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Apple and Samsung
INDUSTRY LIFE CYCLE

Apple

http://www.theapplecasestudy.com/updates
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Samsung

http://www.androidauthority.com/whats-happening-samsung-545108/

Apple
Introduction Growth Maturity Decline

Demand
Limited to early adopters: high 

income, avant-garde 

Rapidly increasing market 
penetration 

Mass market, replacement/repeat 
buying. Customers knowledgeable 

and price sensitive 
Obsolescence

Technology
Competing technologies, rapid 

product innovation 

Standardization around dominant 
technology, rapid process 

innovation

Well-diffused technical know how: 
quest for technological 

improvements

Little product or process 
innovation 

Products

Poor quality, wide variety of 
features and technologies, 

frequent design 
changes 

Design and quality improve, 
emergence of dominant design

Trend to commoditization. 
Attempts to differentiate by 
branding, quality, bundling 

Commodities the norm: 
differentiation difficult and 

unprofitable 

Manufacturing 
and 

distribution

Short production runs, high skilled 
labor content, specialized 

distribution channels

Capacity shortages, mass 
production, competition for 

distribution

Emergence of overcapacity, 
deskilling of production, long 

production runs, distributors carry 
fewer lines

Chronic overcapacity, reemergence 
of specialty channels

Trade
Producers and consumers in 

advanced countries 
Exports from advanced countries 

to rest of world 

Production shifts to newly 
industrializing then developing 

countries 

Exports from countries with 
lowest labor costs

Competition Few companies Entry, mergers and  exits
Shakeout, price competition 

increases 
Price wars, exits

Key success 
factors

Product innovation, establishing 
credible image of firm and product

Design for manufacture, access to 
distribution, brand building, fast 
product development, process 

innovation

Cost efficiency through capital 
intensity, scale efficiency, and low 

input costs 

Low overheads, buyer selection, 
signaling commitment, 
rationalizing capacity
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Samsung
Introduction Growth Maturity Decline

Demand

Limited to early adopters: high 
income, avant-garde 

Rapidly increasing market 
penetration 

Mass market, replacement/repeat 
buying. Customers knowledgeable 

and price sensitive 
Obsolescence

Technology
Competing technologies, rapid 

product innovation 

Standardization around dominant 
technology, rapid process 

innovation

Well-diffused technical know how: 
quest for technological 

improvements

Little product or process 
innovation 

Products

Poor quality, wide variety of 
features and technologies, 

frequent design 
changes 

Design and quality improve, 
emergence of dominant design

Trend to commoditization. 
Attempts to differentiate by 
branding, quality, bundling 

Commodities the norm: 
differentiation difficult and 

unprofitable 

Manufacturing 
and 

distribution

Short production runs, high skilled 
labor content, specialized 

distribution channels

Capacity shortages, mass 
production, competition for 

distribution

Emergence of overcapacity, 
deskilling of production, long 

production runs, distributors carry 
fewer lines

Chronic overcapacity, reemergence 
of specialty channels

Trade
Producers and consumers in 

advanced countries 
Exports from advanced countries 

to rest of world 

Production shifts to newly 
industrializing 

then developing countries 

Exports from countries with 
lowest labor costs

Competition Few companies Entry, mergers and  exits
Shakeout, price competition 

increases 
Price wars, exits

Key success 
factors

Product innovation, establishing 
credible image of firm and product

Design for manufacture, access to 
distribution, brand building, fast 
product development, process 

innovation

Cost efficiency through capital 
intensity, scale efficiency, and low 

input costs 

Low overheads, buyer selection, 
signaling commitment, 
rationalizing capacity

Apple / Samsung

Apple

 Create the next S-curve

 Continue justify the price 
with unique features and 
benefits that can’t be 
matched.

 Apple must continually 
develop innovative 
products so that the firm 
always stands out against 
competitors.

 Additional investment in 
marketing retaining the 
strategy.

Samsung

 Dominate the America and 
European market.

 Improve the product 
branding

 Bring the best user 
experience to its customers 
through its innovative 
hardware, apps and 
services.
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THANK YOU

INDUSTRY LIFE CYCLE

Apple

http://www.asymco.com/wp-content/uploads/2012/12/Screen-Shot-2012-12-03-at-12-3-10.49.52-AM.png
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Apple

http://cacm.acm.org/magazines/2012/5/148618-an-n-gram-analysis-of-communications-2000-2010/fulltext

Samsung

http://www.forbes.com/sites/greatspeculations/2015/09/04/with-smartphone-business-floundering-is-samsung-becoming-a-semiconductor-company/2/#45f1d46d156e


