a week. With 

digital marketing it is now very easy for research institutes 

to digitally circulate their research questionnaires to a large 

no. of audience in a matter of few seconds. 

2) Introduction Stage 

The introduction stage originates once the response of the 

audience has been received, processed, and distributed in 

form of feedback. This is the stage when an organization 

actually launches a product and the entire emphasis is on 

building the brand and generating awareness about the 

product in the market. 

Generally, the duration of the existence of the 

product depends on the marketing channels targeted and the 

product itself. But, with Digital Marketing and its tools one 

can easily form brand awareness within the targeted groups. 

Tools that are used are content marketing, social media 
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promotions and paid banner ads and a number of other SEO 

activities which help creating awareness of the brand. 

During this time the attention is on creating a user friendly 

and informative website and has very crisp content related to 

the product. 

3) Growth Stage 

Once the product has been successfully introduced, growth 

stage comes into play, that is, during this phase the demand 

of the product increases and the emphasis of the marketers is 

to obtain the benefit of the rise in demand for the product. 

It is in this phase a lot of promotional activities are 

steered to attract more and more number of customers. The 

customer base at this stage is not limited to the core target 

group, but is extensive. Therefore, to create a wider product 

range in order to get maximum share of wallet, Digital 

marketing offers a number of avenues through which 

product or brand is promoted such as banner ads, video 

feeds, blogging, informative articles, PPC campaigns, social 

media optimization through Facebook, Twitter, Instagram, 

etc. 

4) Maturity 

The maturity or the stage of saturation is the extended phase 

of the product life cycle of any product. It is at this stage 

that the marketers of the product need to introduce new 

variants of the product in the market to elongate this stage 

and to prevent the product from a sharp decline. During this 

stage the number of competitors are high in the market with 

product which are either the exact substitute for your 

product or are have something extra. 

With the help of digital marketing business 

organizations can easily elongate the maturity stage with 

highly effective strategies, such as 

 Tap into new market segments without incurring extra 

costs 

 Brand reinforcement through cost effective ways such 

as email marketing 

 Offering incentives for a specific set of people, say for 

example, devising a promotion strategy only for 

Facebook users or Instagram users 

 Offering value added benefits to customers 

 Dedicated SMS campaign, etc. 

 Decline 

It is the final stage in the product life cycle, which 

occurs due to a number of reasons that is either new and 

better products are available in the market or the customer 

preferences have changed. During this stage few possible 

decisions can be taken by the marketer, that is either to 

discontinue with the product or launch a brand-new product 

with better features. 

When the demand for the product is in slump, 

through digital marketing campaign the companies can 

easily market the product with no extra cost, that is if they 

plan to exit the market it will help them dissolve your 

remaining inventory by running discounts and promotional 

schemes and when it comes to launching a new product all 

together in place of the existing one, digital marketing will 

assist with launching the product to the loyal set of 

customers without extra cost. 

Study of a product through ‘Product Life Cycle 

Management’ offers a number of benefits such as it helps in 

focusing on the product keeping the target group in mind, it 

quickly identifies potential sales opportunities and revenue 

contributions, it enables decision makers to enhance their 

product offering and understand the demands of their 

customers. It also helps save time and cost and lastly, it 

enables marketers to attune to the trends in the market along 

with competition study. 

VI. CONCLUSION 

The introduction of Digital Marketing solutions has changed 

the product development process from the traditional 

sequential process into the dynamic concurrent process. 

Parallel engineering, which is the process by which teams of 

functional specialists’ plan product and process activities 

simultaneously, can achieve significant reduction in product 

development cycle time.  

The rise of artificial intelligence in digital 

marketing allows business leaders to augment the customer 

experience by predicting and addressing their needs and 

wants. Digital marketing has huge potential and it’s all 

about the exact strategy that will help grab share of the 

market. It helps companies stay as competent and innovative 

as possible by helping employees work faster and emphasise 

on the aspects of their jobs that technology can't perform. 

Because there's no limit to what processes can become 

"smarter" with AI technology, companies can continue to 

increase efficiency as employees have more time to focus on 

big-picture ideas. 

Another concept that has the industry excited is the 

idea of the digital twin. Companies are now creating 

prototype of their physical products in the virtual world. 

These precise digital representations help businesses assess 

and track product life cycles in the computer before a single 

product hits the shelves. 

Companies, big, small, and start-ups, are resorting 

to utilise the open access of these social networking sites to 

establish their overflowing marketing needs and reach the 

target prospects. They spend millions on the digital social 

platforms. 

The technology also connects designers, engineers, 

marketers and consumers in a collaborative interactive 

environment using data-rich 3D simulations of products and 

processes. 

The digital marketing world is fast-paced and 

constantly moving, and it will only continue to grow as 

more companies take advantage of AI. AI is restructuring 

the marketing world by making customer experiences more 

seamless and helping leaders predict what their customers 

want, thus positioning digital marketing as one of the most 

effective ways to reach an audience. 
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