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Abstract

Through the synthesis and analysis of 64 papers, from JSTOR, ScienceDirect, and Google Scholar data bases, include 2010-2024
of 15 years duration paper works. this systematic literature review identified major themes and provided insights into growth
management strategies, marketing tactics, challenges, and opportunities, benefits, that managers confront in their quest to sustain
competitiveness and profitability in mature markets. Product diversification, market segmentation, innovation management,
cost-effective lifecycle planning, price strategies, market expansion, client retention, alliances, and collaboration are a few
examples of important tactics. The difficulties include growing rivalry, market saturation, shrinking profit margins, and shifting
consumer tastes. To maintain competition, there are nevertheless still chances to take advantage of economies of scale, brand
equity, and customer loyalty. The review's insights deepen our understanding of how businesses may best manage opportunities
and overcome obstacles to maximize product lifecycle management at various stages of maturity. By providing a comprehensive
understanding of the existing body of knowledge, this review offers valuable insights for practitioners, managers, and researchers
aiming to enhance product lifecycle management (PLM) strategies at the maturity level, ultimately contributing to the
development of more resilient and adaptive business models and research gaps have identified that enabled to provide future
research directions.
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1. Introduction

As lifecycle management is concerned, it could be either of
product or service lifecycle management [68], however, for
the purpose of this systematic literature review, this paper
focuses on, part of product lifecycle management (PLM),
specifically, maturity level PLM [12]. Evidence shows that a
diversity of stakeholders needs good management of product
lifecycle [13]. The strategies, price, distribution, product,
competition and promotion are distinct for different stages of
product lifecycle [54].

Managing the growth of a product lifecycle at the maturity
level is crucial for the profitability, long-term success and
sustainability of a business [56], not only in large enterprises
but also in small and medium [44] because, the maturity stage
is very critical juncture in the product lifecycle, where careful
management is essential to sustain market relevance, max-
imize profits, and prepare for the subsequent decline and this
importance need proper management [22] beyond the known
business legacy system [26], to respond accordingly. Special
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attention to innovation [10], cost optimization [25], customer
loyalty [71] and market segmentation [17], and distinguishes
maturity level management from other stages in PLM. During
this stage, the product has already reached its peak point in
terms of market penetration and sales. In order to continue to
flourish and stay competitive, it is so crucial for businesses to
effectively manage growth at maturity stage of their product's
lifecycle [73].

At the maturity stage of a product's lifecycle, organizations
often face challenges such as market saturation, declining
sales, and increased competition and to overcome these
challenges and sustain growth, it is important for businesses to
implement strategies that aim at managing mature products
effectively [49]. Basically, this involves diversifying the
product's offerings [13], identifying new market segments
[17], and exploring opportunities for product to innovation
and increase enhancement [32] to extend product's lifecycle,
generate sustainable revenue and maintain market share [52, 1,
69] through utilization of many related resources; data, people,
processes and integration of these information to the other
organizations [18, 38].

Here, aligning innovation with product lifecycle has a great
importance [13, 11, 1, 57, 7, 34] determines pricing adjust-
ment [67]. In connection with this, the development of in-
dustry 4.0 plays key role that enables managers to produce
higher quality products and goods with minimum possible
cost [28, 18, 18, 56] and further, sustainability issues also
addressed in industry 5.0 [36] and it has high impact on firms
growth rate that enables firms to attain its maximum sus-
tainable profitability climax [41].

Many products have many different sales curve forming
many maturity curve nature and hence the complex behavior
enhanced scholars to develop almost all inclusive model [25,
27] and therefore, this high variation in nature demands good
management of mature products. Generally, by the imple-
mentation of effective and efficient strategies such as stream-
lining operations, optimizing resources, pricing strategies, and
maturity stage of product's lifecycle of businesses should be
carefully managed in the growth of a product lifecycle that
businesses can maximize profitability and minimize costs [22,
56].

Gecevska et al. [13] conducted a systematic literature re-
view on PLM on ‘innovative and competitive business en-
vironment, previous review has not been focused on sys-
tematic literature review on ‘managing growth of product
lifecycle at maturity level’. Olanipekun [42] conducted a
systematic review of PLM on ‘entrepreneurship and
knowledge economy’ which was not an empirical review.
Because, in managing growth of product lifecycle at ma-
turity level, managers need to have a comprehensive
knowledge because different maturity models are associated
with different attributes, since in the application of maturity
model reusability is gone to be a challenge [64], this sys-
tematic literature review mainly aims at synthesizing and
summarizing themes on strategies that can be used in man-

aging growth in product lifecycle management at maturity
level, in addition also provide attention to challenges and
opportunities that face product managers at maturity level
management and marketing techniques for mature products
to maintaining competitive advantage with mature products.

2. Theoretical Literature Review

PLM is the process of managing products throughout the
entire of its lifecycle from idea generation to the fruitful
entry to product improvement, the market and maintenance
[13]. PLM is an essential aspect of managing prod-
uct-related information from its conception to its retire-
ment [64] and it is important tool of decision making and
management [43] reducing costs in the journey of PLM by
increasing efficiency [22]. One of the PLM is product
lifecycle management at maturity level, even though, there
are different approaches of PLM maturity concept [63] as
[24] defined, PLM maturity is “The ability to manage the
knowledge and capabilities of an organization to respond
effectively to specific customer needs, at any point in time”.
Besides the definition PLM maturity, theoretical literature
review reveals theories, frameworks, key concepts, and
strategies related to managing the growth of PLM at ma-
turity level. There are various theories in line with this such
as PLM theory that consists four stages aiming to maximize
value, innovation diffusion theory; focusing on how in-
novation spread, product line extension theory; introducing
variations and extensions of existing products to new
segments, customer relationship management theory;
aiming building and maintain strong relationship with
customers [42]. As companies mature, their PLM processes
progress, demanding strategic management to ensure
alignment with business objectives. Various maturity
models, such as Batenburg; PLM maturity and Busi-
ness/Information technology (IT)-alignment, Zhang; de-
scribed through five different sources, showing how it has
changed through time and adapted to new deployments,
Schuh; as is and to be, situation, Stark; described his three
different levels, company, product development and
product data management, K&kk&nen, business dimen-
sions and customers dimensions, Saaksvuori; business
dimensions (IT, processes, structure and PLM strategy,
people in PLM change management) and also Mettler
proposes three different viewpoints, general model attrib-
utes, maturity model design and maturity model use [4] and
the Capability Maturity Model Integration provide a
structured framework to assess and improve an organiza-
tion's PLM capabilities. These models enable companies to
evaluate their present-day state, set realistic goals, and
draw a roadmap for progression. The literature explores
that adaptive and a dynamic approach is critical for effec-
tively managing growth at maturity level and also the lit-
erature identifies numerous challenges related with man-
aging PLM growth that include interoperability issues, data
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security concerns, organizational resistance to change, and
the need for continuous technological advancements. Ad-
dressing these challenges necessitates a broad under-
standing a proactive strategy for mitigating potential bar-
riers and organizational context [4, 57] and also sustaina-
bility as environmentally friendly concern revealed in the
literature [4].

Organizations adopt various growth strategies that fit ma-
ture products, which include making investments in training
and development, raising a culture of innovation, aligning
PLM initiatives with business objectives, and leveraging
advancing technologies such as Internet of Things and the
artificial intelligence, blockchain, internet of everything to
come and others. The literature emphasizes the significance of
a strategic approach that considers both technological [8] and
organizational aspects, because, PLM does not function in
isolation that its effectiveness is in combination with seamless
integration with other business processes. The Literature
stresses the importance of aligning PLM with customer rela-
tionship management, supply chain management, and enter-
prise resource planning to maximize the whole companies
efficiency [44]. For the success of integration in organizations,
careful consideration of data governance, standardization, and
interoperability has to be taken place.

The Performance Metrics and Key Performance Indicators
(KPIs) is essential to assess the success of PLM initiatives at
maturity level and companies have to define and monitor
performance metrics and KPIs. The literature advocates that
companies has to go beyond the common traditional and
incorporate  metrics connected to cost efficiency,
time-to-market, innovation, and customer satisfaction and
through evaluating these metrics regularity organizations
make informed decisions and adjustments to their PML
strategies [42]. Therefore, this theoretical literature review
makes insights into the multifaceted landscape of managing
the growth of PLM at maturity level and as companies navi-
gates the complexities of organizational dynamics, market
demands, technological developments, and a nuanced and
adaptive approach is critical. By drawing on theoretical
frameworks, best practices, and lessons well-educated from
different industries, organizations can progress strong strate-
gies to effectively manage the growth of PLM and drive sus-
tainable success and competitiveness.
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3. Methodology

This systematic literature review is performed based [61]
which consists of three stages [61]. This systematic review is
important to find collective evidence and used to update it
with future findings [55, 70]. The reason of this systematic
literature review is mainly, to understanding how growth is
managed during the maturity phase of a product's lifecycle,
in addition, the challenges and opportunities that face
product managers and practitioners in managing growth of
product lifecycle at maturity level, and also identifying
marketing techniques applied in mature products in main-
taining competitive advantage in managing mature products.
In the search strategy, to identify relevant literature review
[31] the authors used JSTOR, ScienceDirect, and Google
Scholar, because recommended to include more than one
database [62] and the key words used were “product lifecy-
cle maturity” OR “Product Lifecycle Management” OR
“Product growth strategies”. Inclusion and exclusion criteria
applied were, peer-reviewed journal articles, conference
papers, and academic books published in English and we
incorporated 64 paper with the aim having sufficiency, to
avoid not to include eligible studies [35] and also articles
published from 2010 to 2024, 15 years, because 10-50 years
can be recommended as Rialp, Rialp, & amp; Knight 2005
cited in [46]. The screening process was also undertaken.
Data extraction performed, based on relevance to the topic
reading abstract, conclusion and full text [62]. Quality As-
sessment conducted bases trustworthy that reliability and
validity [53]. Data synthesis and analysis to identify com-
mon themes, patterns, and insights related to the topic and
we use qualitative methods which is thematic analysis. In-
terpretation and discussion was performed, discussed the
implications of these findings for theory, practice, and future
research direction. Documentation and reporting was done
including used PRISMA, increases transparency [45], search
strategy, inclusion/exclusion criteria, screening process, data
extraction, quality assessment, data synthesis, analysis,
findings, recommendations, implications and conclusions.
Finally, by following these methodological steps, we con-
duct a rigorous systematic literature review on managing
growth in the product lifecycle at the maturity level.
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Figure 2. Studies Trend across Time.

While the authors observe the analyzed studies in figure 2, are needed to explore further new insights including the

it slightly increasing on average in the recent or the graph is recommend ones, so that product managers and practitioners
skewed to the right in recent direction, however, more studies  able to utilize the insights.
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Figure 4. Studies across countries.

The methodology employed in the analyzed articles lack
mixed approach, so that future studies are recommended to
conduct mixed approach in their research. On the other hand,
the authors observed that studies conducted related with the
topic ‘managing growth of PLM at maturity level’ has been
widely conducted in developed countries, especially Western
countries, in Africa, only in countries with giant economy,
South Africa and Nigeria, but other sub-Saharan has conduct
research on the ‘managing growth of PLM at maturity level’.
Generally, when the authors summarize, there is slightly time
gap, place gap and also methodological gap exists.

In managing growth of product lifecycle at maturity mar-
keting knowledge is critically important because it determines
the success, profitability, competitiveness, market share and
survival of businesses and to considerations of capability
maturity model is important to manage growth of product
lifecycle for mature market, that enables to coordinate, better
approach, and carefully plan the process [24, 25]. Having this
in mind, the themes that have been identified as growth
strategies upon extensive systematic literature review indi-
cates that market segmentation, product enhancement, cost

optimization, price adjustment, market expansion, customer
retention, diversification, partnerships and collaboration,
lifecycle planning and monitoring and feedback are among
the identified themes which are going to be discussed here
under.

4.1. Strategies for Sustaining Products in the
Maturity Phase

4.1.1. Lifecycle Planning

Lifecycle planning is a critically important component of
managing PLM as organizations evolve through maturity
level and it involves comprehensive coordination, strategizing
and foresight to make ensure the seamless advancement of
products from conception to retirement [39]. Effective
lifecycle planning is very crucial for organizations directing
the complexities of Product Lifecycle Management at ma-
turity level and aligning it with business goals, incorporating
risk management strategies, fostering cross-functional col-
laboration [51, 48] adopting advanced technologies, and
considering regulatory and environmental factors, organiza-
tions can ensure adaptive and a holistic approach to manage
the entire product lifecycle and ultimately contribute to sus-
tained success, profitability and competitiveness [72].

4.1.2. Market Segmentation

To effectively manage growth at mature products, niche
marketing is an effective strategy to provide answer for price
competition in a mature industry and can use a niche market
strategy. The purpose of market segmentation in managing
growth of product lifecycle at maturity focuses on under-
standing niche markets needs wants and preferences that has
to be tailored [51] that it concentrates on meeting unsatisfied
customer needs, to keep customer loyalty which cannot be
easily eroded by competition and upon identification of these
needs and wants product differentiation is appropriate [17]. At
maturity level, PLM provision of customized market fast and
cost efficiently deliver of products that meets the needs and
wants of specific target market and individual customers to
fulfill satisfaction [13].
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4.1.3. Product Enhancement

Managing growth of PLM at maturity level cannot be un-
derestimated in the product lifecycle that, at this stage, com-
petition intensifies demanding product functionality en-
hancement to retain market share. Organizations that reaches
its maturity continues improvement and product enhancement
become a key for business success sustain competitiveness
and profitability [13]. Product enhancement strategies is es-
sential in managing mature product lifecycle that focuses on
user experience optimization, the integration of advanced
technologies, and adaptability to evolving market is so de-
manding. Therefore, by leveraging advanced technologies,
adopting agile development practices, making data-driven
decisions, ensuring scalability, optimizing user experiences,
and fostering continuous feedback loops, organizations can
get upper hand to thrive in an ever-evolving business land-
scape while effectively managing the maturity of their PLM
processes [59].

4.1.4. Cost Optimization

Cost optimization is one of the components of critical as-
pects of maturity level growth management of PLM. In the
progress of organizations through different PLM, managing
maturity level growth using strategies is essential that opti-
mize costs, without compromising efficiency and effective-
ness of PLM processes. Cost optimization is strategic con-
cerns in managing mature PLM to enable organizations have
higher profit, sustain with success and gain sustainable com-
petitive advantages [25].

Organizations can optimize costs and gain efficient supply
chain in PLM processes at maturity level without compro-
mising on efficiency and effectiveness by doing the overall
cost-benefit analysis, embracing cloud-based solutions and
making automation, leveraging technologies rationalization,
and generally implementing holistic approach [13]. These
strategies enable organizations to growth with lean and agile
PLM frame work supporting success, profitability and com-
petitiveness in PLM at maturity level. Meeting the present
generation need, without affecting the future generation,
product lifecycle as a greater umbrella, PLM at maturity level
product cycle costing has not be undervalued since it is the
variable component of profitability, which to mean, as cost is
higher, profit be reduced. Since, the product lifecycle costing
at maturity level is a serious constituent of company success
aspect by growing companies profitability, scholarly literature
has to be well discovered [22]. Therefore, cost optimization or
reducing product lifecycle cost at maturity level without in-
terrupting the optimal business operation has to get attention.
Supplier selection in having optimum cost is a key in business
management, because minimized net cost increases firms’
profitability. Managing Product lifecycle cost at maturity
level is important, because, at this stage production cost has to
be reduced and marketing cost decline, tries to innovate, de-
sign news to maximize market presence, tries to capture
customers feedback and researching with the population de-
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mographics, managing maturity level product lifecycle cost to
optimize it is critical [56]. Cost reduction, in managing
growth of product life cycle at maturity level is a key because
reducing production cost, without compromising quality en-
ables to increase profitability. This leads to reduction in cost
of product offerings and by digitally reusing and manufac-
turing plan, creating plant information, and processes firms
can minimize the overall costs of operation [13, 66]. In cost
modeling, some scholars have recommended others to ana-
lyze not only linear cost modeling but also non-linear cost
modeling [27].

4.1.5. Price Adjustment

Price adjustment is one of the critical aspects of managing
the growth of PLM at maturity level and as markets change
and products evolve, demand rate might be varied over time
[25] that adjusting pricing strategies strategically and aligning
it with competitive landscapes, market demands, and value
propositions is important. Therefore good strategies are
needed for effective price adjustment in managing PLM at
maturity level and the effectiveness of pricing adjustment in
managing growth of PLM at maturity level plays a key role.
The adoption of dynamic approach which considers compet-
itor strategies, customer expectations, market dynamics, plays
an important role for organizations in optimize pricing struc-
tures in the journey of the product lifecycle [23]. The
evolvement of value proposition aligned with appropriate
pricing adjustment enable organizations to be competitive,
achieve growth total objective in the organization. In pricing
policies the price and price adjustment is based on competi-
tors situation comparison, sales, deciding wisely in moving
the price up or down, considering the introduction of coupon
for consumers products and taking in to consideration the
efforts made in advertising and promotion with the aim of
getting new consumers and also the product differentiation
efforts made with goal of having quality to prolong maturity
stage and reliability in the PLM. Sometimes, the battle of
disruption continues with the extended success of product
maturity with even further than expect by [10, 9] and innova-
tion diffusion, goodwill of the innovation and psychological
issues of consumers affects pricing adjustment. These three
simultaneous dynamics have potential impact on price change
that they goes together and consequently company benefited
profitability [14, 23].

4.1.6. Market Expansion

Market expansion is a crucial strategic aspect for man-
aging PLM at maturity stage and in the process of product
evolvement through their lifecycle, getting in to new market
is critically important in sustaining organization success,
mitigating risks and capitalizes on emerging opportunities.
Market expansion in managing growth at maturity level
needs to understand deeper in to markets, demands strategic
foresight and adaptability because market expansion in
managing PLM at maturity level is a multifaceted endeavor.
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Through undertaking market research, establishing strategic
partnership [12], implementing innovative pricing models
and adapting to cultural distinctions and ensuring agile
supply chain management organizations can enhance their
success gaining profitability and competitive advantage [1,
69] in navigating market expansion efforts through ex-
ploiting new opportunities in the product lifecycle maturity
journey.

In managing growth at maturity stage, struggle or battling
for market expansion is a key because organization having
expanded market gets the highest profit margin with higher
growth of sales volume and achieves highest returns form the
product achieving greatest market share objective to increase
profitability, by tackling decreasing profit margins in PLM at
maturity level [54, 9]. In managing growth of product lifecy-
cle at maturity level, among others, market expansion can be
possible through producing smart devices that lay conducive
environment for online marketing to prolong lifecycle of
products and internet of things supported with security issues
because today’s business is becoming online market that
makes goods order easy because customers need smart de-
vices that are secure from various cyber-attack [69]. This can
be extended further to internet of everything [26] that enables
to have potentially higher maturity level by facilitating the
establishment of virtual representation of product that enables
manufacturers to monitor and control with one click, which
might be widely implemented in the future industry 5.0, even
though the concept is currently risky [48] complex, difficult to
value in business terms, therefore, needs appropriate strategy,
coupled with consistent change management in the company
to increase customer benefit that highly attract extra market
[65].

4.1.7. Customer Retention

Customer retention is a critically important in managing
the product lifecycle at maturity level in PLM supported by
product service system that focuses on customer value cre-
ation which helps organizations continues to provide satis-
faction. As organizations evolve and mature in their PLM
processes, it is essential to adopt strategies that not only
attract new customers but also ensure the loyalty and satis-
faction of existing ones [71] and the conceptual, digital and
physical product types has to be differentiated in their data
management to increase satisfaction [29]. Customers need
the benefit that come in the form of quality, time and cost
[14], that in relation to this maturity level product lifecycle
affects means of transportation modal of commodities that
directly affect cost, time and quality [40] and therefore,
through careful analysis of customers’ needs and wants, then
satisfying accordingly, results in customer retention [24, 43].
The effective management of customer retention in the
process of PLM at maturity stage a holistic approach that
consist robust support mechanisms, continuous improve-
ment, tailored engagement, and transparent communication.
In the process of prioritization of customer loyal and keeping
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long term customer satisfaction, organizations can also lev-
erage as critical base for further growth, success and in-
creasing profitability in the journey of PLM during maturity
stage [10]. In order to meet both customer satisfaction and
sustain profit, a change in lifecycle and design needed in
short term in disruption situation that affect both social and
organizational concerns [7]. In addition, in co-creation of
value, the usage of social media is also essential at maturity
stage with good discourse logic, to increase customer en-
gagement for customer retention [47].

4.1.8. Diversification

As organizations and products progress, diversification
plays a crucial role for the success of PLM at maturity stage
and market change and adopting diversification strategies are
a key to sustain growth, profitability and success. Diversifi-
cation in managing growth at product maturity level is a
critically vital because of various driving forces of vibrant
industry shifts, competitors, that forces to design new strate-
gies for the success of the organizations and therefore, to stay
competitive and persistently sustain in the long run, diversi-
fication is important [13]. During management of PLM at
maturity level, the diversification strategies that are applicable
are entering new markets, embracing emerging technologies,
expanding product portfolios and adapting to changing cus-
tomer preferences [58]. Generally, by diversifying strategi-
cally, companies can capitalize on new opportunities, mitigate
risks, and sustain growth throughout the product lifecycle,
creating higher significance to overall maturity, profitability
and competitiveness [52].

4.1.9. Partnerships and Collaboration

In the evolving landscape of PLM fostering collaboration
and partnerships within the context of managing PLM at
maturity level is critically vital. Collaboration and partner-
ships have become indispensable for organizations seeking to
manage the complexities of product development, enhance
innovation, and ensure sustainable growth across maturity
level. Collaborative and partnership environment in which all
stake holders play their role cooperatively to optimize re-
source use is critically important [12]. Collaboration and
partnerships are essential pillars for effective PLM, especially
as organizations progress through maturity levels. By foster-
ing relationships with various stakeholders, organizations can
leverage collective expertise, drive innovation, and navigate
the challenges of PLM with a collaborative and adaptive
mindset, ultimately contributing to sustained growth and
competitiveness [57]. By aligning with business goals, fos-
tering cross-functional collaboration, incorporating risk
management strategies, adopting advanced technologies [72],
and considering environmental and regulatory factors, or-
ganizations can ensure a holistic and adaptive approach to
managing the entire product lifecycle, ultimately contributing
to sustained success and competitiveness.
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4.1.10. Innovation and Adaptation at the Maturity
Level

Delving in to the management of PLM maturity stage has
its own unique sets of challenges and opportunities, de-
manding enabling strategies in adaptation and innovation to
effectively and efficiently manage growth and also need
careful balance between optimizing the existing operations to
manage successfully [52], identifying directions to sustained
profit, and strategically planning for the future. Innovation in
PLM at maturity level is demanding to continuously refine
and enhance product in order to satisfy customer expectation
and market dynamics [10] that could include improvements in
quality, features, or functionality to maintain a competitive
edge. In addition, implementation of technological advance-
ments supported by digital technologies, that enables profit-
ability in the implementation of industry 4.0 which further
strengthened by industry 5.0 more in sustainable or envi-
ronmentally friendly business operation [36] because it has
high relationship with operational systems [15, 34] and dis-
covering emerging trends has significance to the product's
importance and demand, ensuring it remains a favored special
among consumers. This can be achieved through adaptation
that encompasses consumer preferences, the flexibility to
respond to shifts in market demands, and external factors.
This adaptation cab better facilitated by proactive response
approach that enables product to remain agile in ever chang-
ing, competitive environment and through doing this, cost
efficiency can be achieved that lead to profitability and suc-
cess [1, 69].

Generally, in managing growth of PLM at maturity stages,
successful management of growth hinges on a dynamic in-
terplay between innovation and adaptation. Therefore, by
continuously enhancing the product, optimizing costs, ex-
ploring new markets, strategically adapting to market changes,
and embracing digital transformation, businesses can not only
weather the challenges of maturity but also position the
product for extended success in the ever-changing market-
place [13, 52] including using IT support system [58] that
adds value [52].

4.2. Challenges and Opportunities That Face
Managers in Managing Mature Products

Managing growth of mature products in PLM process
presents a distinct set of challenges that necessitate careful
attention and strategic responses. Even though mature prod-
ucts, have established market presence and a loyal customer
base, they are susceptible to various challenges that can im-
pact their continued success. Some key challenges that asso-
ciated with managing mature products are market saturation
[50] that requires innovation strategies because of little mar-
ket potential left; intense competition from both current and
new market players, needing differentiation or remain in
crowded competition increasing competitive edges [6]; de-
cline in profit margins that demand critical cost management

to sustain with profitability [56]; are changing customer
preferences that continuously changing by changing custom-
ers’ needs over time and mature products growth management
should align with shifting demands and therefore, anticipating
and responding to these changing preferences are highly
challenging product mangers; technology obsolesce, if mature
products face the risk of technology obsolesce, challenges of
requiring research and development comes and if lack of
innovation occurred it come with critical challenge [2]. Some
other challenges that face product managers in the process of
PML at maturity level are erosion of brand image [10], regu-
latory changes, lack of customer retention, supply chain
challenges, and unpreparedness to strategic planning for de-
cline and other global economic factors challenges may arise
in managing growth of maturity products. The effective
management of these challenges need a proactive and strate-
gic approach and therefore, organizations must frequently
reassess market dynamics, implement adaptive strategies and
invest in innovation to navigate complexities that face or-
ganizations in managing growth of PLM at maturity level
successfully [23, 36].

However, even though, there are numerous challenges
that exist in mature products, opportunities that has to be
capitalized on, are available for brilliant product manager
to act accordingly. These opportunities are mature markets
do have various opportunities which include customer
loyalty [24, 43], economies of scale [35], leveraging brand
equity to sustain growth and competitiveness [19]. Future
research has to focus on examining strategies for over-
coming challenges and building on opportunities in the
process on managing growth of PLM at maturity level.

4.3. Marketing Techniques for Mature Products
to Maintaining Competitive Advantage with
Mature Products

The marketing of mature products demand different ap-
proach from that of at introduction and growth phase of PLM.
These marketing techniques tailored and applicable to mature
products are market segmentation; which is based on behav-
ioral, psychological, demographic aspects of the consumers
and tailored marketing messages and strategies are needed to
address these specific segments of population to address their
specific needs, want and preferences [47]. The second one is
product differentiation; which provide focus to reliability,
durability, quality or convenience to appeal to targeted mar-
kets [37, 16]. Thirdly, value based pricing which provide
attention to value based pricing strategies [60]. Fourthly,
promotional campaigns that focus on targeted promotional
campaign addressing consumers’ pain point or key consumers
concerns make clear products strengths from others [5]. Fifth,
leveraging customers’ loyalty that builds on existing custom-
ers’ loyalty that promote or make to remember brand equity in
retaining customer and make customers to repeat purchase
again and again [17, 21]. Sixth, the usage of repositioning
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strategies is useful by updating marketing messages, devel-
oping good packaging, branding to show the products evolv-
ing position and current value propositions [30]. Seventh,
customer education and support provides customers with
excellent offer which is after sales services to build loyalty
and trust for the organization making to repeat purchase [20]
and finally, continues improvement that involves monitoring

competitors’ activities, market trends and customer feedback
in order to evaluate opportunities that need to be utilized and
improved [33]. Therefore, in active implementation of effec-
tive marketing techniques, businesses can increase profitabil-
ity, raise market share, sustain sales for mature products and
also lays ground base for future success and sustained growth.

Challenges and Opportunities

sMarket Saturation
*Intense Competition
*Declining Profit
sChanging Customer
Preferences
sTechnology Obsolence
sErosion of Brand Image
sRegulatory Changes
sLack of Customer
Retension
*Supply chain Challenges
sUnpreparedness for
Decline
*Other global Challenges

*Customer Loyalty
sEconomies of Scale
*Brand Equity

= [Text]

Growth Strategiesand Marketing Techniques

sMarket Segmentation
sProduct Differentiation

*Cost Optimization

sPrice Adjustment

sMarket Expansion

sCustomer Retantion
Diversification

sPartinerships and Collaboration
sBrand Reinforcement
sInnovation and Addaptation

sLifecycle Planning
sMonitoring and Feedback

*\/alue Based Pricing

*Promotion Campaign

*Product Differentiation

sMarket Segmentation
*Customer Loyalty Leveraging
*Repositioning Strategies
sCustomer education and Support
sContinoues Improvement

Prefered approach, Benefitand Company

bPerformance

*Proactive
*Strategic
*|nnovative
*Adaptive
*Agile
*Resilennt

*Cost Reduced
*Time Shortened

*Quality Enhanced
*Profitability Increased
*Satisafaction raised

*Financial - Revenue
Increased

*Non-Finacial- Market
Shareincreased

Figure 5. Frame work of challenges, opportunities, growth strategies, marketing techniques, preferred approaches, benefit and company

success performance in managing PLM at maturity stage.

5. Discussion

This systematic literature review has explored several in-
sights and trends within the existing body of knowledge. In
managing growth of PLM at maturity level, strategies in man-
aging mature products, challenges and opportunities that face
product managers, marketing techniques applied for mature
products has been identified. This discussion section summa-
rizes and synthesizes the findings that has explored from the
literature review, identifies common themes, indicated gaps in
the research, and provided implication for theory and practice.

This systematic literature review explored various strate-
gies used by organizations in managing the growth of PLM at
maturity stage, such as product diversification, market seg-
mentation [54], innovation management [36], pricing strate-
gies [23], and cost optimization [13, 66]. Several studies
highlighted the importance of continuous product innovation
and differentiation to sustain growth in mature markets;
however, consensus has not been reached by scholarly
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community, indicating which strategies are more effective
than others, so that it recommends further empirical research.

Despite, there is a wealth of literature focusing on cus-
tomers engagement and marketing techniques strategies for
mature products, highlighting the importance of targeted
promotion, customer relationship management, channel op-
timization, and market segmentation in maintaining competi-
tiveness and success that drive sales in mature markets, there
is a limited studies that explored the impact of emerging dig-
ital marketing channels and technologies on the topic man-
aging growth of PLM at maturity level, suggesting research
recommendation in the area in the future.

There are several challenges and opportunities that are
identified by literature review associated with managing
growth of PLM at maturity level. The challenges involve
increases competition [6], market saturation (Rota et al.,
2016), declining profit margins [50], and changing cus-
tomers’ preferences. However, mature markets do have
various opportunities which include customer loyalty [24,
43], economies of scale, leveraging brand equity to sustain
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growth and competitiveness [19]. Future research has to
focus on examining strategies for overcoming challenges
and building on opportunities in the process og managing
growth of PLM at maturity level.

5.1. Theoretical Implications and Future
Research Directions

The finding of this systematic literature review indicated
theoretical implications for understanding the dynamics of
PLM at maturity level and market evolution. By synthesizing
the existing theory and empirical evidence, this systematic
literature review contributes to the development of a more
comprehensive theoretical frame work for managing growth of
PLM at maturity level, however, future research is needed in
testing, exploring and refining theoretical propositions, confirm
the validations of the their applicability throughout different
industries and contexts to contribute further for managing
growth of PLM at maturity level. Even though, there is a wealth
of literature review discovered in the systematic literature re-
view on managing growth of PLM at maturity level, further
research gaps that has to be explored in the future exist and
these research areas which has to be well discovered are
emerging technologies such as internet of things, blockchain
management, artificial intelligence, and internet of every things,
implications to contribute to managing growth of PLM at ma-
turity level. The maturity of the literature has done on the de-
veloped countries and there is a need to conduct research
widely in the context of developing world, in line with man-
aging growth of PLM at maturity level Businesses have faced
unexpected disruption in today’s business environment and
interests has raised to increase agility and resilience, so that
future research demanded to examine strategies for navigating
unforeseen challenges, and opportunities to sustain growth,
competitiveness and profitability.

5.2. Practical Implications for Managers and
Practitioners

This systematic literature review has provided managerial
and practitioners’ implication and insight that recommends for
effectively managing growth of PLM at maturity level. Var-
ious strategies such as market segmentation, continues inno-
vation, cost optimization, customer engagement are identified,
pricing adjustment, product enhancement are identified as a
key drivers of success in managing growth of PLM at maturity
level, so that managers can make utilize of these insight in
managing growth of PLM at maturity level to provide in-
formed decision making and develop strategies that fit with
organizational goals and market conditions.

6. Conclusion

Finally, upon conclusion, this systematic literature review
sheds light on numerous dimensions of managing growth in
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PLM at maturity stages and indicated by synthesizing existing
literature on managing growth of PLM at maturity level and
identified recommendations for future research, contributed
for the current discourses on effective PLM strategies.
Therefore, the implementation of these insights derived from
this systematic literature review, enable managers and practi-
tioners’ to be empower their organizations to navigate the
complexities of product growth and sustain their growth,
profitability and competitiveness in the dynamic markets.
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