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ABSTRACT 

Poor marketing is among the top reasons that start-ups fail, as often these micro-

businesses focus more on technological innovation rather than having a marketing focus. 

Although it has been subject to lots of criticism, the product life cycle (PLC) is still one of 

the fundamental theories that is taught in basic marketing books and courses. The PLC 

can be viewed on three aggregation levels with different implications for marketing 

strategy: product class, product form and brand. Application of the theory to food micro-

businesses was identified as a knowledge gap, and therefore researched among Dutch 

microbreweries to gain insight into how PLC marketing can benefit their performance. 

First, a systematic literature review was done to find the recommended marketing 

strategies in the stages of the PLC for all three aggregation levels. The results were used 

as the basis for an online survey among microbreweries about their marketing strategy, 

performance and PLC stage considered for the brand and product form. The PLC stage that 

the microbrewery considers its brand and product form to be in was found to influence 

their brand and product form strategy. On the product form-level, the strategy used by 

the microbrewery more often aligns with PLC literature for the stage that they consider 

their product form to be in than for brand strategy and the stage considered for the brand. 

However, for both aggregation levels a lot of microbreweries use marketing strategies that 

do not align with PLC literature descriptions. Significant differences were found in product 

form performance between the different strategies used, this was not found for brand 

performance and brand strategy. Furthermore, it was not shown that using the marketing 

strategy that aligns with PLC literature recommendations necessarily improves the 

strategy-performance relationship.  
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1. INTRODUCTION 

When starting a new business or startup, one important factor for financial success is your 

marketing ability (Kotler and Keller, 2016). Among the top-20 reasons that startups fail is 

‘poor marketing’ (CB insights, 2019), as often these businesses focus more on developing 

a better product through its technological aspects, rather than having a customer-focus in 

terms of marketing consideration (Baker and Hart, 1999; Chorev and Anderson, 2006). 

This phenomenon can be applied to the Dutch beer industry, in which the number of 

microbreweries has grown exponentially over the past years to almost one thousand 

registered breweries (NU.nl, 2021). Despite this rapid growth, more breweries have 

ceased their activities in 2019 than new ones were added, as these microbreweries were 

not able to sell their products to consumers because of either a lack of commercial skills, 

or on the other hand inappropriate commercial strategies that simply imitate the major 

players in the beer market (Bierschrijver, 2020).  

Startups or micro-businesses benefit most from a marketing strategy that is tailored 

specifically to their product, but it is apparent that new entrepreneurs lack sufficient 

marketing ability (Crane, 2012). When resorting to reading a basic marketing book or 

taking a course on the fundamental principles of marketing, one of the first theories that 

is presented is the product life cycle (PLC). This theory is believed to provide a solid 

foundation for developing the firm’s competitive strategy in terms of managing its product 

mix (Baker and Hart, 1999), as the concept of evolution and life cycles helps us 

comprehend the nature of competition (Henderson, 1989).  

The theory originated in the 1950s. In one of the first official publications it is described 

as follows: "The life story of most successful products is a history of their passing through 

certain recognizable stages" (Levitt, 1965). The PLC concerns the fluctuations in sales of 

a product throughout its lifetime (Cox, 1967), which is often compared to organic life in 

the sense that products go through a number of stages in life from birth to death (Sharma, 

2013). Products are introduced into the market or have their 'birth', after which their sales 

grow, mature and at some point, die out (Dwyer and Tanner, 1999). The competitive 

situation for a product varies in each stage of the PLC (Mohammadi, Saghaian and 

Alizadeh, 2017). Therefore, a company’s strategic decisions, such as product pricing, can 

be based on the particular stage of the PLC that the product is in (Rink and Swan, 1979). 

The marketing mix can be used in the different stages as a basis for allocating resources 

(Mohammadi et al., 2013). Research has shown that a lack of attention to the PLC stages 

could destroy the company’s competitive advantage when inappropriate strategies are 
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selected (Sharma, 2009), whereas using the PLC in determining the business strategy was 

found to promote both market share and return on investment (ROI) (Anderson and 

Zeithaml, 1984).  

The PLC is typically depicted by a bell-shaped curve that graphically presents products 

sales volume over time (Scheuing, 1969). The most popular four-stage version is the 

following sequence of stages: introduction, growth, maturity and decline. However, more 

recently, a fifth stage is often added before the introduction stage: product development 

(Kotler, Wong, Saunders and Armstrong, 2005), which is when the company develops a 

new product idea. During the development stage, sales are zero and revenues are negative 

(Sharma, 2013). All stages of the PLC imply different strategies in terms of the strategic 

goal, competition, the product itself, price goal, promotion goal, and distribution goal 

(Sharma, 2013). The duration of each stage depends on the type of product and industry, 

as well as the market conditions and cultural aspects (Dolgui and Proth, 2010). Most PLC 

research has been based on either consumer durables or nondurables, often focused on 

low-priced, frequently purchased and widely distributed products (Rink and Swan, 1979). 

The PLC in the food industry might be different than other industries, since food products 

are often more dependent on supply conditions (Polli and Cook, 1969). Research on the 

food industry in Iran has shown that promotion has the highest strategic priority during 

the introduction stage, while price has the highest priority in the growth, maturity and 

decline stages of a food product (Mohammadi et al., 2017). However, this might differ 

from the Western European food industry.  

Besides the fact that the PLC strongly depends on its industry, several other issues have 

been raised against the theory. First of all, scientific literature shows little consensus on 

the pattern of the PLC and the way of dividing its stages. Rink and Swan (1979) already 

showed 11 alternative patterns of the PLC curve that until then had been found in 

literature. Often the four-stage version was modified by changed wording of stages, or 

adding new stages (Rink, Roden and Fox, 1999; Souerwine and Schnidman, 1984; 

Canning and Berry, 1982). Evidence for the classical bell-shaped PLC curve is strong, but 

the fixed nature of the sequence is not always found to be the case (Dhalla and Yuspeh, 

1976). For example, a cycle-recycle pattern has been established for food products 

(Hinkle, 1966). Secondly, the identification of the stages and definition of their boundaries 

is discussed. The stages of the PLC are said to be distinct since products that are in the 

same stage share more market characteristics between them than with products in other 

stages (Nadeau and Casselman, 2008).  
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Quantitative measures that were established to define stage boundaries are based on one 

particular industry and rule-of-thumb based (Cao and Folan, 2012). Furthermore, the PLC 

is critiqued for being presented as the independent variable on which the company should 

base its marketing strategy, while it might be a dependent variable that is determined by 

management decisions on marketing actions (Rink and Swan, 1979; Dhalla and Yuspeh, 

1976). Lastly, the definition of 'product' is up for debate, as the literature presents the 

PLC theory on different levels of aggregation between product classes, forms and brands. 

The life cycle of a product form or brand will likely be shorter than for a product class, 

since product classes reflect market trends while product forms or brands reflect a single 

company’s competitiveness in the market (Sharma, 2013). Product forms demonstrate 

less stable life cycles than product classes (Cao and Falon, 2012).  

Most often, product form is considered to be the most appropriate aggregation level for 

PLC research (Rink and Swan, 1979) since product forms probably demonstrate the 

standard PLC pattern (Kotler, 1972). However, the rate of sales change in product classes 

and brands were also found to be highly consistent with the PLC theory (Polli and Cook, 

1969). In more recent usage of the PLC, the model was used for product classes (Mehra, 

Seidmann and Mojumder, 2014; Orbach and Fruchter, 2014), as well as on the product 

form level of aggregation (Adebisi et al., 2011; Calantone et al., 2010). 

Beer is considered as an interesting product to apply the PLC theory to, since we can view 

the industry trends both from the product-form and the product-class point of view. Beer 

consumption in the Netherlands was found to be in a period of stagnation between 2008 

and 2017 (Euromonitor, 2018), indicating that the product class 'beer' would be in the 

maturity stage of the PLC. Considering the beer production, a slow but constant decline is 

found (Hána, Materna and Hasman, 2020). However, at the same time the number of 

microbreweries in the Netherlands, as well as the consumption of craft beers, has been 

growing very fast during the past decade (van Dijk, Kroezen and Slob, 2018). This 

phenomenon can be explained as a new life cycle for the product-form, in which the PLC 

of microbreweries could replace the traditional beer PLC (Hána et al., 2020). Others 

consider the rise of microbreweries as a result of an 'industry renewal' process (van Dijk 

et al., 2018), in which organizations of a new kind enter into a mature industry, which in 

turn changes the PLC pattern. This reasoning stems from the resource partitioning theory 

(Hannan, Carroll and Polos, 2002), which suggests that a fifth renewal stage should be 

added to life cycle theory. In this sense, we can consider the rise of microbreweries as a 

new element of the traditional beer PLC. Besides, we can view the launch of a new 

microbrewery brand as a life cycle on its own. All three aggregation levels of the PLC 

theory would have different implications for a microbrewery’s marketing strategy.  
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Since a lack of marketing skills in small businesses was reported to be one of the main 

factors holding back the business from growing (Bryson, Keeble and Wood, 1997), it is 

valuable for these small businesses to gain insight into how the PLC theory can benefit 

them.   

To this day a lot of research is performed on or based upon the concept. A simple search 

of the keywords “product life cycle” and “marketing” will yield over 760 literature results 

(May 2021) in the Scopus database originating from 1969 up to 2021. However, 

application of the theory specifically to develop marketing strategies for micro-businesses 

in the food industry is identified as a knowledge gap.  

Available literature gives no consensus on whether we should view the rise of small, local 

businesses (like microbreweries) as a PLC on its own, or as a new development within the 

PLC of its product class or industry. This leaves us with ambiguity on the marketing 

strategy that is most appropriate for these businesses. Furthermore, the most effective 

application of the PLC theory specifically for micro-businesses was identified as a 

knowledge gap in the literature. Therefore, the research objective is to help contribute to 

the theory on marketing strategy for micro-businesses, by investigating how using PLC 

marketing strategies on the three aggregation levels (product class, product form and 

brand) influences the performance of micro-businesses in the food industry. The general 

research question derived from this objective is: 

What is the influence of using PLC marketing strategies on the performance of micro-

businesses in the food industry? 

The general research question will be answered by means of the following specific research 

questions: 

- How do micro-businesses in the food industry use the PLC theory to determine their 

marketing strategy? 

- Which marketing strategies are most successful in the different stages of the PLC 

for micro-businesses in the food industry? 

- Do the most successful marketing strategies align with the PLC strategies that are 

recommended in literature?   
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2. LITERATURE BACKGROUND 

2.1 PLC STAGES 

The PLC theory implies that a product proceeds through a number of stages in its life 

(Smith, 1994). The three key components of the theory are: 1) changes in sales, 2) 

identification of the stages, and 3) a consistent sequence of stages (Polli and Cook, 1969). 

The PLC traditionally consists of four distinct stages: introduction, growth, maturity and 

decline. More recently, a fifth stage is often added before the introduction stage: product 

development (Kotler et al., 2005). This stage is considered less relevant for marketing 

strategy, as the product is not yet introduced into the market at this time, sales are zero 

and revenues are negative (Sharma, 2013). Therefore, the product development stage 

will not be considered in this paper.  

The traditional stages of the PLC are depicted by a bell-shaped sales curve, as shown in 

Figure 1. The duration of each stage is dependent on the type of product and industry, the 

market conditions, and cultural aspects (Dolgui and Proth, 2010).  

 

Figure 1: The product life cycle curve (Sharma, 2013) 

During the introduction stage, a product is launched into the market and the company is 

focused on building awareness among potential customers. Product sales grow slowly, 

high amounts of money are spent, while profits are low or nonexistent. In terms of the 

marketing mix, the company should focus especially on promotion (Orcik, Tekic and Anisic, 

2013). For fast moving consumer goods (FMCG), price, promotion and place should be 

adjusted to penetrate quickly into the market before competitors get the chance (Sharma, 

2013).  
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In the growth stage, product sales increase rapidly because demand rises (Sharma, 2013). 

Competitors enter into the market, offering similar products, so constant product 

improvement and modifications of the marketing mix are crucial. The main focus in this 

stage should be towards market leadership (Komninos, 2002). For FMCG, economies of 

scale should start to take effect, so it might be logical to reduce the product price slightly 

while simultaneously increasing promotional activity (Sharma, 2013).  

The maturity stage is characterized by a saturated market in which sales volumes level off 

(Sharma, 2013), with a lot of competitors that offer the same product. Margins may suffer 

as a result of heavy competition. The main focus should be to extend the product’s life 

(Orcik et al., 2013). 

Lastly, the decline stage arrives when product sales start to decrease. The focus should 

be on keeping loyal customers, until the company decides to take the product off the 

market (Orcik et al., 2013). For FMCG it might be possible to change some product 

attributes or reposition the product to extend the life of the product (Sharma, 2013).  

It might be difficult to recognize in which phase of the life cycle a product is, but Clifford 

(1965) describes the life-cycle analysis as a proven method to determine the position of a 

product in the PLC. The typical steps of a life-cycle analysis are described in Table 1. 

However, this analysis method is not described in terms of specifics of the four PLC stages. 

We assume that it is meant as a helpful analysis in order to subjectively determine the 

product’s positioning in the life cycle, that is supported by numbers.   

Table 1: Method for recognizing the PLC stage (Clifford, 1965) 

1. Collect information on the product’s 
behavior over (at least) the last 3 to 5 
years 

Information on: price, profit margin, 
ROI, units sold, market share and value.  

2. Analyze short-term strategies of 
competitors 

Analyze: new products in the market, 
competitor’s announcements on 

production increases, plant upgrades or 
product promotion.  

3. Analyze the number of competitors in 
respect to market share 

 

4. Analyze the life cycle of similar products 

to estimate the life cycle of a new product 

 

5. Estimate sales volumes for 3 to 5 years 
after product launch 

 

6. Estimate total costs compared to total 
sales volumes for 3 to 5 years after 
product launch 

Development costs, promotion costs, 
production costs. In the beginning, total 
sales volumes should be about 4x total 

costs. In maturity phase, sales should 
be about 7x total costs.  
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2.2 AGGREGATION LEVELS OF PLC 

Three levels of aggregation are often considered in the PLC literature: product class, 

product form and product brand. These imply different PLC models, and therefore require 

different marketing approaches (Sharma, 2013), it is thus essential to make a clear 

distinction between the three levels: In this distinction, the product class is defined as 

items that, despite differences in shapes, sizes and technical characteristics, are 

substitutes of the same want (Polli and Cook, 1969; Rink and Swan, 1979). For example, 

we consider pilsners and craft beers as items in the same product class: beer, as they 

fulfill peoples want for refreshing, alcoholic and cereal-based drinks. The product form is 

a more specific classification of products that are technically homogeneous (Polli and Cook, 

1969), for example India Pale Ales (IPAs). The product brand is uniquely distinguished by 

the distributor’s or manufacturer’s trademark (Polli and Cook, 1969). An example of a 

product brand could be Heineken.  

The life cycle-length differs for the three aggregation levels (Cao and Falon, 2012). We 

can consider the PLC of product classes as a reflection of market trends and it is typically 

a much longer sales curve than the PLC of a product form or product brand (Rink and 

Swan, 1979). For example, the life cycle of the overarching beer product class is much 

longer than the sales curve of one specific type of craft beer (e.g., IPA). Items from 

different product classes should have “near-zero demand cross-elasticity” (Polli and Cook, 

1969), meaning that the change in demand of one item is not affected by a price-change 

of items from another product class. Product forms are often considered as the originally 

intended aggregation level, as they generally exhibit the standard PLC curve (Rink and 

Swan, 1979). The PLC of a product brand shows the competitiveness of a specific company 

in terms of sales (i.e., profits) (Sharma, 2013), but brands typically show very irregular 

sales trends (Kotler, 1972). 

The three levels of aggregation are all considered valid, since they are found to be highly 

consistent with the PLC theory. Besides, the different aggregation levels have valuable 

implications to one another. For example, a product class that is in the maturity phase of 

the PLC can present great market opportunities for new product forms with unique product 

advantages (Polli and Cook, 1969). 
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2.3 MARKETING STRATEGY 

As products require different strategies in all business departments, the PLC concept helps 

managers to identify the main marketing challenges in each stage to develop marketing 

strategies and plan long-term product strategies (Wood, 1990; Kotler, Keller and 

Cunningham, 2006). Managers can use the marketing mix to allocate resources, as the 

product’s competitive situation changes throughout the different stages of the PLC. Pricing 

plays a particularly important role (Mohammadi et al., 2017).  

Marketing activities are often classified into marketing-mix tools of four broad categories: 

product, price, place and promotion, or the 4Ps of marketing (McCarthy, 1964). The 

marketing variables that make up each P are shown in Figure 2 (Kotler and Keller, 2016). 

The marketing mix is used as the basis for operational marketing plans by the majority of 

companies (Constantinides, 2006), as the 4Ps are identified as controllable variables that 

impact the consumer’s buying process and buying decision (Brassington and Pettitt, 2003).  

 

Figure 2: Marketing mix variables (Kotler and Keller, 2016) 

Based on these marketing mix elements, distinctive groups of micro-businesses who use 

similar marketing strategies can be made. In the different stages of the PLC, some 

marketing strategies will be more successful than others, and therefore one strategically 

similar group might be more successful than another.  
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2.4 PERFORMANCE MEASURES OF MICRO-BUSINESSES IN THE FOOD 

INDUSTRY 

Micro-businesses, or microenterprises, are defined as “an enterprise which employs fewer 

than 10 persons and whose annual turnover and/or annual balance sheet total does not 

exceed €2 million” (European Commission, 2005). Most firms do not grow further than the 

micro-business size (Stanworth and Gray, 1991).  

Business performance is defined as “the ability to achieve set or necessary outcomes and 

be successful” (Holienka, 2012). Generally, performance measures are defined in financial 

terms of sales, profit, cash flow, etc. or in employment growth (Jennings and Beaver, 

1997). However, it is argued that micro-businesses cannot be judged against these 

traditional performance measures, since micro-business owners are also focused on non-

economic objectives (Keasey and Watson, 1993; Leković and Marić, 2015). If we would 

judge micro-businesses against the traditional, financial performance measures, most 

companies would not be regarded as successful (Greenbank, 2001). Accordingly, 

performance measures for micro-businesses should be more flexible.  

Micro-business owners primarily focus their business objectives on personal criteria, rather 

than business criteria. Often their most important goal is to earn a “satisfactory living”, 

especially among micro-business owners with family responsibilities (Greenbank, 2001). 

Besides this, being in control and job satisfaction are also important objectives, whereas 

growth or profit maximization is often not so critical to them.  

However, quantitative measures such as growth rates of sales turnover, net profit and 

equivalent full-time employees might be valuable performance measures for micro-

businesses (McMahon and Davies, 1994). Inter-enterprise comparison can be performed 

using percentage progression for each of those measures in the past 5 years. Furthermore, 

indicators of survival, profitability, growth and success evaluations by owners can be good 

performance measures for micro-businesses (Leković and Marić, 2015). The combination 

of objective and subjective performance measures is necessary.  
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3. CONCEPTUAL MODEL 

The conceptual model that this research is based upon is depicted in Figure 3. The concepts 

in the model were defined and operationalized in Chapter 2. 

 

Figure 3: Conceptual model 

The PLC theory can be used by firms as a basis for determining their marketing strategy 

(Rink and Swan, 1979). The PLC stage is even argued to be the most fundamental variable 

in determining an appropriate business strategy (Hofer, 1975), as well as “potentially the 

most productive day-to-day marketing and planning tool available to business 

management” (MacKenzie, 1971). Furthermore, Anderson and Zeithaml (1984) suggest 

that the PLC stage is an important factor to consider in strategy development. Since the 

PLC literature does not provide one ‘best’ strategic recommendation in the stages, several 

distinct product life cycle marketing strategies can be chosen for both the brand and 

product form level. These distinct strategies were divided into clusters of micro-businesses 

using a similar marketing strategy.  

H1: The product life cycle stage that the micro-business considers itself in influences their 

marketing strategy.   

H1a: The product life cycle stage that the micro-business considers its brand to be 

in influences the brand’s marketing strategy 

H1b: The product life cycle stage that the micro-business considers its product form 

to be in influences the product form’s marketing strategy 
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(Objective) performance of micro-businesses is dependent on the consumer’s buying 

process and buying decisions. These variables can be impacted by a firm’s marketing 

decisions and actions (Ewing, Napoli and Pitt, 2001), in terms of the 4Ps of the marketing 

mix (Brassington and Pettitt, 2003). Marketing strategy is able to strengthen the micro-

business’ reputation and increase brand loyalty, as well as help build strong brand 

awareness (Calderon, Cervera and Molla, 1997). The marketing mix elements – product, 

promotion, place, and price – consistently show evidence of impacting sales (Bijmolt, Van 

Heerde and Pieters, 2005; Ataman, Van Heerde and Mela, 2010; Bahadir, Bharadwaj and 

Srivastava, 2015). Similarly, Keller (2000) argues that marketing support is essential for 

the success of a brand. These findings suggest that performance is directly influenced by 

the marketing strategy that is employed. 

H2: Performance of micro-businesses in the food industry is influenced by their marketing 

strategy 

H2a: Brand performance of micro-businesses in the food industry is influenced by 

their brand’s marketing strategy 

H2b: Product form performance of micro-businesses in the food industry is 

influenced by their product form’s marketing strategy 

Marketing strategy, in terms of the 4Ps of the marketing mix, should differ for each stage 

of the PLC, as well as on each of the three aggregation levels at which we can consider 

the PLC: product class, product form and brand (Rink and Swan, 1979). Different 

strategies will be either more or less successful in terms of micro-business performance, 

depending on the true PLC stage that the business is in. Therefore, the true PLC stage that 

the micro-business is in, as opposed to the stage that it considers itself in, should impact 

the success of a particular strategy.  

H3: The true product life cycle stage that the micro-business is in moderates the 

relationship between marketing strategy of micro-businesses in the food industry and their 

performance 

H3a: The true product life cycle stage that the brand is in moderates the 

relationship between the brand marketing strategy of micro-businesses in the food 

industry and their brand’s performance 

H3b: The true product life cycle stage that the product form is in moderates the 

relationship between the product form marketing strategy of micro-businesses in 

the food industry and their product form’s performance  
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4. SYSTEMATIC REVIEW 

4.1 PLC MARKETING MIX STRATEGIES FROM BOOKS 

Descriptions of marketing strategies in the PLC stages were identified in three different 

books: Lehmann and Winer (2002), Kotler and Keller (2016) and Baker and Hart (1999), 

which all describe product marketing strategies on the product class aggregation level. 

This conflicts Rink and Swan’s (1979) statement that the product form is the originally 

intended aggregation level, and therefore raises questions on the differences in marketing 

strategies between the three aggregation levels. These product class strategy descriptions 

provide a basic understanding on the marketing mix strategies for the four PLC stages, as 

summarized in Table 2. However, they are all based on literature from the 1970s, such as 

Wasson (1978), Weber (1976), and Doyle (1976), and only consider the PLC on the 

product class aggregation level.  

Table 2: PLC marketing mix strategy on the product class aggregation level (Kotler and Keller, 2016; 

Lehmann and Winer, 2002; Baker and Hart, 1999) 

 INTRODUCTION GROWTH MATURITY DECLINE 

MARKETING 

OBJECTIVE 

Create product 
awareness and 

induce product 
trial, expand the 

market 

Maximize 
market share; 

market 

penetration 

Maximize 
profit and 

defend 

market share 

Reduce 
expenditure and 

milk the 
product/brand, 

focus on 

productivity 

PRODUCT 

STRATEGY 

Offer a basic 

product 

Offer 

improved 
product 

quality or 

product 
extensions, 

new features, 
services or 

warranty 

Diversify 

brands and 
item models, 

broaden 

market 
position, re-

segment; 
high volume 

and low-

costs per 
product or 

pursue a 

niche market 

Phase out weak 

products; 

rationalize 
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PRICING 

STRATEGY 

Charge cost-plus; 

high price 

Or penetration 

pricing; low price 

Price to 
penetrate the 

market; either 
maintain the 

introduction 

price or 

reduce slightly 

Price to 
match or 

beat 
competitors; 

competitive 

pricing 

Cut price  

Or increase price 

when a 
monopoly right 

to the remaining 

customers is 

achieved 

PROMOTION 

STRATEGY 

Build product 

awareness and 
trial among early 

adopters and 

dealers 

Promotion costs 

are high relative 
to sales, focus on 

product form 
benefits by means 

of generic 

advertising and 

personal selling 

Build 

awareness 
and interest in 

the mass 
market, build 

brand 

preference 

and loyalty 

Communicate 
superiority of 

your product 

over 

competition 

Stress brand 

differences 
and benefits, 

encourage 
brand 

switching, 

build brand 

loyalty 

Heavy 
spending on 

consumer 

sales 

promotion 

Reduce 

advertising and 
sales force 

expenditures to 
minimal level 

needed to retain 

hard-core loyal 
customers, 

maintain brand 

image 

PLACE 
(DISTRIBUT

ION) 

STRATEGY 

Build 
selective/patchy 

distribution in 

retail outlets; 
spend a relatively 

high amount on 

trade-oriented 

promotion 

Build intensive 
distribution; 

increase 

distribution 
coverage and 

enter new 

distribution 

channels 

Build more 
intensive 

distribution 

High 
spending on 

trade 

promotion to 
access 

distribution 

channels 

Selective 
distribution: 

phase out 

unprofitable 

outlets 

Since these described strategies are all based on literature from the 1970s, a new search 

focuses on any changes that might have been described in the literature since then. 

Besides this, the marketing mix strategies described are all on the product class 

aggregation level, which results in ambiguity on PLC strategies for the product form and 

brand aggregation levels. Therefore, a systematic literature review is performed to 

examine specific and distinctive marketing mix strategies employed in the different PLC 

stages on three aggregation levels: product class, product form and product brand. 
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4.2 METHODOLOGY SYSTEMATIC REVIEW 

In order to find the recommended marketing strategies in the stages of the PLC for all 

three aggregation levels, a systematic literature review is done. A transparent, explicit 

and rigorous methodology for identifying, selecting and coding papers is used (Greenhalgh 

et al., 2005). The process used to ensure rigor and transparency of the review is as follows 

(Briner and Rousseau, 2011): 

1. Identifying the review questions 

2. Locating and selecting of relevant studies 

3. Critical appraisal of the selected studies 

4. Analyzing and synthesizing the findings from the selected studies 

5. Reporting of the findings  

Identifying the review question(s): The aim of the systematic research is to find and report 

all the existing relevant knowledge available on marketing strategy based on the PLC, 

specifically the characteristics of marketing strategy in the different stages of the PLC in 

terms of the marketing mix that is employed or recommended. We look for changes that 

are made and described relative to the literature from the 1970s, as well as more specific 

and elaborate descriptions of the marketing mix strategies. Besides, we look for marketing 

mix strategies in PLC stages that are described for the product form and product brand 

aggregation levels. The results of the systematic review provide insight into which 

marketing activities in the marketing mix are best suited in specific stages and when 

considering one of three aggregation levels of the PLC: product class, product form and 

product brand. The review questions are as follows: 

• Which specific and distinctive marketing activities in the marketing mix are 

recommended in the different stages of the PLC on the product class, product form, 

and product brand aggregation level? 

• How does the available literature on marketing activities of the marketing mix in 

the different stages of the PLC on the product class aggregation level differ from 

the identified literature from the 1970s?  

Locating and selecting of relevant studies is achieved through a list of search terms derived 

from the research question. Different combinations of relevant key words yield the search 

terms that are used to identify papers in the Scopus and Web of Science databases. These 

search terms should be present in the title, abstract or keywords of the articles that are 

found. To ensure appropriate academic rigor, only peer-reviewed journal papers are 
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included in the review. Furthermore, articles that are not available in either English or 

Dutch are removed for practical reasons. The search string used to retrieve papers is 

described in Table 3: 

Table 3: Search string used in Scopus and Web of Science (present in title, abstract or keywords) 

Search term 1 (AND) “product life cycle” 

Search term 2 (AND) “product strategy” OR “promotion strategy” OR “advertising 

strategy” OR “pricing strategy” OR “distribution channels” 

This search string was conducted on February 26th, 2021, resulting in 85 document results 

in Scopus, and 20 results in Web of Science.  

Critical appraisal of the selected studies: The appraisal selection process is depicted in a 

flowchart in Figure 4. Duplicates that are present in both databases are identified and 

considered as one article. An initial screening of the paper abstracts is used to select 

relevant studies. The abstract should signal that the paper provides relevant information 

on the PLC marketing strategy employed or recommended for a specific product category, 

form or brand, in one (or more) specific stage of the PLC. The article preferably concerns 

products in the food industry but should at least concern fast moving consumer goods 

(FMCG). After this, the full-text versions of the remaining articles are read, excluding the 

irrelevant ones based on the same exclusion criteria as described before. When access to 

the full-text articles is not granted through the WUR library, a request for access is sent 

or access is sought through other databases, such as Google Scholar. Articles that 

ultimately remain unavailable are also excluded from the coding procedure. The final 

number of articles included in the coding, analysis and reporting process is 17. 
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Figure 4: Critical appraisal of selected articles 

The included articles are thoroughly read and coded according to the following coding 

scheme: 

1. Identification of each paper, (title, authors, year, and journal); 

2. The aggregation level communicated about (type of product: class, form or brand); 

3. PLC stage for which the strategy is described; 

4. Marketing mix activities that are described 

The results of coding and analyzing the final included papers are summarized, which 

provides conclusions on the characteristics of three aggregation levels of the PLC (product 

class, product form and product brand), as well as characteristic and distinctive marketing 

mix strategies in the PLC stages and how these strategies may have changed since the 

1970s.  
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4.3 RESULTS SYSTEMATIC REVIEW  

The final selection of appropriate articles included in the coding and reporting process 

consists of 17 papers. The marketing strategies in terms of the 4Ps of the marketing mix 

are summarized for each PLC stage, on the three aggregation levels: product class, 

product form and product brand. 

The features of each PLC stage in terms of sales, growth, profit, costs per customer, 

customer type and competition are described in Table 4 (Combs, 2004; Kotler, 1999). 

Table 4: Features of PLC stages 

 Introduction Growth Maturity Decline 

Sales Low Higher Highest Lower 

Growth Slow Fast Levels off Decline 

Profit Low/negative Increasing Highest Decline 

Costs per 

customer 

High Medium Low Low(est) 

Customer 

type 

Innovator Imitator Majority Niche/loyal 

Competition Few Increasing Intense Decline 

4.3.1 MARKETING STRATEGY ON THE PRODUCT CLASS LEVEL 

Product strategy: During the early stages of a product class life cycle, market pioneers 

would benefit from using a relatively narrow product line to aid a tight product-market fit. 

On the other hand, market followers should ensure to have a complete product line 

breadth during the introduction and growth stage in order to exploit remaining niches 

(Covin, Slevin and Heeley, 1999).  

In terms of design quality, it is optimal for the firm to improve the design quality during 

market growth but maintain a constant design quality during the maturity stage 

(Mukhopadhyay and Kouvelis, 1997). Here, design quality is defined as “features, styling, 

and other product attributes that enhance fitness for use” (Fine, 1986). However, if the 

firm continuously pursues cost reduction, it can afford to also continuously pursue 

improvements in the product’s design quality, which will generally result in profitability in 

every competitive environment (Mukhopadhyay and Kouvelis, 1997). 

When the firm adopts a penetration pricing strategy, they should pursue a policy of 

“aggressive quality improvement” and lower pricing in the early stages of the PLC. The 



PLC Marketing Strategy and Performance in Food Micro-businesses 

 18 

market share gained through this strategy will benefit the firm in the maturity stage, in 

which the quality should be kept relatively constant at a high level (Mukhopadhyay and 

Kouvelis, 1997). 

Pricing strategy: During the introduction stage of the product life cycle, the company 

should sell their distinctive new product at a price that is at the high end of a reasonable 

range (Covin et al., 1999), so that the firm can cover the development costs, plus a safety 

margin to support marketing and sales expenses, as well as cover design and startup 

manufacturing cost overruns (Bobrow and Schafer, 1987). Market followers should adopt 

a low pricing strategy by reducing their cost structures since their product offering is 

nondistinctive and sales growth is therefore dependent on price-based competitiveness 

(Covin et al., 1999).  

In the growth stage of the product class’ life cycle, it is more difficult to achieve innovative 

product differentiation and more price-sensitive customer segments will enter the market. 

A penetration pricing strategy would therefore be favorable at this stage (Spann, Fischer 

and Tellis, 2015), along with aggressive quality improvements to gain market share. In 

this case, the firm should be able to charge higher prices during maturity (Mukhopadhyay 

and Kouvelis, 1997). 

Promotion strategy: Market followers should invest high amounts – relative to market 

pioneers – on advertising and sales promotion to overcome customer loyalty to the pioneer 

(Covin et al., 1999).  

Distribution strategy: When a product is first introduced into a market, it is wise for the 

market pioneer to serve a broad geographical market in order to establish a market 

presence in the most attractive locations before competitors enter (Hauser and Shugan, 

1983); this might increase entry barriers for market followers. On the contrary, market 

followers may prefer to use selective distribution (Covin et al., 1999).  

4.3.2 MARKETING STRATEGY ON THE PRODUCT FORM LEVEL 

Product strategy: When FMCG products are introduced into the market, this is 

considered the basic product. During the growth stage of the product’s life cycle, the firm 

must focus on differentiating their product from the competition in terms of some product 

modifications, in order to create competitive advantage (Zaib, Bazin and Mustaffa, 2013). 

Besides, the service associated with the product and cost efficiency of production should 

be improved.  
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The maturity stage of the PLC is characterized by a slow-down in sales growth, because 

the repurchase rate by satisfied customers and any new growth at this stage results from 

either changes in income or within the buying population. During maturity, the customer 

loyalty is at its strongest and market shares in the competitive environment are relatively 

stable (Mason, 1976). The firm can choose between several strategic options: 

• When a firm’s brand/customer loyalty is particularly strong and their customers are 

relatively insensitive to price changes or to increased promotional efforts by 

competitors, a “no change” strategy might be most appropriate. This means no 

changes in the existing product/marketing mix, since these additional expenditures 

on changes in the mix would be much higher than the increase in market share or 

brand switching effect that it would yield (Mason, 1976). 

• In case the “no change” strategy is inappropriate, the firm may modify the 

marketing mix during the maturity stage of the PLC, keeping in mind that all 

changes on one marketing mix element should be made while considering the 

possible influence on the other elements. Marketing mix variations are most 

attractive in situations where product sales are stagnant but at a high level, with 

significantly high and attractive profit margins. The possible changes to the 

marketing mix elements in order to increase sales during maturity are summarized 

in Figure 5 (Mason, 1976).  

 

Figure 5: Marketing mix variations in the maturity stage (Source: Mason, 1976). 
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- Besides changes in price, promotion or distribution strategies, the firm can opt to 

use product modifications in terms of changes in the product’s design, packaging, 

size, color, weight or performance (Mason, 1976). Product modification can be used 

during the maturity stage in three different ways: 1) Lowering quality and price in 

order to attract customers that are highly price-sensitive, 2) increase quality and 

price in order to attract customers that are highly quality-sensitive, or 3) introduce 

product additions in order to attract potential customers who are currently not 

interested in the original product.  

- Lastly, the product may be “stretched” during the maturity stage, a strategy that 

was proven to be particularly effective in the European and US food industries. 

Product stretching means that the firm attempts to increase the sales of the 

existing product in their established markets and tries to expand sales to new 

markets without making changes to the product itself. This can be achieved in 

several ways: Promote more frequent or more varied usage of the product among 

existing customers or find new users or new uses for the product by expanding the 

market (Mason, 1976).  

During the decline stage of the product’s life cycle the product sales have reached a 

saturation point due to changes in customer taste or introduction of new substitute 

products by competitors (Mason, 1976). Only firms with abundant financial capability may 

attempt to reap benefit by strengthening their competitive advantage (Changchien et al., 

2004). Otherwise, the firm should carefully consider withdrawing the product from the 

market. The product is eliminated from the market in order to maximize the final profits 

that are associated with the product’s decline (Mason, 1976). This is most appropriate 

when additional investments to keep the product in the maturity stage would be 

disproportionate.  

If a relatively slow decline in sales is expected, the most appropriate way to eliminate the 

product is to gradually withdraw it from the market. On the contrary, if a rapid decline in 

sales is expected, “product milking” is most effective. This means completely ending 

investments into the product while still earning some profit from remaining loyal 

customers. Product milking is most appropriate when the brand loyalty is high, since high-

profit sales may then continue for a while. Lastly, the firm may decide to immediately 

withdraw the product from the market in order to focus on other profitable commitments 

(Mason, 1976). Until the product is completely withdrawn from the market it might still 

yield excess cash to pay off debts and dividends to shareholders (Zaib, Bazin and Mustaffa, 

2013). 
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Pricing strategy: During the introduction stage, prices are usually high, and sales volume 

is low (Kumar and Gupta, 2016). Since the product is new and unknown to potential 

customers, the main objective is to create awareness and attraction towards the product 

(Changchien, Lee and Hsu, 2004). Generally, the firm should choose between two distinct 

pricing strategies during this stage: 

- Since the customer’s price sensitivity varies over time, it is favorable to charge 

different prices for your product throughout its life cycle stages. When the product 

is first introduced in the market, the customers are early adopters whose price 

sensitivity is much lower than the customers who buy a product in later stages of 

the PLC (Li and Huh, 2012). In order to maximize the total revenue, a firm therefore 

initially sets a high price for its product to gain a premium from those customers 

who are willing to pay more, and later reduces the product’s price to attract the 

customers who are not willing to pay the premium price and are more willing to 

wait. This pricing strategy is called the “skimming” strategy, which is defined as “a 

high introduction price, which is subsequently lowered” (Dean, 1976). In this way, 

profits are maximized during the early stages of the PLC in order to recover all 

costs from product development and introduction (Smith, Sinha, Lancioni and 

Forman, 1999). The products that are subject to skimming prices should have some 

source of competitive protection, perhaps in terms of a differentiated product 

(Spann et al., 2015).  

- A penetration pricing strategy is recommended in price-sensitive markets where 

new products face heavy competition after introduction (Spann et al., 2015). 

Penetration strategy is defined as “charging a low price to rapidly reach a wide 

fraction of the market and initiate word-of-mouth” (Dean, 1976). This pricing 

strategy is more appropriate for imitator suppliers and customers (Zaib et al., 

2013).  

During the growth stage, the customer takes into account not only the effectiveness of 

the product in deciding which product to buy, but also the differences in characteristics 

and costs between different brands. Therefore, the firm should use either a cost leadership 

pricing strategy, or a differentiated product strategy (Changchien et al., 2004). Besides, 

products in the growth stage might benefit from a discount pricing policy to boost the sales 

performance and gain customer confidence (Zaib et al., 2013). 

When the product first enters the maturity stage, the sales growth is slowing down but is 

not yet stagnant. At this time, a price reduction may be the most effective change in the 

marketing mix for products and markets with high price elasticity of demand (Mason, 
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1976). It is recommended that the firm improves their cost control in order to create 

competitive advantage during the maturity stage (Changchien et al., 2004). Two pricing 

strategies, loss leader pricing or parity pricing, may be favorable. Loss leader pricing is 

defined as “products that are temporarily priced at cost or below cost to attract customers” 

(Hess and Gerstner, 1987). Parity pricing, also called going rate pricing, is when 

competitors who offer the same products are caught in a price war. In order to maintain 

their market share, neither of the competitors will increase their prices (Zaib et al., 2013).   

When a product is in the decline stage of its life cycle, a markdown pricing policy might be 

adopted to clear the excess inventory of the product before it is removed from the market 

(Smith and Achabal, 1998). Offering discounts is an attractive way to stimulate demand 

during decline, and multiple discounts may produce higher profits than a single discount. 

However, the firm should be cautious since too many discounts can negatively influence 

the customer’s perception of the product (Wang and Tung, 2011).  

Promotion strategy: Sales of an innovation can be stimulated by promotional efforts. 

During the introduction stage of the product life cycle, profits are low because of high R&D 

and advertising costs that are needed to generate awareness of the innovative product in 

order to persuade people to purchase it (Anand, Singhal and Singh, 2020). The product is 

new in the market and therefore it is beneficial for the company to invest in informative 

advertising on the benefits of the new product over the existing alternatives to attract the 

interest of potential customers. The main objective of promotion in this stage is to create 

a market for the new product, by persuading potential customers to purchase it in the 

future. The firm should focus on building a personalized relationship with its potential 

customers through relevant messaging and active engagement. Since there is a high 

degree of uncertainty during the introduction, incorporating trust in the promotional efforts 

to reduce the perceived risk of purchase can enhance the return on advertising investment 

considerably. The company should try to use new ways of advertising to spread their 

message on the most appropriate channels (Kumar and Gupta, 2016). 

When the product enters the growth stage, promotion and advertising efforts continue, 

but relatively less aggressive than during the product’s introduction (Zaib et al., 2013). 

Consumers have accepted the product and demand is growing rapidly, while competition 

of similar products is increasing. Accordingly, the firm should create a positive 

environment around the product by generating positive word-of-mouth and involving 

customers in modifying the product offering to their needs (co-creation). Promotional 

efforts should emphasize the advantage of the product over the competitive offerings 

available (Anand et al., 2020). Intelligently using social media during the growth stage 
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can leverage the advertising activities of the company (Kumar and Gupta, 2016). The 

research by Zolfani, Rezaeiniya, Pourhossein and Zavadskas (2012) identified newspapers 

as the best advertising medium for food products in the growth stage. However, this might 

have changed since 2012 or might be different for other countries than Iran, where the 

study was performed.  

In the maturity stage of the PLC, most of the customers have already adopted the product. 

New product alternatives of better quality or value propositions enter the market and 

therefore the firm needs to stay on top of their (potential) customers’ needs and latent 

wants. Promotion and advertising focus shifts from attracting new customers to product 

differentiation in terms of reliability and quality (Zaib et al., 2013). The firm should 

promote more frequent or varied usage of the product among their existing customers in 

order to “stretch” the product in order to increase the sales of the product in their 

established markets (Mason, 1976). The advertising strategy for the mature product 

should use experiential marketing and feedback capturing, as well as use loyal customers 

to be advocates of the products to potential customers (Kumar and Gupta, 2016). 

Finally, during the decline stage of the PLC, spending on promotional activities should be 

reduced or completely eliminated (Anand et al., 2020). The promotional efforts should 

concern maintaining consumers’ trust in the product, which might be achieved by the 

spread of positive word-of-mouth through blogs or via experts in order to extend the 

product’s life cycle (Kumar and Gupta, 2016). The expenditure on advertising as 

percentage of sales throughout the product form’s life cycle is depicted in Figure 6  

(Nicholls, 1986; Forrester, 1959).  

Figure 6: Sales, profitability, and advertising as percentage of sales throughout the PLC (Source: 

Nicholls, 1986; Forrester, 1959) 

 

 

 

 

 



PLC Marketing Strategy and Performance in Food Micro-businesses 

 24 

Distribution strategy: The PLC stage plays an important role in determining the type of 

distribution channel(s) that should be used. Commodity products require maximum 

exposure to potential customers. In order to penetrate the market during the introduction 

stage, the product benefits most from face-to-face selling, or direct selling to convince 

potential customers to adopt the new product. This is most effective because the product 

at this stage is unknown by customers and might require some explanation or testing. 

During the growth stage, exclusive distribution is commonly used. Selective distribution is 

generally the best option for mature products, whereas mass distribution is most 

appropriate in the decline stage of the PLC in order to gain maximum exposure (Combs, 

2004). However, these distribution strategies are described from a perspective of 

industrial products. For FMCG, we expect that mass distribution would be more appropriate 

in the highly competitive maturity stage of the PLC in order to gain maximum access to 

customers. When FMCG enter the decline stage, it might be more appropriate to go back 

to selective distribution, because your customers at this time are loyal niches who are 

more likely to put a bit more effort into searching for the product.   

4.3.3 MARKETING STRATEGY ON THE PRODUCT BRAND LEVEL 

Product strategy: During the introduction stage of a brand’s PLC, the brand launches a 

new product into the market to address customer needs that until then are unmet by 

existing products (Dubey, 2012).  

During the growth stage, the brand should emphasize incremental innovation to keep the 

brand ahead of the competition in terms of differentiated product offerings. Brands with a 

broad product line often use product differentiation to increase their market share and 

decrease internal cannibalization (Shugan and Desiraju, 2001). Therefore, it is 

recommended to frequently modify the brand’s products to prevent competition from 

copying or offering similar products. Furthermore, adding new functional value to the 

product increases customers’ interest in trying the improved product. Any new functions 

that are added to the product results in higher costs, so it is essential that the new 

functional value either helps fulfil customers’ other needs, saves the customers money, or 

improves the ease of using the product (Dubey, 2012).  

Once a brand enters the maturity stage, often characterized by being market leader, the 

firm should enjoy the long-term profit of its brand equity that was earned during the 

introduction and growth stage and try to extend the maturity stage as long as possible. 

This stage is characterized by competitors giving tough functional as well as cost-oriented 

value competition. Marketers should emphasize new functional values of the product, and 
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rigorously optimize its costs to give the customers more value for their money. Epistemic 

value like color, shape, packaging, etc. becomes increasingly important during the 

maturity stage of a brand because other significant differentiation points are absent 

(Dubey, 2012).  

In order to increase a brand’s competitiveness in the future market, the brand in the 

maturity stage should start developing new core technologies to replace the existing 

technology in order to launch a new generation of products. The product design should 

appeal to consumers on a more personal and emotional level to build brand loyalty (Jiang 

and Ma, 2011). Furthermore, the brand should develop new uses of the product to attract 

new users. This brand-extension strategy uses the established name for the launch of new 

products or product modifications (Mason, 1976). Product modification can be changes in 

the product’s design, packaging, size, color, weight or performance. Choosing a classical 

and recognizable product design for a brand can increase brand loyalty, because this can 

form a kind of culture which allows the PLC of the brand to be greatly extended. On the 

other hand, simple and minimal changes to the product modelling will achieve a surprise 

effect with consumers and might extend the brand’s life cycle as well (Jiang and Ma, 2011). 

When the brand-extension strategy is adopted, an improved product quality is not 

necessarily required. It might also be effective to reduce the product quality to 

simultaneously decrease the price. In this case, the reduction in price should be balanced 

for the savings that are achieved by lowering the product quality. The choice to increase 

or decrease quality and prices should be made in consideration with the firm’s customers’ 

sensitivities to these aspects (Mason, 1976). 

In the decline stage, the brand can choose to take a de-featuring approach to reduce 

costs. This implies reducing some of the product’s functional value that is unimportant to 

the brand’s core customers by researching which features and options are actually valued 

by the customers and economically make sense (Dubey, 2012).   

Pricing strategy: When a brand is first introduced, price elasticities are lowest, since few 

competitive substitutes exist, and customers may be unaware or uninformed on these 

alternatives during the early stages of the life cycle (Parker, 1992). Therefore, the optimal 

pricing strategy would be to charge a high price (skimming) to the early adopters during 

the introduction stage. It is expected that brands with a high reputation more often use a 

skimming pricing strategy, relative to new brands including private-label brands (Spann 

et al., 2015). 
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As the brand moves up the PLC, competitors will introduce products with similar functions 

and induce a price war, which potentially reduces the perceived value of the original 

product for the customer. If the brand fails to deliver a lower cost product that aligns with 

the customer’s perceived value, the customer might switch towards the competing brand 

that is cheaper, especially if the competitor brand has an established market image 

(Dubey, 2012). Therefore, the brand should take a cost-oriented approach to value 

addition of the product and reduce production costs in order to sell the product for a lower 

price without impacting its profitability. The optimal price should be low(er) during the 

growth and maturity stage, since price elasticity of demand is highest during these stages 

(Parker, 1992). The mature brand should aim to create brand preference among 

consumers and prioritize cost reduction to become cost leader in the market to provide 

the customers more value for their money (Dubey, 2012).  

In the decline stage, the market is saturated with ‘me-too’ products and better substitutes 

have entered the market, resulting in drastic price decreases. In order to win in this stage, 

the brand should lower prices closer to the price of the unbranded ‘me-too’ products 

(Dubey, 2012). Then finally, when the brand is gradually withdrawn from the market, the 

price should be raised again because the remaining niches or brand loyal customers are 

more price inelastic (Parker, 1992).  

Promotion strategy: In the growth stage of a brand’s PLC, competition intensifies in 

terms of other products entering into the same segment. The brand should aim for 

increased market penetration by using word-of-mouth publicity. The early adopters of a 

product have the highest degree of opinion leadership (Dubey, 2012).  During the brand’s 

maturity stage, promotional effort should go towards customer trustworthiness (Dubey, 

2012).  

Distribution strategy: No literature was found on the distribution strategy throughout a 

brand’s life cycle stages. 
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4.3.4 CONCLUSION OF SYSTEMATIC REVIEW 

Some differences in marketing mix strategies in Table 2 and strategies that are described 

in more recent literature were found. First and foremost, the marketing mix strategies 

that were found books from the 1970s used to create Table 2 are all based on the product 

class aggregation level, whereas most literature in the systematic review describes 

marketing mix strategies on the product form aggregation level. The strategies described 

on all three aggregation levels can be considered quite similar, which can be contradicting 

in case a product is simultaneously in different stages on each aggregation level. For 

example, the product form ‘IPA’ can be considered to be in the growth stage on the product 

form aggregation level, whereas the product class ‘beer’ is in the maturity (or even decline) 

stage at the same time, and the product brand that markets the IPA might have just been 

introduced. To the best of our knowledge, only Combs (2004) provides us with a rule of 

thumb on which aggregation level should be given priority. He suggests that the product 

should always be viewed in relation to the overall market, but this paper focusses on 

industrial products. Therefore, this rule might not be applicable to FMCG, leaving us with 

ambiguity on which aggregation level should be prioritized in our case to prevent 

contradicting marketing mix strategies.  

Besides the ambiguity on the aggregation level that should be prioritized, the systematic 

review provided us with a distinction between market pioneers and market followers that 

operate in the introduction stage of a product class. The 1970s books suggest that the 

product strategy in this stage should be to offer a basic product. A new dimension was 

added to this product strategy, in which market pioneers should offer the basic product 

during the introduction stage, but market followers might benefit more from offering a 

more complete product line breadth (Covin et al., 1999). Apart from this, the pricing 

strategy suggested in Table 2 is clarified by the suggestion that the cost-plus (high price) 

would be best for market pioneers, and penetration pricing would be more appropriate for 

market followers.  

The last change that was found relative to the 1970s books is that if product quality is 

aggressively improved during the growth stage on the product class aggregation level, the 

firm should increase its price during maturity (Mukhopadhyay and Kouvelis, 1997); 

contradictory to the competitive pricing strategy described in Table 2.  

The results of the systematic review on the product form and brand level are summarized 

into strategies that are applicable to food micro-businesses, which can be found in Tables 

7-9 and 11-14 in Chapter 5.   
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5. METHODOLOGY EMPIRICAL RESEARCH 

5.1 RESEARCH DESIGN 

A correlational cross-sectional design was used for the empirical research to test the 

relationships in our conceptual model in Figure 3 (H1, H2 and H3). This was done by means 

of a survey among Dutch microbreweries in April-May 2021. The survey was created to 

identify the PLC stage that the brewer considers itself in, the performance of the brand 

and one product form, and the marketing strategies in terms of the 4Ps of the marketing 

mix on both the brand level and the product form level. The cross-sectional design was 

chosen because we wanted to measure the relationship between the variables at one point 

in time, and we wanted to assess the existing differences between the research units.  

5.2 SURVEY SAMPLE 

The target population of this research was Dutch microbreweries, because this industry 

provides us with an interesting perspective on the PLC theory. We find that the overall 

beer consumption in the Netherlands has been in a period of stagnation since 2008 

(Euromonitor, 2017), indicating that beer would be in its maturity stage, whereas beer 

production has been slowly but consistently declining (Hána et al., 2020). On the other 

hand, the consumption of craft beers in the Netherlands is growing very fast over the last 

years, simultaneous with the rise of microbreweries (van Dijk et al., 2018). This trend can 

be considered as the PLC growth stage for these beers and brewers. Therefore, 

microbreweries can approach their marketing strategies from the different perspectives of 

the overall beer product class, a specific beer-style (product form), or from their own 

brand’s life cycle, and thus in different stages of the PLC.  

The survey sample was found and approached through the ‘Stichting Erfgoed Nederlandse 

Biercultuur’ (SENB), a foundation that is affiliated with 827 Dutch breweries. In order to 

qualify as a micro-business, in this case microbrewery, no more than 10 employees should 

work for the brewery and it can have maximum €2 million of revenue per year (European 

Commission, 2005), which was checked at the start of the questionnaire. The respondent 

should be the microbrewery’s employee who is most concerned with marketing of their 

products. Participants were approached via e-mail.  
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Since we used the list of breweries associated with the SENB as the sampling frame, which 

is considered a representative list, we assume that the response rate equals a random 

selection procedure.  

The final research sample consisted of 48 participants, of which all 48 filled out the first 

half of the survey on brand strategy and only 36 participants completely filled out the 

second half on product form strategy.  

5.3 MEASURES 

The questionnaire consists of six sections. The first three sections concern the brand-level 

of the PLC, and the last three sections concern one randomly selected product form that 

the microbrewery sells under its brand name. Both levels are further divided into the 

performance, the PLC stage that is considered, and the marketing mix strategies 

employed. The questionnaire can be found in Dutch in Appendix 1 and translated to English 

in Appendix 2.  

5.3.1 PERFORMANCE OF THE BRAND 

Performance of a microbrewery should be measured objectively, as well as subjectively, 

as described in section 2.4. As suggested by McMahon and Davies (1994), objective 

measures of brand performance are surveyed in terms of sales growth, employment 

growth and profit growth. Subjective measures of brand performance are satisfactory 

income and job satisfaction (Greenbank, 2001).  

These five variables were subject to a factor analysis and reliability analysis in order to 

create the final variable(s) used to measure the concept ‘brand performance of micro-

business in the food industry’. It was decided to use 2 factors representing the brand’s 

performance, as these both have an Eigenvalue >1 and together they account for about 

60% of the variance.  

The loadings of each variable on the extracted brand performance factors are described in 

Table 5. From these loadings we have concluded that factor 1 contains all the objective 

performance variables: sales growth, employee growth and profit growth, whereas factor 

2 loads highest on the subjective performance variables: earning a satisfactory living and 

job satisfaction. Therefore, two reliability analyses were done to check the internal 

consistency of these two factors. The reliability statistics of both factor 1 and 2 resulted in 

Cronbach’s alpha of 0.675 and 0.034, respectively.  
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Based on Cronbach’s Alpha, we conclude that factor 1 is a sufficiently reliable factor for 

objective brand performance, as it is very close to the generally accepted value of 0,7. 

However, Cronbach’s Alpha for the subjective brand performance factor is close to zero 

and thus unacceptable as a measure for subjective brand performance. Therefore, the 

concept ‘brand performance of micro-businesses in the food industry’ is divided into the 

three measures described in Table 6.  

Table 5: Variable loadings on each brand performance factor 

Variable Factor 1 Factor 2 

How much [brand name] beer was sold in 2019 

compared to previous years? 

.835 .258 

Did [brand name] employ more people in 2019 than 

in the years before? 

.819 -.446 

Was more profit made with [brand name] in 2019 than 

in the years before? 

.644 .323 

Do you earn a satisfactory income with [brand name]? .006 .466 

How satisfied are you with the work for [brand name]? .070 .757 

Table 6: Measures used for brand performance of micro-businesses in the food industry 

Brand performance 

measures 

Interpretation 

Objective brand 

performance factor 

Obtained from a factor analysis with the objective performance 

variables for the brand: sales growth, employee growth and 

profit growth 

Satisfactory living Subjective brand performance variable about earning a 

satisfactory living 

Job satisfaction Subjective brand performance variable about job satisfaction 

5.3.2 PLC STAGE CONSIDERED FOR THE BRAND 

The PLC stage that the respondent considers its brand to be in was surveyed after a short 

description of the four stages was provided, along with the PLC curve that is depicted in 

Figure 7. The respondent should choose, based on the description and the figure, in which 

stage he/she considers the brand to be.  
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Figure 7: PLC curve used in the questionnaire 

5.3.3 MARKETING MIX STRATEGIES FOR THE BRAND 

In order to survey the marketing strategies that are recommended by PLC literature, we 

have translated the results of the systematic review into strategies that apply to 

microbreweries. These strategies are described in Tables 7-9. Even brewers who are 

unfamiliar with marketing jargon can understand the questions and take part in the 

research.  

First, the product strategy on brand-level (Table 7) was surveyed in terms of which beer-

styles, and how many of them, the brand sells under its name. A short list of 16 common 

beer-styles was used (Yellowstone Academy, 2018), and the respondents are able to add 

other styles under ‘Other…’. Furthermore, the similarity of the brand’s assortment to other 

microbreweries, time spent improving recipes/quality, creating new products, or changing 

the product’s appearance, and effort to lower production costs were surveyed. These brand 

product strategy measures correspond to questions 9-17 in Appendix 2.  

Table 7: Product strategy on brand-level 

Introduction One (new) product in the market, no changes are made to this first 

product in terms of the recipe, appearance or production costs 

Growth One product on the market, new version with an improved recipe, 

higher quality, or new valuable function(s) 

Maturity New products are introduced alongside the first product, lower costs 

per product, changes in product appearance 

Decline Cost per product reduced even further by reducing the quality of the 

beer/recipe 
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Pricing strategy on brand-level (Table 8) was assessed in terms of the prices relative to 

other microbreweries and the intent to change the prices in the future. These brand pricing 

strategy measures correspond to questions 18-23 in Appendix 2. 

Table 8: Pricing strategy on brand-level 

Introduction High prices 

Growth Lower prices compared to introduction to attract more customers 

Maturity Reduced prices because costs per product are much lower 

Decline Very low prices to compete with cheap alternatives OR increased prices 

for the final group of loyal consumers 

Promotion strategy on brand level (Table 9) is incomplete, therefore we have decided to 

survey the promotion channels that the brand uses in order to distinguish different 

strategies, as well as their reliance on word-of-mouth promotion. These brand promotion 

strategy measures correspond to questions 24-30 in Appendix 2. 

Table 9: Promotion strategy on brand-level 

Introduction No literature in systematic review 

Growth Focus on word-of-mouth by early adopters 

Maturity Focus on bonding with customers, focus on trust 

Decline No literature in systematic review 

No literature on the distribution strategy on brand level was found in the systematic 

review. To distinguish between different distribution strategies on the brand level, we have 

decided to survey whether the brand uses a push-strategy in terms of a marketing focus 

on the middlemen that can sell the product; or a pull-strategy in terms of a marketing 

focus on the end consumer who will ultimately drink the brand’s beer. Besides, we 

surveyed whether selective distribution or mass distribution is the goal. These brand 

distribution strategy measures correspond to questions 31-34 in Appendix 2. 
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5.3.4 PERFORMANCE OF ONE PRODUCT FORM 

The performance of a product form, one beer-type sold under the microbrewery’s brand, 

was also measured both objectively and subjectively. The growth in sales and profit for 

the beer-type give us an objective measure of product form performance, whereas the 

respondent’s sales satisfaction indicates subjective performance. These three variables 

were subject to a factor analysis and reliability analysis in order to create the final 

variable(s) used to measure the concept ‘product form performance of micro-business in 

the food industry’.  

It was decided that one factor should be extracted, since only one factor had an Eigenvalue 

>1 and it explains over 83% of the variance. The loading of each variable on the extracted 

product form performance factor is described in Table 10.  

A reliability analyses was done to check the internal consistency of this factor, which 

resulted in Cronbach’s alpha of 0.892. Based on Cronbach’s Alpha, we conclude that the 

product form performance factor is sufficiently reliable, as it is higher than the generally 

accepted value of 0.7.  

Table 10: Variable loadings on the product form performance factor 

Variable Product form 

performance factor 

How much [product] was sold in 2019 compared to the years before? .925 

Was more profit made with [product] in 2019 compared to the years 

before? 

.951 

How satisfied are/were you with the sales of [product] in 2019? .855 

5.3.5 PLC STAGE CONSIDERED FOR ONE PRODUCT FORM 

The PLC stage that the respondent considers one specific beer-type to be in was surveyed 

in the same way as described in 5.3.2, using a description of the PLC stages and the curve 

that is depicted in Figure 7. Again, the respondent should choose in which stage he/she 

considers the product form to be.  
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5.3.6 MARKETING MIX STRATEGIES FOR ONE PRODUCT FORM 

The literature found in the systematic review on the product form level was also translated 

into strategies that apply to microbreweries, as described in Tables 11-14.  

Product strategy on product form-level (Table 11) was surveyed in terms of the similarity 

of the recipe compared to the same product form (beer style) sold by other 

microbreweries, efforts to improve product quality, to change the appearance, or to lower 

production costs. Besides, the effects of changes in production costs on quality was 

assessed. These product strategy on product form-level measures correspond to questions 

40-47 in Appendix 2. 

Table 11: Product strategy on product form-level 

Introduction Basic/first version 

Growth Lower costs per product, changes to the product to stand out from 

competition 

Maturity Quality and price decreased OR quality and price increased, more 

changes to the product (design, packaging, size, recipe, quality) 

Decline No further investments in the product, slow removal from the market 

or complete removal from the market 

Pricing strategy on product form-level (Table 12) was surveyed in terms of the price 

relative to the same product form (beer style) sold by other microbreweries, and the intent 

to change the product’s price in the future. These product form pricing strategy measures 

correspond to questions 48-54 in Appendix 2. 

Table 12: Pricing strategy on product form-level 

Introduction High price for a unique product OR low price for a common product 

(high competition) 

Growth Maintain high price for unique product OR lower price relative to 

competition 

Maturity Price temporarily lower than costs per product, or determine a (low) 

price based on competition 

Decline (High) discounts 
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Promotion strategy on product form-level (Table 13) was surveyed in terms of the 

advertising goal, message and the amount of money spent on product advertising. These 

product form promotion strategy measures correspond to questions 55-61 in Appendix 2. 

Table 13: Promotion strategy on product form-level 

Introduction Informative promotion about features and benefits of the product, 

consumer is actively involved/personal promotion, creating trust 

Growth Word-of-mouth advertising, involving consumers in product 

development, focus on product’s advantages over competition 

Maturity Focus on product quality, new ways to use the product, promote more 

(frequent) use, participation/feedback from customers 

Decline Promotion effort reduced or stopped 

Last, the distribution strategy on product form-level (Table 14) was surveyed in terms of 

where the beer-type is sold. These product form distribution strategy measures correspond 

to questions 62-66 in Appendix 2. 

Table 14: Distribution strategy on product form-level 

Introduction Personal selling, direct selling 

Growth Exclusive distribution 

Maturity Mass distribution 

Decline Selective distribution 

5.4 PROCEDURE 

Since the research was done in times of the Covid-19 crisis, which has hit the beer-industry 

very hard (Nederlandse Brouwers, 2021), we approached this in the following way: The 

respondents were asked to only consider the performances and strategies before the 

Covid-19 crisis started in the Netherlands (until 2019). This was mentioned in the 

instructions at the start of the survey and was also highlighted at the top of every 

individual survey page. To ensure health and safety during these times, the respondents 

were approached via e-mail, and participated in the research through an online survey 

tool.  
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The questionnaire survey started with informed consent and an introduction page which 

gives the respondent all the necessary information needed to fill out the survey, as well 

as the opportunity to fill in their brand name and check for classification as a microbrewery. 

After this, the questions were organized according to the six sections that were described 

in 5.3 on measures. The selection of one product form to be surveyed in the last three 

sections was done by randomization after the brewer selects which beer styles are sold 

under his/her brand. Both sections started with the questions concerning the performance 

of the brand or product form. After this, the respondent answered the questions on the 

PLC stage that he/she considers the brand or product form in, followed by the strategy 

questions. All questions used a multiple-choice 5-point Likert scale, except for the PLC 

stage that is considered, which uses a 4-point scale for the four PLC stages, and the types 

and amounts of beer-styles that the microbrewery sells under its brand.  

The questionnaire was subject to a pilot study before being sent out to the entire sample 

of microbreweries to ensure the respondents understand the questions and the survey 

runs smoothly. Feedback from the pilot study was used to optimize the questionnaire 

design.  

5.5 ANALYSIS 

The results of the questionnaire were analyzed in order to test the hypotheses in our 

conceptual model and answer the research questions. The microbreweries were divided 

into clusters based on their marketing strategies. Since marketing strategy was measured 

using a large number of variables, factor analysis (PCA) was used as a data reduction 

technique in order to limit the number of variables used in the cluster analysis without 

losing information. Two cluster analyses were performed using the obtained factor scores 

in order to create strategy clusters for both the brand and product form aggregation levels, 

as is described in Table 15. For both analyses, the number of clusters was chosen using 

hierarchical Ward’s Method clustering, in which the Squared Euclidean distance was used 

to measure the distance between the respondents on the chosen variables. Once the most 

appropriate number of clusters was chosen, k-means clustering was used to create the 

final clusters.   
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Table 15: Cluster analyses 

Cluster analysis 1: 

Brand strategy 

Create clusters based on the brand’s marketing strategy: 

variables are questions 9-34 

Cluster analysis 2: 

Product form strategy 

Create clusters based on the product form marketing 

strategy: variables are questions 40-66 

Hypothesis 1 was tested using a Chi-square test to check whether there is a relation 

between the PLC stage considered and the strategy clusters. Besides this, a One-way 

ANOVA was done to research whether there are significant differences between the 

strategy clusters on the extracted strategy factors. In order to find and describe the 

specific differences between the stages considered, e.g. the difference between 

introduction and growth stage, independent sample t-tests were performed for both the 

extracted strategy factors and the original strategy variables. Levene’s test for equal 

variances was considered for all t-tests. Thus, H1a “The product life cycle stage that the 

micro-business considers its brand to be in influences the brand’s marketing strategy” is 

accepted if a significant Chi-square or significant differences (p<0.10) is found between 

the PLC stage considered and the brand strategy clusters, brand strategy factors, and/or 

original brand strategy variables. H1b “The product life cycle stage that the micro-business 

considers its product form to be in influences the product form’s marketing strategy” is 

accepted if a significant Chi-square or significant differences (p<0.10) is found between 

the PLC stage considered and the product form strategy clusters, product form strategy 

factors, and/or original product form strategy variables.  

The clusters from both cluster analyses were compared in terms of their performance using 

a One-Way ANOVA. The (factor) scores of each cluster on the brand performance 

measures were used to test for differences between the clusters. The same was done for 

the product form performance, in which the factor score of each cluster’s product form 

performance was used to test for differences between clusters. In case of significant 

differences in performance (factor) scores between clusters, H2 is accepted. Thus, H2a 

“Brand performance of micro-businesses in the food industry is influenced by their brand’s 

marketing strategy” is accepted if significant differences (p<0.10) in performance (factor) 

scores are found between the brand strategy clusters. And H2b “Product form performance 

of micro-businesses in the food industry is influenced by their product form’s marketing 

strategy” is accepted if significant differences (p<0.10) in performance factor scores are 

found between the product form strategy clusters.  
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Finally, Hypothesis 3 was tested by means of a multiple regression analysis including an 

interaction effect between the dummy coded PLC stage corresponding with the strategy 

used by the cluster that is belongs to, and the true PLC stage that the brand or product 

form is in. In case a significant interaction effect is found, H3 is accepted. Thus, H3a “The 

true product life cycle stage that the brand is in moderates the relationship between the 

brand marketing strategy of micro-businesses in the food industry and their brand’s 

performance” is accepted if a significant interaction effect in terms of the F-change 

(p<0.10) is found in multiple regression between the brand strategy cluster that the 

microbrewery is in and the actual PLC stage that the brand is in. And H3b “The true product 

life cycle stage that the product form is in moderates the relationship between the product 

form marketing strategy of micro-businesses in the food industry and their product form’s 

performance” is accepted if a significant interaction effect in terms of the F-change 

(p<0.10) is found in multiple regression between the product form strategy cluster that 

the microbrewery is in and the actual PLC stage that the product form is in.  
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6. RESULTS 

6.1 BRAND AGGREGATION LEVEL 

6.1.1 BRAND STRATEGY FACTOR ANALYSIS 

In order to reduce the number of brand strategy variables without losing information, a 

factor analysis (PCA) was done using all variables that correspond with the survey 

questions on the brand’s marketing strategy for all four marketing mix elements 

combined: product, price, promotion, and place strategy. To determine the most 

appropriate number of factors to be extracted, we used a combination of the ‘Total 

Variance Explained’ and the Scree plot. Eight brand strategy factors were extracted, as 

these all have an Eigenvalue > 1 and together explain over 70% of the variance. The 

complete rotated component matrix that explains the loadings of each variable on the 

factors is displayed in Figure 13 in Appendix 3. The interpretations of the eight extracted 

brand strategy factors are described in Table 16. 
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Table 16: Interpretation of the brand strategy factors 

Factor Interpretation 

Brand promotion  Promotion strategy: using social media, internet-pages, 

traditional media, free publicity, and/or sponsoring to promote 

their brand 

Reducing (high) 

brand prices 

Planning to lower prices for the brand in order to attract more 

customers, because production costs have decreased and/or to 

compete with cheap(er) alternatives 

High volume, low-

cost brand 

Selling common beer-styles under their brand 

Lower prices than other micro-breweries 

Focuses promotion primarily on middlemen who offer their 

brand 

Aims to sell their brand in as many places as possible 

Brand differentiation Selling completely different beer-styles than other 

microbreweries 

Busy creating new beer-styles to sell under their brand 

Busy changing the appearance of their existing products 

Personal selling 

brand 

Uses personal selling to promote their brand 

Focuses promotion primarily on middlemen who offer their 

brand 

Aims to sell in places where an expert can tell customers about 

the brand 

End-customer 

focused brand 

Focuses promotion primarily on the end-customer who buys the 

brand 

Using social media to promote their brand 

Increasing (low) 

brand prices 

Lower prices than other microbreweries 

Planning to increase prices for their brand, as customers are 

willing to pay more 

Production cost-

cutting brand 

The brand’s quality decreases in order to decrease production 

costs 

The communalities for all original brand strategy variables were checked, in which an 

extraction higher than 0.5 is considered acceptable. According to this criterion, the 

variance of two variables is insufficiently captured by the factors extracted: selling 

common-beer styles under the brand (0.466) and being busy reducing the brand’s 

production costs (0.449). This might affect the outcome of hypothesis testing.  
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6.1.2 BRAND STRATEGY CLUSTERS 

Factor scores of the eight brand strategy factors were used as the basis for a cluster 

analysis. First, the number of clusters to be created was determined using the 

agglomeration schedule from hierarchical clustering based on brand strategy factor scores. 

Based on the coefficients from the agglomeration schedule that was obtained, the 

percentual increase in agglomeration coefficient resulting from merging clusters together 

was calculated in Figure 8. A good cluster solution sees a sudden jump in the 

agglomeration coefficient, in which the solution before the jump is the good solution.  

Both a 6-cluster solution and a 5-cluster solution were explored, as these showed the 

largest percentual increases. However, for both solutions one very large cluster that 

contained most of the cases and some very small clusters containing only one or two cases 

were created. To be able to compare one strategy cluster against another, we decided to 

use the first solution that provided us with two relatively large brand strategy clusters. It 

is shown in Figure 8 that merging 16 clusters into 15 provided percentual increase of 

12,21%. The 16-cluster solution created the hierarchical cluster distribution that is shown 

in Table 17. Two larger clusters are created in this solution (clusters 1 and 4), with some 

clusters that only contain one to four cases.  

     

 

 

CLUSTER 

NUMBER 

# OF CASES IN 

HIERARCHICAL 

CLUSTER 

# OF CASES 

IN K-MEANS 

CLUSTER 

1 12 11 

2 4 4 

3 2 2 

4 13 14 

5 3 3 

6 1 1 

7 1 1 

8 1 1 

9 3 3 

10 2 2 

11 1 1 

12 1 1 

13 1 1 

14 1 1 

15 1 1 

16 1 1 
Figure 8: Calculation of the percentual 

increase in agglomeration coefficient 

caused by merging brand strategy clusters 

 

Table 17: Distribution of cases in each 

hierarchical cluster (left) and non-

hierarchical cluster (right) 
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The initial cluster centers from the hierarchical clustering were used as the basis for k-

means clustering to create the final brand strategy clusters representing distinctive brand 

strategies that were used for hypothesis testing. The number of cases in the final brand 

strategy clusters are described in Table 17 in the right column.  

The clusters that only have one or two respondents were individually checked for whether 

they should be considered as either outliers or very unique brand strategies in section 

6.1.3. For the sake of comparing groups against one another, only the clusters that contain 

3 or more cases (clusters 1, 2, 4, 5, and 9 in Table 17) were used for hypothesis testing. 

The average brand strategy factor scores of each of the larger clusters are shown in Table 

18. We can see from the last column that the clusters are significantly different on the 

following factors: brand promotion, reducing (high) brand prices, high volume low-cost 

brand, end-customer focus and production cost-cutting.  

Table 18: Brand strategy factor scores per cluster (bold text = highest, underlined = lowest, italic = 

significant at p<0.10) 

Factor Cluster 1 

(22,9%) 

Cluster 2 

(8,3%) 

Cluster 4 

(29,2%) 

Cluster 5 

(6,3%) 

Cluster 9 

(6,3%) 
Sig. 

Brand promotion  -0.54 -0.08 0.14 1.02 -0.81 0.032 

Reducing (high) brand 

prices 

-0.60 -0.17 0.24 1.14 1.02 0.000 

High volume, low-cost 

brand 

0.38 0.75 -0.15 1.14 -1.88 0.000 

Brand differentiation 0.20 0.15 -0.07 0.74 0.67 0.310 

Personal selling brand 0.03 0.76 0.03 -0.04 -0.04 0.346 

End-customer focused 

brand 

0.55 -1.67 0.08 1.07 0.52 0.000 

Increasing (low) brand 

prices 

0.24 0.96 0.33 0.07 -0.29 0.221 

Production cost-cutting 

brand 

-0.46 -0.38 1.24 -1.35 -0.66 0.000 

From these significant differences in factors, we characterized the large clusters by their 

brand strategy:  

• Cluster 1 ‘least marketing-focused’: these microbreweries do not intend to lower 

their prices and are not focused on advertising their brand. They score quite 

average on each of the other brand strategy factors, and thus do not have a very 

distinctive strategy. These microbreweries are probably least focused on marketing 

for their brand.  



 MSc thesis Ymke van Wieren

   

 43 

• Cluster 2 ‘mature mass distributor’: these microbreweries sell common beer-styles 

for low prices, which they plan to increase. This cluster is least focused on the end-

customer, they aim to sell their brand in as many places as possible and therefore 

focus promotion on middlemen who offer their brand. Most of this strategy aligns 

with brand strategy for the maturity stage as described in PLC literature, except 

for planning to increase their prices.  

• Cluster 4 ‘cost-cutting declining brand’: these microbreweries attempt to decrease 

their production costs. As a consequence, their brand’s quality might decrease. 

They are not specifically focused on either the end-customer who consumes their 

brand or the middlemen who offer their brand. This brand strategy aligns most with 

what PLC literature describes for declining brands.  

• Cluster 5 ‘mature brand promoter’: these microbreweries are focused on attracting 

more customers and selling their brand in as many places as possible. They already 

have low prices or intend to lower their prices to compete with cheap(er) 

alternatives and they use the most brand advertising across all media. This cluster 

focuses both on the middlemen who can offer their brand, as well as the end-

customer who consumes their brand. The focus on mass distribution and brand 

advertising matches the PLC literature for mature brands.  

• Cluster 9 ‘unique introduction brand’: these microbreweries are least focused on 

promoting their brand through advertising. They sell more unique and exclusive 

beers for higher prices but intend to lower their prices in order to attract more 

customers and compete with cheaper alternatives. However, this should not be at 

the expense of their brand’s quality. The focus on unique, high-quality products, 

sold for high prices align with PLC strategies for brands in the introduction stage. 

However, advertising during this stage could help the brand accelerate their sales 

growth in order to move further into the life cycle.  

Independent sample t-tests were performed to check for differences in brand strategy 

factor scores between the two largest clusters (clusters 1 and 3). The same brand strategy 

factors were significantly different (p<0.10) between these two largest clusters as with all 

five clusters: brand promotion, reducing (high) brand prices, high volume low-cost brand, 

end-customer focus and production cost-cutting.  

 

 

 



PLC Marketing Strategy and Performance in Food Micro-businesses 

 44 

6.1.3 UNIQUE BRAND STRATEGIES AND OUTLIERS 

To check whether the small brand strategy clusters with just one or two cases should be 

considered outliers or very unique brand strategies, they were compared to the large 

clusters (1, 2, 4, 5 and 9) in terms of the brand strategy factors to find the individual 

differences that caused these cases not to be included in the larger clusters. 

Tables 19 and 20 show the brand strategy factor scores of each small cluster that was not 

included in hypothesis testing. The factor scores are highlighted in bold text when the 

score is higher than the maximum factor score of the large clusters, and highlighted in 

underlined text when the score is lower than the minimum factor score of the large 

clusters. Highlighted factor scores tell us that this small cluster scored either higher or 

lower than (the average factor score of) all large clusters. These differences were not 

checked for significance, as these clusters only contain one or two cases.  

Table 19: Brand factor scores of small clusters compared to large clusters (bold text = higher than max. 

factor score of large clusters, underlined text = lower than min. factor score of large clusters) 

Factor \ Cluster 3 6 7 8 10 11 

Brand promotion -1.04 1.90 -0.23 0.53 -1.01 1.66 

Reducing (high) brand prices 0.54 -0.69 -1.83 -0.42 -0.79 -1.56 

High volume, low-cost brand -0.64 -0.85 0.27 1.22 -0.08 0.30 

Brand differentiation 1.09 0.23 -1.73 -0.50 -1.32 1.66 

Personal selling brand 1.58 -2.22 1.21 -2.37 -2.04 -1.29 

End-customer focused brand -0.99 -1.07 1.22 -0.43 -0.38 -1.63 

Increasing (low) brand prices -1.64 0.86 -2.70 -2.13 0.41 -2.23 

Production cost-cutting brand -0.08 -0.86 -0.71 1.55 -0.56 -0.40 

Table 20: Brand factor scores of small clusters compared to large clusters (bold text = higher than max. 

factor score of large clusters, underlined text = lower than min. factor score of large clusters) 

Factor \ Cluster 12 13 14 15 16 

Brand promotion  1.91 1.36 -0.10 -0.39 1.11 

Reducing (high) brand prices 1.25 -2.04 1.34 2.18 -0.22 

High volume, low-cost brand 1.62 -2.07 0.00 -0.62 -1.23 

Brand differentiation -2.69 -0.46 0.77 -2.53 -0.25 

Personal selling brand 0.83 1.56 -0.98 0.47 0.16 

End-customer focused brand 0.21 -0.46 -1.37 -1.44 2.44 

Increasing (low) brand prices -0.21 0.62 -1.03 -0.82 -0.39 

Production cost-cutting brand -0.50 -1.24 -0.96 -0.67 0.37 
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The small clusters are different from the large clusters in the following ways: 

- Cluster 3 (N=2): These microbreweries sell different beer-styles under their brand 

than other microbreweries, and therefore they sell their brand primarily through 

personal selling and in places where an expert can advise customers about the 

brand. They are busy creating new beer-styles, changing their brand’s appearance, 

and improving their recipes and brand quality. Compared to the large clusters, 

these microbreweries use less promotion for their brand and have higher prices 

that they do not intend to increase. Judging by this strategy, these brands are 

probably in the introduction stage of the PLC.  

- Cluster 6 (N=1): Compared to the large clusters, this microbrewery is more focused 

on promoting their brand, but less focused on using personal selling or using an 

expert to advise customers about their brand. They do not intend to lower their 

brand prices. This brand strategy matches best with the maturity stage of the PLC. 

- Cluster 7 (N=1): This microbrewery is quite similar to cluster 3 in the sense that it 

uses personal selling and experts to advise customers about their brand. Their 

promotion is focused on social media to target the end-customer who buys the 

brand. Relative to the large clusters, this microbrewery does not intend to change 

their brand prices and is less busy making changes to its products. This brand 

strategy matches best with the introduction stage of the PLC. 

- Cluster 8 (N=1): From the brand strategy factor scores we can conclude that this 

microbrewery is very focused on reducing the brand’s production costs in order to 

become a high volume and low-cost brand. Therefore, expensive strategic elements 

like personal selling and brand differentiation are avoided. The focus on low-cost 

mass distribution matches the maturity stage. However, brand differentiation 

would be recommended in this stage.  

- Cluster 10 (N=2): Very similar to cluster 8, these microbreweries tend to avoid the 

more expensive strategic elements like brand advertising, personal selling, and 

brand differentiation. They are more likely to increase their (low) brand prices, than 

reduce their prices. These microbreweries are likely to be in either the maturity or 

decline stage of the PLC, as their focus is mostly on reducing costs.  

- Cluster 11 (N=1): Compared to the large clusters this microbrewery is more 

focused on brand promotion and differentiation. However, they are less likely to 

change their brand prices and to use personal selling or experts to advise customers 

about their brand.  

- Cluster 12 (N=1): Similar to clusters 8 and 10, this microbrewery aims to be a high 

volume, low-cost brand selling more common beer-styles and intends to reduce 
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their prices. However, they also use more brand promotion and personal selling, 

compared to the large clusters. This matches the PLC strategy for mature brands.  

- Cluster 13 (N=1): This microbrewery sells more exclusive beers under their brand, 

for which they do not intend to reduce the prices or make changes to the product. 

They focus on brand promotion, personal selling and using experts to advise 

customers about their brand, which aligns most with introduction brand strategy. 

- Cluster 14 (N=1): Relative to the large clusters, this microbrewery is more likely 

to reduce their (high) brand prices and make changes to the product’s recipe, 

appearance and brand assortment, which matches PLC brand strategy for growth.  

- Cluster 15 (N=1): This microbrewery is also more likely to reduce their (high) brand 

prices than the large clusters but is less focused on brand differentiation in terms 

of changes in the recipes, appearance or brand assortment. Since they do not 

intend to make changes to their products, this brand is probably in the introduction. 

- Cluster 16 (N=1): This microbrewery is the most focused on the end-customer out 

of all respondents. Therefore, they use more brand promotion than the large 

clusters. However, they are less likely to make changes in their recipes, appearance 

or brand assortment, or to increase their prices. Since they do not intend to make 

changes to their products or increase their prices, this brand is probably in the 

introduction stage. 

6.1.4 PLC STAGE CONSIDERED FOR THE BRAND 

According to hypothesis 1, the PLC stage that the microbrewery considers itself to be in 

should influence their marketing strategy. The distribution of PLC stage considered for the 

brand, as chosen by the microbreweries in the large brand strategy clusters, is shown in 

the bar chart in Figure 9. Most microbreweries found themselves to be in the growth stage 

of the PLC. 

  

Figure 9: PLC stage considered for the brand distribution 
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A Chi-square test was done to research whether the brand strategy cluster that the 

microbrewery was assigned to is related to the PLC stage they consider their brand to be 

in. The results of this test provide a Chi-square of 0.510, indicating that there is no 

significant relationship (p>0.10). However, as a large part of the cells has an expected 

count lower than 5, the assumptions for a Chi-square test are violated and this cannot be 

used to test the hypothesis.  

To further research whether there is a relationship between the PLC stage considered for 

the brand and the brand marketing strategy that the microbrewery uses, a One-way 

ANOVA (Table 21) was performed to check for significant relationships between the PLC 

stage considered and the brand strategy factors.  

Table 21: One-way ANOVA and mean brand strategy factor scores per PLC stage considered (bold text 

= highest, underlined = lowest, italic = significant at p<0.10) 

Brand strategy factor Introduction Growth Maturity Decline Sig. 

Brand promotion  -0.37 0.20 -0.79 -0.42 .091 

Reducing (high) brand prices 0.18 0.07 -0.15 0.67 .809 

High volume, low-cost brand -0.20 -0.08 0.81 0.95 .170 

Brand differentiation 0.25 0.18 -0.15 1.41 .241 

Personal selling brand 0.29 -0.01 0.23 0.41 .677 

End-customer focused brand 0.41 0.15 0.03 -0.94 .550 

Increasing (low) brand prices 0.40 0.05 0.90 1.19 .031 

Production cost-cutting brand 0.13 0.20 0.05 -0.56 .916 

As is visible from Table 21, significant relationships (p<0.10) were found between brand 

strategy factors ‘brand promotion’ and ‘increasing (low) brand prices’ and the PLC stage 

that the microbrewery considers its brand to be in. As factor ‘brand promotion’ loads 

highest on the brand promotion variables, this indicates that the brand’s promotion 

strategy varies significantly depending on the PLC stage that the microbrewery considers 

its brand to be in. Factor ‘increasing (low) brand prices’ is interpreted as the factor about 

asking lower prices for the brand than other microbreweries and intention to increase the 

brand’s prices because customers are willing to pay more. These strategical elements also 

vary depending on the PLC stage that is considered for the brand.  
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Since only one microbrewery considered its brand to be in the decline stage, insufficient 

data is present on the brand strategy factor scores in the decline stage to be able to 

compare this to the other PLC stages considered. Independent sample t-tests were 

performed to explore significant differences between 1) the introduction and growth stage, 

2) the growth and maturity stage, and 3) the introduction and maturity stage (as 

considered for the brand by the respondent). No significant differences in brand strategy 

factor scores were found in these t-tests for equality of means between the respondents 

who considered their brand to be in the introduction stage and those who considered their 

brand to be in the growth stage.  

However, some significant differences in means were found between growth and maturity 

stage considered, as well as between introduction and maturity stage: 

- Brand promotion factor: microbreweries who consider their brand to be in the 

growth stage of the PLC score significantly higher (p=0.013) on the promotion 

strategy factor than those who consider their brand to be in the maturity stage. 

Accordingly, microbreweries that consider their brand to be in the growth stage use 

more brand advertising, across all media, than microbreweries that consider their 

brand to be in the maturity stage.  

- High volume, low-cost brand factor: microbreweries who consider their brand to be 

in the introduction or growth stage of the PLC score significantly lower (p=0.045 

and p=0.097, respectively) on this factor than those who consider their brand to 

be in the maturity stage. Based on the factor interpretation, the microbreweries in 

the maturity stage sell more common beer-styles and ask lower prices for their 

brand than those in the introduction or growth stage. Furthermore, these mature 

brands aim to sell their brand in as many places as possible by focusing their 

promotion primarily on middlemen who offer their brand, or at least more so than 

microbreweries who consider their brand to be in the introduction or growth stage. 

- Increasing (low) brand prices factor: microbreweries who consider their brand to 

be in the growth stage of the PLC score significantly lower (p=0.012) on the 

increasing (low) brand prices factor than those who consider their brand to be in 

the maturity stage. Hence, microbreweries who consider their brand to be in the 

maturity stage, compared to those who consider their brand to be in the growth 

stage, ask lower prices than other microbreweries and intend to increase their 

prices, as customers are willing to pay more.  
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Besides researching the relationships between PLC stage considered for the brand and the 

factor scores, a One-way ANOVA was also done for all original brand strategy variables 

and the PLC stage considered for the brand. Some individual brand strategy variables for 

which a significant difference (p<0.10) between PLC stage considered was found were 

explored using t-tests in order to find the specific differences between PLC stages 

considered for the brand. Since only one microbrewery considered its brand to be in the 

decline stage, insufficient data is present on brand strategy in the decline stage to be able 

to compare this to the other PLC stages considered. 

Microbreweries that consider their brand to be in the introduction stage: 

- Have much higher prices compared to those who consider their brand to be in the 

maturity stage (p=0.059), which aligns with PLC strategy for brands in the 

introduction stage. 

- Rely more on word-of-mouth advertising than brands considered in the growth 

stage (p=0.062), which does not match PLC literature in the sense that word-of-

mouth promotion was recommended for brands in the growth stage.  

- Aim to sell in places where an advisor is present more than brands considered in 

the growth stage (p=0.079).  

Microbreweries that consider their brand to be in the growth stage: 

- Sell more unique beer-styles than brands considered to be in the maturity stage 

(p=0.060), which matches PLC strategy for brands in the growth stage.  

- Have much higher prices compared to those who consider their brand to be in the 

maturity stage (p=0.008), which aligns with PLC strategy for brands in the growth 

stage. 

- Use more social media advertising than those brands considered to be in the 

maturity stage (p=0.065).  

- Use traditional media for brand advertising more than microbreweries that consider 

their brand to be in the introduction stage (p=0.057).  

- Use free publicity for brand promotion more than microbreweries that consider their 

brand to be in the maturity stage (p=0.013).  

- Aim to sell in more places compared to brands that are considered to be in the 

maturity stage (p=0.050).  
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No literature on social media advertising, traditional media, or free publicity usage for the 

brand level was found in the systematic review, as well as on distribution strategy for the 

brand level. 

These analyses have shown several significant differences in the brand strategies on the 

factor-level and the original variable-level between microbreweries that consider their 

brand to be in different stages of the PLC.  

6.1.5 BRAND PERFORMANCE 

A multiple regression analysis was used to test the relationship between the brand’s 

marketing strategy and brand performance, including the interaction effect between the 

true PLC stage that the brand is in and the PLC stage according to their strategy as a 

moderating variable. We researched whether using a brand strategy as recommended in 

PLC literature, that matches the true stage of the life cycle that the brand is in, moderates 

the strategy-performance relationship. The PLC stage that the microbrewery considers its 

brand to be in is considered to be the true PLC stage, as no one knows the brand better 

than the brewery itself. To determine the PLC stage that matches with the brand strategy 

that the clusters use, the results from the systematic literature review were used. Each 

cluster’s factor scores were compared to the brand marketing strategies that were 

described for the PLC stages in literature in order to determine the stage that their brand 

strategy is the closest match with.  

- Brand strategy cluster 1 ‘least marketing focused’ was determined to use a brand 

marketing strategy that is closest to the recommended strategy for the introduction 

stage according to PLC literature. These microbreweries have high brand prices 

with no intention of changing these soon. There is little focus on brand 

differentiation, no changes are made to their products. 

- Brand strategy cluster 2 ‘mature mass distributor’ was determined to use a brand 

marketing strategy that is closest to the recommended strategy for the maturity 

stage according to PLC literature. These microbreweries sell high volumes, with low 

production costs and for low prices. They aim to sell their brand in as many places 

as possible, or mass distribution.  

- Brand strategy cluster 4 ‘cost-cutting declining brand’ was determined to use a 

brand marketing strategy that is closest to the recommended strategy for the 

decline stage according to PLC literature. These microbreweries reduce their 

brand’s quality to decrease production costs. They are not busy making changes to 

their product or differentiating their brand anymore.  
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- Brand strategy cluster 5 ‘mature brand promoter’ was determined to use a brand 

marketing strategy that is closest to the recommended strategy for the maturity 

stage according to PLC literature. These microbreweries sell high volumes of 

common beer-styles for lower prices than other microbreweries. They are focused 

on both the end-customers and middlemen as they aim is to sell in as many places 

as possible. They use the most brand promotion of all and are most involved in 

brand differentiation. 

- Brand strategy cluster 9 ‘unique introduction brand’ was determined to use a brand 

marketing strategy that is closest to the recommended strategy for the introduction 

stage according to PLC literature. These microbreweries have high brand prices, 

which they intend to reduce in the future to attract more customers. Before Covid-

19 they sold lower volumes for higher prices than other microbreweries.  

As is visible from Table 22, the majority of the microbreweries uses a brand strategy that 

does not match with the strategy described in literature for the true PLC stage they 

consider their brand to be in. 

Table 22: PLC stage considered for the brand by clusters vs. True PLC stage (bold number = correct) 

Brand strategy 

cluster 

Introduction 

considered 

Growth 

considered 

Maturity 

considered 

Decline 

considered 

PLC 

strategy 

used 

Cluster 1  

‘least marketing 

focused’ 

2 6 3 0 Introduction 

Cluster 2 

‘mature mass 

distributor’ 

0 2 1 1 Maturity 

Cluster 4 ‘cost-

cutting declining 

brand’ 

3 9 2 0 Decline 

Cluster 5 

‘mature brand 

promoter’ 

1 2 0 0 Maturity 

Cluster 9 

‘unique 

introduction 

brand’ 

1 2 0 0 Introduction 

Table 23 describes the mean brand performance measure scores for each of the large 

brand strategy clusters. As is visible from the bottom row, the scores for ‘job satisfaction’ 

are significantly different between the clusters (p<0.10). No significant differences in 

objective brand performance are considered sensible, since hardly any matches between 

the true PLC stage for the brand and PLC marketing strategies for that stage were found.  
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Table 23: Mean brand performance measure score per cluster 

Brand strategy cluster Mean brand 

objective 

performance 

factor score 

Mean 

‘satisfactory 

living’ score 

Mean ‘job 

satisfaction’ 

score 

Cluster 1 ‘least marketing focused’ 0.01 1.55 4.82 

Cluster 2 ‘mature mass distributor’ 0.13 2.75 4.25 

Cluster 4 ‘cost-cutting declining brand’ -0.03 2.07 4.21 

Cluster 5 ‘mature brand promoter’ 0.24 1.33 5.00 

Cluster 9 ‘unique introduction brand’ 0.04 2.00 4.33 

Sig.  .987 .177 .022 

Both the true PLC stage that the cluster member considered their brand to be in and the 

PLC stage that matches with their brand strategy were recoded into dummy variables and 

multiplied so that microbreweries that use brand marketing strategies that match what 

the PLC literature describes for the stage that they consider their brand in were coded a 

‘1’ for the interaction effect and those that do not have a matching brand strategy for their 

true PLC stage were coded ‘0’. 

The relationship between brand strategy and the objective brand performance factor was 

analyzed. First, a regression analysis between the brand strategy clusters and the brand 

objective performance factor was done. Second, the true PLC stage that the brand is in 

was included as predictor in the regression, and lastly, the interaction effect between the 

PLC stage that matches the brand strategy and the true PLC stage for the brand was 

included in the model. Table 24 describes the β-coefficients for the predictors included in 

the regression, and their significance. It is shown by the individual β-coefficients and the 

regression model significance that the different brand strategies (clusters) are not 

significant predictors for the brand objective performance factor. In the second model, we 

find that the true decline stage is a significant predictor (p<0.10) for a lower brand 

objective performance factor score, compared to the introduction stage. This corresponds 

with the theory in the sense that the objective performance of the brand decreases in the 

decline stage of the PLC. The same was found in the third model.  

However, the interaction effects were not significant, indicating that using the ‘correct’ 

strategy from PLC literature does not influence the strategy-objective brand performance 

relationship. The significance of the complete regression models is shown in the bottom 

rows of Table 24. All three models are non-significant (p>0.10) and are therefore not 

significant predictors for the objective brand performance factor. The previous findings are 

confirmed by a significant F-change (p=0.044) for including the true PLC stage as predictor 



 MSc thesis Ymke van Wieren

   

 53 

in the model and including the interaction effect of using the ‘correct’ PLC strategy resulted 

in a non-significant F-change (p=0.714).  

Table 24: Regression coefficients and significance with 'Brand objective performance factor' as 

dependent variable 

Predictor β  Sig.  β  Sig.  β  Sig.  

Constant .009 .970 .149 .682 .344 .516 

Cluster 2 .116 .814 .745 .149 .478 .450 

Cluster 4 -.043 .901 .004 .991 -.077 .827 

Cluster 5 .231 .676 .302 .557 .190 .733 

Cluster 9 .031 .955 .102 .842 .103 .847 

True growth stage   -.316 .359 -.440 .341 

True maturity stage   .121 .789 -.121 .834 

True decline stage   -2.56 .012 -2.49 .027 

Introduction strategy * true 

introduction 

    -.338 .627 

Maturity strategy * true maturity     .705 .506 

Regression model significance R square F-value Sig. 

Predictors: Brand strategy cluster .104 .082 .987 

Predictors: Brand strategy cluster + true PLC 

stage 

.513 1.379 .254 

Predictors: Brand strategy cluster + true PLC 

stage + interaction (stage according to 

strategy used * true PLC stage) 

.532 1.096 .400 

From these analyses we can conclude that the brand marketing strategy does not 

significantly impact a brand’s objective performance. Additionally, using a brand marketing 

strategy that matches what the PLC literature describes for the stage that the 

microbrewery considers its brand to be in does not significantly impact the brand 

performance. However, the true PLC stage that the brand is in does influence the objective 

brand performance, specifically in the decline stage it is significantly lower than in the 

other PLC stages. 

The second brand performance measure ‘satisfactory living’ was analyzed in the same 

way. Table 25 describes the β-coefficients for the predictors included in the regression, 

and their significance. The significance of the complete regression models is shown in the 

bottom rows of Table 25. It is shown that the different brand strategies (clusters) are not 

significant predictors for the ‘satisfactory living’ brand performance measure. 

Furthermore, the model including the brand’s true PLC stage is also not a significant 

predictor of the ‘satisfactory living’ measure, which is confirmed by a non-significant F-
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change (p=0.317) for adding this variable into the model. Lastly, the complete model that 

includes the brand strategy cluster, brand’s true PLC stage, and the interaction effect is 

shown to be a significant predictor (p<0.10) of the dependent variable. We can therefore 

conclude that the brand strategy cluster, true PLC stage and moderator variable combined, 

are capable of predicting the ‘satisfactory living’ brand performance measure. The 

moderating relationship alone is also shown to be significant, as a significant F-change 

(p=0.033) was found for adding the interaction effect to the model.  

Table 25: Regression coefficients and significance with ‘Satisfactory living’ as dependent variable 

Predictor β  Sig.  β  Sig.  β  Sig.  

Constant 1.545 .000 1.360 .003 .905 .110 

Cluster 2 1.205 .031 1.413 .024 .630 .343 

Cluster 4 .526 .164 .681 .105 .754 .049 

Cluster 5 -.212 .724 -.021 .973 .118 .839 

Cluster 9 .455 .451 .646 .292 .472 .398 

True growth stage   -.010 .981 .465 .337 

True maturity stage   .698 .196 .794 .195 

True decline stage   -.774 .494 .465 .679 

Introduction strategy * true 

introduction 

    .938 .203 

Maturity strategy * true maturity     2.672 .022 

Regression model significance R square F-value Sig. 

Predictors: Brand strategy cluster .429 1.696 .177 

Predictors: Brand strategy cluster + true PLC 

stage 

.532 1.521 .202 

Predictors: Brand strategy cluster + true PLC 

stage + interaction (stage according to 

strategy used * true PLC stage) 

.674 2.314 .047 

From these analyses we can conclude that the brand marketing strategy significantly 

impacts whether a brand employee earns a satisfactory living at the microbrewery, 

depending on if the ‘correct’ brand marketing strategy is used that matches what literature 

describes for the true stage that the brand is in.  

The third brand performance measure ‘job satisfaction’ was analyzed in the same way. 

Table 26 describes the β-coefficients for the predictors included in the regression, and 

their significance. It is shown that the brand strategy (cluster) is a significant predictor 

(p<0.10) for the ‘job satisfaction’ performance measure. Judging from the β-coefficients, 

the brand strategies of clusters 2 and 4 significantly decrease the ‘job satisfaction’ 

performance score, compared to cluster 1. The same is found for cluster 4 in the second 
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model. However, we find that the model including the true PLC stage that the brand is in 

is not a significant predictor for the ‘job satisfaction’ measure. In accordance with this, 

non-significant F-change (p=0.880) for including the true PLC stage was found. 

In the last model we again find that the brand strategy of clusters 2 and 4 significantly 

(p<0.10) influence the ‘satisfactory living’ performance score, as well as using the ‘correct’ 

brand strategy in the maturity stage of the PLC, shown by the significant interaction effect. 

We can conclude from the significance of the last model that the brand strategy cluster, 

true PLC stage and moderator variable combined, are capable of predicting the ‘job 

satisfaction’ brand performance measure. The moderating relationship alone is not shown 

to be significant, as no significant F-change (p=0.168) was found for adding the interaction 

effect to the model.  

Table 26: Regression coefficients and significance with ‘Job satisfaction’ as dependent variable 

Predictor β  Sig.  β  Sig.  β  Sig.  

Constant 4.818 .000 4.733 .000 4.649 .000 

Cluster 2 -.568 .060 -.504 .150 -.898 .033 

Cluster 4 -.604 .005 -.609 .008 -.593 .013 

Cluster 5 .182 .579 .181 .603 1.85 .604 

Cluster 9 -.485 .145 -.486 .170 -.549 .115 

True growth stage   .129 .578 .250 .398 

True maturity stage   .054 .860 -.011 .975 

True decline stage   -.230 .722 .250 .716 

Introduction strategy * true 

introduction 

    .201 .651 

Maturity strategy * true maturity     1.261 .070 

Regression model significance R square F-value Sig. 

Predictors: Brand strategy cluster .557 3.373 .022 

Predictors: Brand strategy cluster + true PLC 

stage 

.572 1.873 .114 

Predictors: Brand strategy cluster + true PLC 

stage + interaction (stage according to 

strategy used * true PLC stage) 

.645 1.981 .086 

From these analyses we can conclude that the brand marketing strategy significantly 

impacts job satisfaction of the brand’s employee, depending on if the ‘correct’ brand 

marketing strategy is used that matches what literature describes for the true stage that 

the brand is in.   
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6.2 PRODUCT FORM AGGREGATION LEVEL 

In the second part of the survey on product form marketing strategy, one beer-style that 

the microbrewery sells under its brand was randomly selected to answer the product form 

strategy questions on. Figure 10 shows the frequency that each beer-style was used, 

Alcoholvrij/malt, Bruin, Dubbel, Fruitbier and Pils are not included in this table as no 

responses were recorded on these beer-styles.  

 

Figure 10: Beer-styles selected for the product form strategy 

6.2.1 PRODUCT FORM FACTOR ANALYSIS 

Based on the ‘Total Variance Explained’ and the Scree plot, nine factors were extracted 

from the product form marketing strategy variables, as these all have an Eigenvalue >1 

and together they explain over 78% of the variance. The complete rotated component 

matrix that explains the loadings of each variable on the factors is displayed in Figure 14 

in Appendix 3. The following interpretations of the nine extracted product form strategy 

factors were made: 
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Table 27: Interpretation of the product form strategy factors 

Factor Interpretation 

Exclusive product 

distribution and 

quality changes 

The product is primarily sold by one sales partner/store(chain) 

The product’s quality is changing, which might affect its production 

costs 

Product changes 

and reduced 

price 

Busy changing the appearance of the product 

Busy changing the product’s recipe to decrease production costs 

Intend to lower the product price because production costs decrease 

Intend to lower the product price to compete with cheap alternatives 

Product 

advertising 

Advertising for the product aims to: inform consumers, convince 

them it is superior to other microbrewery’s alternatives, persuade 

existing customers to consume the product more often, and/or 

emphasizes the product’s high quality 

Reducing price 

for exclusive 

product 

Intend to lower the product price to attract more customers 

Barely spends any money on product advertising 

Product is not sold in many locations 

Close product-

consumer 

relationship 

Product promotion relies primarily on word-of-mouth 

The product is sold primarily directly to the consumer 

Unique product 

recipe 

The product’s recipe is completely different from other 

microbrewery’s recipes for the same beer-style 

High-costs, high 

quality product 

Production costs for this product rise because of quality increases 

(0.895) 

Production of this product (slowly) decreases (0.51) 

Loyal customer 

(declining) 

product 

Intend to increase the product price because customers are willing 

to pay more (0.887) 

Intend to offer a large discount because the product sales are 

decreasing (0.588) 

Unique, high-

priced product 

The product price is much higher than competing alternatives, 

because it is unique 

The variance of all original product form strategy variables is captured sufficiently by these 

factors since all extraction values in the communalities-output were higher than 0.5.  
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6.2.2 PRODUCT FORM STRATEGY CLUSTERS 

Factor scores of the nine extracted product form strategy factors were used as the basis 

for a cluster analysis. Again, the number of clusters to be created was determined using 

the agglomeration schedule from hierarchical clustering using the product form strategy 

factors. The percentual increase in agglomeration coefficient resulting from merging 

clusters was calculated in Figure 11 in terms of the percentual increase in coefficients.  

A 16-cluster solution was explored, as this showed the largest percentual increase in 

coefficients. A similar issue came up as for brand strategy clustering, as this 16-cluster 

solution provided one very large cluster that contained most of the cases, and a lot of very 

small clusters containing only one or two cases. In order to find a solution that provided 

us with some relatively larger clusters to be able to compare product form strategies in 

hypothesis testing, a 20-cluster solution was used. It is shown in Figure 12 that merging 

20 clusters into 19 provided percentual increase of 12,58%, which is the second largest 

jump observed. The 20-cluster solution created the hierarchical cluster distribution that is 

shown in Table 28 on the left, with three larger clusters (3, 7 and 8) which we were able 

to use in hypothesis testing.  

      

 

 

 

CLUSTER 

NUMBER 

# OF CASES IN 

HIERARCHICAL 

CLUSTER 

# OF CASES 

IN K-MEANS 

CLUSTER 

1 1 1 

2 1 1 

3 5 5 

4 1 1 

5 2 2 

6 1 1 

7 4 4 

8 7 7 

9 1 1 

10 1 1 

11 1 1 

12 2 2 

13 1 1 

14 1 1 

15 2 2 

16 1 1 

17 1 1 

18 1 1 

19 1 1 

20 1 1 

Table 28: Distribution of cases in each 

hierarchical cluster (left) and non-

hierarchical cluster (right) 

Figure 11: Calculation of the percentual 

increase in agglomeration coefficient 

caused by merging product form strategy 

clusters 
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The initial cluster centers from the hierarchical clustering were used as the basis for k-

means clustering to create the final product form strategy clusters representing distinctive 

product form strategies that were used for hypothesis testing. The number of cases in the 

final product form strategy clusters are described in Table 28 in the right column.  

The clusters that only have one respondent were also individually checked for whether 

they should be considered as either outliers or very unique brand strategies in section 

6.2.3. For the sake of comparing groups against one another, only the clusters that contain 

3 or more cases (clusters 3, 7 and 8) were used for hypothesis testing. 

The average product form strategy factor scores of the three larger clusters are presented 

in Table 29. Based on the last column we see that the clusters are significantly different 

(p<0.10) on the following product form strategy factors: exclusive product distribution 

and quality changes, product changes and reduced price, product advertising, reducing 

price for exclusive product, and unique high-priced product. Based on these significant 

differences in factor scores, the three larger product form strategy clusters were described 

as follows: 

- Cluster 3 ‘differentiated growth product’: these microbreweries are busy making 

changes in the appearance and recipe of their product, but this does not affect the 

product quality. Before Covid-19, the product price was much higher than 

competing alternatives because it is unique. However, they plan on reducing the 

price to attract new customers and compete with cheap alternatives. The product 

is sold in more than one place, but these brewers are least concerned with 

advertising their product. This product strategy matches best with what PLC 

literature recommends for products in the growth stage, except for the lack of 

advertising.  

- Cluster 7 ‘growing product promotion’: these microbreweries are least busy 

changing their product’s recipe or appearance. They are most involved in 

advertising their product, but barely spend any money on this as the promotion for 

this product relies primarily on word-of-mouth. The product price is not higher than 

competing alternatives. Most of this strategy aligns with growth strategy from PLC 

literature, except this would include some product changes to stand out.   

- Cluster 8 ‘low-cost product’: these microbreweries are busy making changes in the 

product’s quality, which might affect its production costs. However, they do not 

intend to lower the product price to attract more customers. Their product is 

primarily sold by one sales partner or store(chain), and they do spend some money 

on product advertising. This product strategy aligns mostly with the maturity stage. 
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Table 29: Product form strategy factor scores per cluster (bold text = highest, underlined = lowest, italic 

= significant at p<0.05) 

Factor Cluster 3 

(13,9%) 

Cluster 7 

(11,1%) 

Cluster 8 

(19,4%) 

Sig. 

Exclusive product distribution 

and quality changes 

-0.61 -0.46 0.80 0.001 

Product changes and reduced 

price 

1.38 -0.53 -0.09 0.000 

Product advertising -0.45 0.70 0.56 0.003 

Reducing price for exclusive 

product 

0.04 0.67 -0.44 0.033 

Close product-consumer 

relationship 

-0.05 0.18 -0.43 0.431 

Unique product recipe 0.14 0.17 -0.63 0.128 

High-costs, high quality 

product 

-0.09 -0.16 -0.28 0.852 

Loyal customer (declining) 

product 

0.31 0.42 0.22 0.801 

Unique, high-priced product 0.41 -0.94 0.25 0.000 

6.2.3 UNIQUE PRODUCT FORM STRATEGIES AND OUTLIERS 

To check whether the small product form strategy clusters with just one or two cases 

should be considered outliers or very unique brand strategies, they were compared to the 

large clusters (3, 7 and 8) in terms of the product form strategy factors to find the 

individual differences that caused these cases not to be included in the larger clusters.  

Tables 30 and 31 show the product form strategy factor scores of each small cluster that 

was not included in hypothesis testing. The factor scores are highlighted with bold text 

when the score is higher than the maximum factor score of the large clusters, and 

highlighter with underlined text when the score is lower than the minimum factor score of 

the large clusters. Highlighted factor scores tell us that this small cluster scored either 

higher or lower than all large clusters. These differences were not checked for significance, 

as these clusters only contain one or two cases.  
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Table 30: Product form factor scores of small clusters compared to large clusters (bold text = higher 

than max. factor score of large clusters, underlined text = lower than min. factor score of large clusters) 

Factor \ Cluster 1 
(N=1) 

2 
(N=1) 

4 
(N=1) 

5 
(N=2) 

6 
(N=1) 

9 
(N=1) 

10 
(N=1) 

11 
(N=1) 

Exclusive product 
distribution and quality 

changes 

2.27 1.92 0.70 -1.15 -0.23 -0.19 -0.46 -0.77 

Product changes and 
reduced price 

-1.85 0.39 -0.46 -1.00 -1.60 -0.90 0.04 -0.81 

Product advertising -1.01 -0.03 0.44 0.21 1.17 -0.50 -1.15 -2.39 

Reducing price for exclusive 
product 

1.51 0.05 0.88 -0.01 -0.76 0.79 -0.17 0.80 

Close product-consumer 

relationship 

0.46 -2.19 0.61 1.20 0.65 -2.90 1.63 0.17 

Unique product recipe -0.29 0.23 1.53 -0.92 1.54 0.49 1.02 1.58 

High-costs, high quality 

product 

-0.40 0.39 2.47 -0.30 1.73 -0.94 -0.06 -1.64 

Loyal customer (declining) 
product 

-0.18 -0.04 0.65 0.67 -2.07 -0.87 1.20 -0.93 

Unique, high-priced product -2.19 1.83 0.66 1.35 1.50 -0.56 -1.43 2.13 

Table 31: Product form factor scores of small clusters compared to large clusters (bold text = higher 

than max. factor score of large clusters, underlined text = lower than min. factor score of large clusters) 

Factor \ Cluster 12 
(N=2) 

13 
(N=1) 

14 
(N=1) 

15 
(N=2) 

16 
(N=1) 

17 
(N=1) 

18 
(N=1) 

19 
(N=1) 

20 
(N=1) 

Exclusive product 

distribution and quality 
changes 

-0.48 1.49 -1.07 -0.48 -0.62 -1.55 0.19 1.58 0.29 

Product changes and 
reduced price 

-0.75 0.14 -0.30 1.08 -0.73 -0.94 2.65 0.74 0.84 

Product advertising -2.07 -0.51 1.42 0.64 0.18 0.58 0.50 0.94 -1.73 

Reducing price for 

exclusive product 

0.23 -2.95 -0.02 1.22 -1.58 -1.64 -0.26 1.79 -1.17 

Close product-consumer 

relationship 

0.01 1.15 0.53 -0.13 -1.04 -0.80 0.95 1.27 -0.12 

Unique product recipe -1.02 -0.09 0.15 -1.54 2.22 -0.20 1.27 0.71 -0.17 

High-costs, high quality 

product 

0.54 -1.29 -1.04 0.44 -1.16 2.00 -0.90 0.08 2.46 

Loyal customer 
(declining) product 

-0.47 -1.41 -2.21 -0.37 2.64 -1.12 -1.70 0.93 0.65 

Unique, high-priced 

product 

-0.32 -0.13 -0.28 -0.01 -0.86 -1.41 -1.63 0.47 -0.11 

The small product form strategy clusters are different from the large clusters in the 

following way: 

Clusters 1, 5, 6, 9, 11, 16, 17 and 19 scored either higher or lower on at least 7 of the 

product form strategy factors, compared to the large clusters that were used for 
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hypothesis testing. From the raw data we can see that they often chose the more extreme 

answers in the survey; either 1 or 5 on the 5-point Likert scales as opposed to 2 or 4.  

- Exclusive product distribution and quality changes: clusters 1, 2, 13 and 19 scored 

higher on this product form strategy factor than the large clusters. This means that 

these microbreweries are more concerned with product quality changes that affect 

the production costs, and with exclusive distribution. Clusters 5, 11, 14, 16 and 17 

scored lower on this factor than the large clusters, meaning that they are less 

concerned with making product quality changes that affect production costs, and 

use wider distribution. 

- Product changes and reduced price: cluster 18 scored much higher on this factor 

(2.85) than the large clusters (highest 1.38). This means that this microbrewery 

should be considered an outlier on this strategic factor. Clusters 1, 5, 6, 9, 11, 12, 

16 and 17 scored lower on this factor than the large clusters, meaning that these 

microbreweries make less changes to their product and have less intention to 

reduce their product price than the large clusters.  

- Product advertising: clusters 6, 14 and 19 scored higher on this factor than the 

large clusters. This means that these microbreweries use more product advertising 

than the large clusters. Clusters 1, 9, 10, 11, 12, 13 and 20 scored lower on this 

factor than the large clusters, meaning that these microbreweries are less 

concerned with product advertising.  

- Reducing price for exclusive product: clusters 1, 4, 9, 11, 15 and 19 scored higher 

on this factor than the large clusters. This means that these microbreweries intend 

to reduce their product price more to attract new customers. Clusters 6, 13, 16, 17 

and 20 scored lower on this factor than the large clusters, meaning that these 

microbreweries have less intention to attract more customers by reducing the 

product price.   

- Close product-consumer relationship: clusters 1, 4, 5, 6, 10, 13, 14, 18 and 19 

scored higher on this factor than the large clusters. This means that these 

microbreweries use more word-of-mouth promotion for their product and more 

often use direct selling to customers. Clusters 2, 9, 16 and 17 scored lower on this 

factor than the large clusters, meaning that these microbreweries use less word-

of-mouth promotion and direct selling.  

- Unique product recipe: clusters 2, 4, 6, 9, 10, 11, 16, 18 and 19 scored higher on 

this factor than the large clusters. This means that these microbreweries’ products 

use more unique recipes for the same beer-style. Clusters 5, 12 and 15 scored 

lower on this factor than the large clusters, meaning that these microbreweries use 

more common recipes for the same beer-style.  
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- High-costs, high quality product: all of the small clusters scored either higher than 

the highest large cluster’s score or lower than the lowest large cluster’s score on 

this factor. Clusters 2, 4, 6, 10, 12, 15, 17, 19 and 20 scored higher on this factor 

than the large clusters. Clusters 1, 5, 9, 11, 13, 14, 16 and 18 scored lower on this 

factor than the large clusters. From this we can conclude that the variance of this 

product form strategy factor is not sufficiently captured by the large clusters that 

were used in hypothesis testing. This should be taken into account when drawing 

conclusions.  

- Loyal customer (declining) product: again, all of the small clusters scored either 

higher than the highest large cluster’s score or lower than the lowest large cluster’s 

score on this factor. Clusters 4, 5, 10, 16, 19 and 20 scored higher on this factor 

than the large clusters. Clusters 1, 2, 6, 9, 11, 12, 13, 14, 15, 17 and 18 scored 

lower on this factor than the large clusters. From this we can conclude that the 

variance of this product form strategy factor is not sufficiently captured by the large 

clusters that were used in hypothesis testing. This should be taken into account 

when drawing conclusions.  

- Unique, high-priced product: clusters 2, 4, 5, 6, 11 and 19 scored higher on this 

factor than the large clusters. This means that these microbreweries have more 

unique products which they sell for higher prices than the large clusters. Clusters 

1, 10, 17 and 18 scored lower on this factor than the large clusters, meaning that 

these microbreweries have more common products which they sell for lower prices. 

It is clear from these differences between the small and large clusters that some variance 

of the research population is not captured by the large clusters that were used in 

hypothesis testing. This might have affected the results of hypothesis testing.   

6.2.4 PLC STAGE CONSIDERED FOR THE PRODUCT FORM 

It was researched whether there is a significant relationship between the strategy cluster 

that the microbrewery was put into and the PLC stage that they considered themselves to 

be in. The distribution of PLC stage considered for the product form, as chosen by the 

microbreweries in the large product form clusters, is shown in the bar chart in Figure 12.  
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Figure 12: PLC stage considered for the product form distribution 

A Chi-square test was done to research whether the product form strategy cluster that the 

microbrewery is assigned to is dependent on the PLC stage they consider the product to 

be in. The results of this test provided a Chi-square of 0.615, indicating that there is no 

significant relationship (p>0.10). However, as a large part of the cells has an expected 

count lower than 5, the assumptions for a Chi-square test are violated and this cannot be 

used to test the hypothesis.  

To further research whether there is a relationship between the PLC stage considered for 

the product form and the product form marketing strategy that the microbrewery uses, a 

One-way ANOVA (Table 32) was done to check for significant relationships between the 

PLC stage considered and the product form strategy factors.  

Table 32: One-way ANOVA and mean product form strategy factor scores per PLC stage considered 

(bold text = highest, underlined = lowest, italic = significant at p<0.05) 

Product form strategy factor Introduc

tion 

Growth Maturity Decline Sig. 

Exclusive product distribution and 

quality changes 0.51 0.12 -0.15 -1.12 

 

.491 

Product changes and reduced price 0.60 0.18 -0.19 1.75 .216 

Product advertising -0.30 0.33 0.57 0.06 .563 

Reducing price for exclusive product 0.06 0.14 -0.27 -0.90 .536 

Close product-consumer relationship 0.43 -0.10 -0.47 -1.05 .395 

Unique product recipe -0.54 -0.10 -0.35 0.12 .866 

High-costs, high quality product -0.41 -0.15 -0.29 0.10 .878 

Loyal customer (declining) product 0.14 0.24 0.44 0.81 .641 

Unique, high-priced product 0.51 -0.07 -0.18 0.23 .706 
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As is visible from Table 32, no significant relationships (p<0.10) were found between 

product form strategy factors and the PLC stage that the microbrewery considers its 

product to be in.  

Since only one microbrewery considered its product form to be in the decline stage, 

insufficient data is present on the product form strategy factor scores in the decline stage 

to be able to compare this to the other PLC stages considered. Independent sample t-tests 

were therefore performed to explore significant differences between 1) the introduction 

and growth stage, 2) the growth and maturity stage, and 3) the introduction and maturity 

stage (as considered for the product form by the respondent). No significant differences 

in product form strategy factor scores were found in these t-tests for equality of means 

between the different PLC stages that the respondents considered their product form to 

be in.  

As no significant differences between the factor scores were found, independent sample 

t-tests were done for all original product form strategy variables and the PLC stage 

considered for the product. The individual product form strategy variables were analyzed 

to find if significant differences (p<0.10) exist between the specific PLC stages considered 

for the product form. As only one respondent considered its product to be in the decline 

stage, insufficient data is present on the brand strategy variables in the decline stage to 

compare this to other stages.  

Microbreweries that consider their product to be in the introduction stage: 

- Use more common recipes than microbreweries with products in the growth stage 

(p=0.081), which matches PLC strategy for products in the introduction stage, as 

it is recommended for microbreweries with products in the growth stage to 

differentiate their product from competition. 

- More often sacrifice product quality to reduce production costs compared to those 

with products in the growth stage (p=0.037). This was not found in PLC literature, 

as price-quality changes are recommended for products in the maturity stage. 

However, as little to no profit is made during the introduction stage, this strategy 

can be considered appropriate.  

- Emphasize product quality in their advertising more often than microbreweries with 

a product in the growth stage (p=0.010), which was found in PLC literature as a 

more appropriate strategy for mature products. 

- Use more direct selling than microbreweries with a product in the growth stage 

(p=0.001), consistent with PLC strategy from literature.  
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Microbreweries that consider their product to be in the growth stage: 

- Have more unique products and ask higher prices for them, compared to those with 

products in the introduction or maturity stage (p=0.081 and p=0.081, 

respectively). Asking a higher price in the growth stage than for a mature product 

is consistent with PLC literature, as well as maintaining a high price in the growth 

stage for a unique product (compared to the product in the introduction stage).  

- Have more common products and therefore ask lower prices for them, compared 

to those with products in the introduction stage (p=0.024). Although this seems 

contradicting with the previous conclusion, two distinct pricing strategies are 

recommended for the product form throughout the PLC: low price for a common 

product, and high price for a unique product. Therefore, this significant difference 

is also consistent with PLC literature.  

- Use more direct selling than microbreweries with a product in the maturity stage 

(p=0.025). This aligns with PLC literature, since distribution increases from the 

growth to the maturity stage.  

These analyses have shown several significant differences in the original product form 

strategy variables, on all elements of the marketing mix (product, price, promotion, place 

strategy), between microbreweries that consider their product to be in different stages of 

the PLC.  

6.2.5 PRODUCT FORM PERFORMANCE 

A multiple regression analysis was used to test the relationship between the product 

marketing strategy and product form performance, including the true PLC stage that the 

brand is in as a moderating variable. We researched whether using a product form strategy 

that is recommended in PLC literature that matches the stage of the life cycle that the 

product form is in moderates the strategy-performance relationship. To determine the PLC 

stage that matches with the product form strategy that the clusters use, the results from 

the systematic literature were used. Each cluster’s factor scores were compared to the 

product form marketing strategies that were described for the PLC stages in literature in 

order to determine the stage that their product form strategy is the closest match with.  

- Product form strategy cluster 3 ‘differentiated growth product’ was determined to 

use a product form marketing strategy that is closest to the recommended strategy 

for the growth stage according to PLC literature. These microbreweries ask a high 

price for their unique product, make changes to the product to stand out from 
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competition and plan on reducing its price in the future. The product is sold in more 

than one place, but there is no mass distribution.  

- Product form strategy cluster 7 ‘growing product promotion’ was also determined 

to use a product form marketing strategy that is closest to the recommended 

strategy for the growth stage according to PLC literature. These microbreweries 

determine the product price based on competition; the price is not higher than 

competing products. The products are promoted the most of these clusters, but 

barely any money is spent on this as they use primarily word-of-mouth advertising.  

- Product form strategy cluster 8 ‘low-cost product’ was determined to use a product 

form marketing strategy that is closest to the recommended strategy for the 

maturity stage according to PLC literature. These microbreweries are busy making 

changes that affect the product’s quality and price. Before Covid-19 the product 

price was (very) low, they might offer discounts as sales are decreasing.  

As is visible from Table 33, most microbreweries in clusters 3 and 7 use product form 

marketing strategies that match with the strategies described in PLC literature for the true 

stage that they consider their product to be in. However, most microbreweries in cluster 

8 do not use a product strategy that matches the strategic literature for the (true) PLC 

stage that they consider their product to be in.  

Table 33: PLC stage considered for the product form vs. True PLC stage according to their strategy 

Product form 

strategy cluster 

Introduction 

considered 

Growth 

considered 

Maturity 

considered 

Decline 

considered 

PLC 

strategy 

used 

Cluster 3 

‘differentiated 

growth product’ 

1 3 0 1 Growth 

Cluster 7 

‘growing product 

promotion’ 

0 3 1 0 Growth 

Cluster 8 

‘low-cost product’ 

1 4 2 0 Maturity 

Table 34 describes the mean product form performance factor score for each of the large 

product form strategy clusters. As is visible from the bottom row, these scores are 

significantly different (p<0.10). 
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Table 34: Mean product form performance factor score per cluster 

Product form strategy 

cluster 

Mean product form 

performance factor score 

Cluster 3  

‘differentiated growth product’ 

-0.638 

Cluster 7  

‘growing product promotion’ 

0.506 

Cluster 8 

‘low-cost product’ 

0.301 

Sig.  .050 

Again, both the true PLC stage that the cluster member considered their product to be in 

and the PLC stage that matches with their product form strategy were recoded into dummy 

variables and multiplied so that microbreweries that use product form marketing strategies 

that match what the PLC literature describes for the stage that they consider their product 

in were coded a ‘1’ for the interaction effect and those that do not have a matching product 

form strategy for their true PLC stage were coded ‘0’. 

The relationship between product form marketing strategy and the product form 

performance factor was analyzed. Table 35 describes the β-coefficients for the predictors 

included in the regression, and their significance. It is shown that the product form 

strategy (clusters) is a significant predictor (p<0.10) for the product form performance 

factor. Judging from the β-coefficients, the product form strategy of clusters 7 and 8 

significantly improve the product form performance factor score, compared to the strategy 

of cluster 3. The first and second regression models are significant (p>0.10) and we can 

therefore conclude that the product form strategy cluster alone, as well as combined with 

the true PLC stage, is capable of predicting the product form performance. However, 

although the R-square for the regression model increases, including the product form’s 

true PLC stage in the regression did not result in a significant F-change (p=0.271). Lastly, 

consistent with the non-significant individual β-coefficients, including the interaction effect 

of using the ‘correct’ PLC product strategy for the true stage that the product is in, does 

not result in a significant regression model. The moderating relationship alone was also 

not shown to be significant, as no significant F-change (p=0.772) was found for including 

the interaction effect to the model.  
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Table 35: Regression coefficients and significance with ‘Product form performance factor’ as 

dependent variable 

Predictor β  Sig.  β  Sig.  β  Sig.  

Constant -.638 .060 -.394 .457 -.247 .736 

Cluster 7 1.144 .028 .877 .099 .836 .186 

Cluster 8 .939 .037 .701 .134 .408 .694 

True growth stage   .075 .888 .334 .685 

True maturity stage   -.173 .790 .033 .978 

True decline stage   -1.44 .112 -1.59 .150 

Growth strategy * true growth     -.454 .700 

Maturity strategy * true maturity     -.211 .887 

Regression model significance R squared F-value Sig. 

Independent variable: Product form strategy 

cluster 

.608 3.810 .050 

Independent variables: Product form strategy 

cluster + true PLC stage 

.752 2.610 .092 

Independent variables: Product form strategy 

cluster + true PLC stage + interaction (stage 

according to strategy used * true PLC stage) 

.770 1.667 .244 

From these analyses we can conclude that the product form marketing strategy and the 

true PLC stage that the product is in significantly impact the product form performance, 

but it is not shown to be dependent on whether this product strategy matches with what 

literature describes for the true stage that the product form is in.   
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7. CONCLUSIONS 

We have found several significant differences in the brand strategies on both the factor-

level and the original variable-level between microbreweries that consider their brand to 

be in different stages of the PLC. Therefore, H1a “The product life cycle stage that the 

micro-business considers its brand to be in influences the brand’s marketing strategy” is 

accepted, and we conclude that brands use different marketing strategies in the different 

PLC stages that they consider their brand to be in. 

Regarding the product form strategy, we also found significant differences on the original 

product form strategy variables between microbreweries that consider their product to be 

in different stages of the PLC. Therefore, H1b “The product life cycle stage that the micro-

business considers its product form to be in influences the product form’s marketing 

strategy” is accepted, and we conclude that microbreweries use different marketing 

strategies for their products in the different PLC stages that they consider the product 

form to be in.  

Since the concept ‘brand performance of the micro-business in the food industry’ was 

measured in threefold, we cannot draw a straightforward conclusion for H2a and H3a. The 

brand’s marketing strategy alone is shown to significantly influence the brand performance 

in terms of job satisfaction for the brand’s employee, but not in terms of objective 

performance or earning a satisfactory living. Therefore, H2a “Brand performance of micro-

businesses in the food industry is influenced by their brand’s marketing strategy” is not 

accepted. 

On the other hand, the relationship between a brand’s marketing strategy and earning a 

satisfactory living, as well as job satisfaction, was shown to depend on whether the 

strategy used matches with what the PLC literature describes for the true stage that the 

brand is in. However, this does not apply to the relationship between a brand’s marketing 

strategy and objective brand performance factor. Thus, H3a “The true product life cycle 

stage that the brand is in moderates the relationship between the brand marketing 

strategy of micro-businesses in the food industry and their brand’s performance” is not 

accepted. 

We have shown that the product form strategy clusters vary in their product form 

performance. Accordingly, the marketing strategy that is used for a product impacts its 

performance. Therefore, H2b “Product form performance of micro-businesses in the food 

industry is influenced by their product form’s marketing strategy” is accepted. 
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However, analyses have also shown that using a product marketing strategy that matches 

with what the PLC literature describes for the PLC stage that the micro-business considers 

its product to be in does not significantly influence the product form’s performance. 

Therefore, H3b “The true product life cycle stage that the product form is in moderates 

the relationship between the product form marketing strategy of micro-businesses in the 

food industry and their product form’s performance” is not accepted.  

To answer the research question: “What is the influence of using PLC marketing strategies 

on the performance of micro-businesses in the food industry?”, we have found that food 

micro-businesses use different strategies in each stage of the PLC. Most often, these 

strategies align with what PLC literature recommends. However, it became clear that the 

micro-businesses were not able to either estimate in which PLC stage their brand is, or 

which brand strategy is recommended for this stage. For their product form, the strategy 

used by the micro-business more often aligned with PLC literature descriptions for the PLC 

stage that the product is in. This indicates that food micro-businesses are either more 

capable of estimating in which PLC stage their product form is, or are more aware of the 

recommended product form strategy in this PLC stage, compared to the brand PLC stage 

or strategy. However, for both the brand- and product form-level, using the ‘correct’ 

marketing strategy that aligns with PLC literature descriptions does not necessarily 

improve the strategy-performance relationship.  
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8. DISCUSSION 

The purpose of this research was to help contribute to the theory on marketing strategy 

for micro-businesses by investigating how using PLC marketing strategies influences the 

performance of micro-businesses in the food industry. Available literature demonstrated 

that the PLC theory can be viewed on three aggregation levels: product class, product 

form and brand. However, there is little research available on which aggregation level is 

the most appropriate one to use, and how to use the theory in order to create the most 

successful marketing strategy for a micro-business in the food industry. Although this 

research did not find support for all proposed hypotheses, evidence was found for some 

relevant relationships between marketing strategy in different stages of the PLC and their 

influence on performance. In this chapter theoretical and practical implications are 

discussed, as well as limitations and recommendations for future research. 

8.1 THEORETICAL AND PRACTICAL IMPLICATIONS 

8.1.1 BRAND LEVEL 

The PLC stage that the microbrewery considers its brand to be in was shown to impact 

their brand marketing strategy, but only on some of the extracted brand strategy factors 

and some original brand strategy variables. Brands that are considered to be in the growth 

stage are most focused on brand promotion, whereas those in the maturity stage are least 

focused on this. From the characteristics of the PLC stages, we know that in the maturity 

stage the brand sales level off and competition is most intense compared to the other 

stages. Therefore, it might be a good time for brand promotion with the goal of reminding 

the customer about the existence of the brand or to convince them to consume the product 

more often, rather than attract new customers. In this stage, brand advertising should 

therefore not be neglected, as it might be equally important as during the growth stage, 

but should use a different message and objective.  

Brands that are considered to be in the introduction stage rely mostly on word-of-mouth 

promotion and use a more personal selling approach, which is recommended in PLC 

literature for a product form in its introduction. Evidently, the recommended marketing 

strategies for the different aggregation levels are used interchangeably by these 

microbreweries.  
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Although the brand marketing strategy does vary on some strategic elements between the 

different PLC stages that are considered, this does not apply to all elements of the 

marketing mix. No significant differences were found between the PLC stages considered 

on six of the eight brand strategy factors. Among these, the brand differentiation factor 

(selling completely different beer-styles than other microbreweries, busy creating new 

beer-styles to sell under their brand, busy changing the appearance of their existing 

products) was non-significantly different between the different stages. As was found in 

PLC literature, changes to the product strategy of the brand throughout the life cycle are 

recommended. For example, during the growth stage the brand would benefit from 

improving their recipes or quality, whereas in the maturity stage it would be beneficial to 

introduce new products alongside existing ones and make changes in the brand’s 

appearance. From the results of this study, we conclude that currently micro-businesses 

are not very concerned with brand differentiation throughout the PLC, while it might 

improve their brand performance.  

Furthermore, the results of this study suggest that most microbreweries use a brand 

marketing strategy that is recommended in the PLC literature for a different stage than 

the PLC stage that they consider their brand to be in themselves.  For example, most 

microbreweries considered their brand to be in the growth stage of the PLC, whereas their 

brand strategy matches PLC recommended strategies for the introduction, maturity or 

decline stage. The reason for this can be two things: 1) micro-businesses in the food 

industry are unaware of the true PLC stage that their brand is in, as even in the rare 

occasion that the brand’s strategy aligns with the PLC stage that the microbrewery 

considers its brand to be in, this does not significantly influence the brand’s objective 

performance. Or 2) micro-businesses in the food industry are unaware of the ‘best’ brand 

marketing strategies in the PLC stages and therefore improvise their strategy.  

Although the differences in objective brand performance and earning a satisfactory living 

were not significant between the strategy clusters, it is shown that a mass distribution 

strategy for a mature brand resulted in earning more of a satisfactory living with the brand, 

compared to using a brand promotion strategy in this stage. During the introduction stage, 

objective brand performance and earning a satisfactory living were both higher for the 

cluster that used a brand differentiation strategy, compared to the cluster that was least 

focused on marketing.  
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As we found that the distinctive brand strategies that the microbreweries use do not 

significantly influence their brand’s objective performance, it might be valuable for these 

micro-businesses to learn about the marketing strategy as recommended by PLC literature 

and gain an advantage in objective performance compared to uneducated micro-

businesses.  

Furthermore, since using the ‘correct’ marketing strategy according to the PLC literature 

did not significantly influence the relationship between brand marketing strategy and 

brand performance, the PLC theory might be too outdated or is not applicable to the food 

micro-business sector. On the contrary, currently the PLC theory might not be used to its 

full potential by these businesses, while it may result in improved brand performance.  

8.1.2 PRODUCT FORM LEVEL 

Results showed that the PLC stage that the micro-business considers its product form to 

be in also influenced their product form marketing strategies, as some significant 

differences on the original product form strategy variables were found between the PLC 

stages considered for the product. However, no significant differences were found on the 

product form strategy factor scores.  

Some differences on specific strategic elements were found between the stages considered 

for the product. Two seemingly contradicting conclusions were found in terms of 

microbreweries with products in the growth stage that stated they ask both higher and 

lower prices than those with products in the introduction stage. The reason for this could 

be that they use two distinct pricing strategies suggested by marketing literature: either 

skimming pricing, for which the product price should decrease during the growth stage, or 

penetration pricing, for which the price should increase during the growth stage.   

Another odd result that was found is that microbreweries with products in the introduction 

stage more often sacrifice their product quality to reduce production costs than 

microbreweries in the growth stage, but also more often emphasize product quality in their 

advertising. The product strategy for the product form as recommended in PLC literature 

suggests no changes to the product in the introduction stage, as price/quality changes are 

proposed for a product form in the maturity stage and lower costs per product are 

suggested for products in the growth stage. However, as there is little to no profit during 

the introduction stage, reducing production costs can be considered as a logical choice in 

this stage.  
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Overall, we did find significant differences in product form strategy on all four elements of 

the marketing mix. Most of these differences for the different PLC stages considered are 

in accordance with the results from our systematic literature result. Therefore, it seems 

that these food micro-businesses are aware of the PLC marketing recommendations in the 

four stages and vary their product form strategy based on this knowledge.  

It was shown that the product form performance of microbreweries with products in the 

growth stage that use a differentiation strategy was significantly lower in this highly 

competitive environment than the performance of those that use a product promotion-

focus during this stage. Even the low-cost focus of the mature product form cluster 

resulted in better product form performance. Since the current beer-market is highly 

competitive and the product class ‘beer’ is probably in the maturity stage of the PLC, we 

note that the aggregation levels of the PLC should always be considered in combination. 

While your product form might be in the introduction or growth stage, the complete market 

should always be taken into consideration for your product form marketing strategy.   

Furthermore, the results of this study suggest that the product form strategy used by the 

microbrewery more often aligns with the PLC stage that they consider their product form 

to be in than this was the case for brand strategy and the PLC stage considered for the 

brand. For example, the majority of respondents in both product form strategy clusters 

that use a growth-strategy (as recommended in PLC literature) also considered their 

product to be in the growth stage. Compared to the brand aggregation level, we can 

conclude either 1) that micro-businesses are more able to estimate in which PLC stage 

their product form is than for their brand, or 2) they are more aware of the suggested 

‘best’ marketing strategies for their product form than for their brand.  

We did find significant differences in product form performance between the distinctive 

product form strategies used by the microbreweries, and with that showed that product 

form marketing strategy influences its performance. Although, we did not find evidence 

that using a product marketing strategy that matches with what the PLC literature 

describes for the product’s considered PLC stage significantly influences this strategy-

performance relationship. This suggests that even though different strategies result in 

differences in product success, using PLC literature recommended marketing strategies for 

the product, in this case, does not necessarily improve the product form’s performance. 

Again, the PLC theory might be too outdated or is not applicable to the food micro-business 

sector. On the contrary, currently the PLC theory might not be used to its full potential by 

these businesses, while it may result in improved product form performance.  
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8.2 LIMITATIONS 

This research suffers from some limitations. First of all, by creating the clusters of 

distinctive brand/product form strategies based on the strategy factors that were 

extracted, some of the variance of the original strategy variables is lost. Especially the two 

variables on selling common beer-styles under the brand and being busy reducing the 

brand’s production costs, for which the communalities into the extracted brand strategy 

factors were lower than 0.5, the variance might not be reflected sufficiently in the brand 

strategy clusters. Fortunately, both the brand marketing strategy and the product form 

marketing strategy that microbreweries use in the different PLC stages were also explored 

on the original variables using independent sample t-tests. However, the strategy-

performance relationship in H2 and H3 were tested using the created strategy clusters and 

there some variance might not have been reflected in these tests. 

Furthermore, as only the larger clusters that contain three or more cases were used for 

hypothesis testing, quite a large piece of the variance in the responses was removed by 

not taking the 1- or 2-case clusters into consideration. It has become apparent that a lot 

of different distinctive marketing strategies on both the brand aggregation level and the 

product form aggregation level exist, but in this research too little data was collected on 

these unique strategies to be able to perform statistical analyses on them.  

Another limitation of this study is the sample size, especially regarding the product form 

strategy and performance. A large part of the respondents dropped out either before or 

during the product form-part of the survey. From this we can conclude that the 

questionnaire was considered too long by a lot of participants, and the statistical power of 

the research is limited. Perhaps if more participants were included in the study, some of 

the hypotheses that could not be accepted at this moment would be accepted. Besides, 

the research was performed in times of the Covid-19 crisis. Although the participants were 

asked not to take the effects of this into consideration during the entire questionnaire by 

filling out all questions for the years 2019 and before, this might have been difficult for 

the participants to remember exactly. Additionally, the crisis might have affected the food 

micro-business sector so heavily that the findings for the years 2019 and before are not 

as relevant in today’s market.  

Lastly, we have found that using the ‘correct’ PLC brand or product form marketing 

strategy does not influence the objective brand performance and product form 

performance. This raises questions on the effectiveness of using the PLC theory to create 

successful marketing strategies. Since the PLC theory is already quite old, it might be the 
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case that its implications have become obsolete or are not applicable to the sector of food 

micro-businesses. However, it might also be due to the small sample size of the research 

and the limited statistical power, as in some cases it appears as though using a marketing 

strategy that matches with what the PLC literature describes for the considered PLC stage 

does improve the strategy-performance relationship, but it was not significant.  

8.3 RECOMMENDATIONS FOR FUTURE RESEARCH 

It might be valuable to perform a qualitative study in the future on the diversity of 

marketing strategies that are used in food micro-businesses and the exact differences 

between them to collect information on the complete range of strategies that exist. 

Specifically, to get a complete understanding of whether the 1- and 2-case clusters that 

were not used for hypothesis testing in this research are strategies that occur more 

frequently within the sector or if they are actually unique exceptions. When a 

comprehensive range of marketing strategies in food micro-businesses is obtained, a large 

quantitative study can further research the differences in performance between strategies 

and the most successful strategic marketing choices in each PLC stage on the different 

aggregation levels.  

A quantitative study with a larger sample size should clarify whether PLC marketing 

strategies are effective in terms of performance for micro-businesses in the food industry, 

as it is now unclear whether these micro-businesses are just poorly informed on the PLC 

theory and its implications for marketing strategy, or if the PLC should be considered 

obsolete or not applicable to this sector. However, the length of the questionnaire that is 

used for this research should be carefully considered.  

Furthermore, from this study it was concluded that brand strategy does not influence 

objective brand performance, but it does significantly influence subjective brand 

performance measures. Future research could explore how these subjective performance 

measures are related to objective, economic performance measures in food micro-

businesses and the relevance of both objective and subjective performance measures in 

the sector.  

As the study was done in times of the Covid-19 crisis, but only considered the times before 

the crisis, it might be relevant to also research the same relationships between marketing 

strategy, micro-business performance and the PLC stage considered during and after crisis 

times to understand which impacts it has on the sector and whether there are lasting 

changes relevant to food micro-business marketing.   
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APPENDIX 1: QUESTIONNAIRE IN DUTCH 

Hierbij wil ik u vragen om mee te werken aan dit onderzoeksproject. De antwoorden van 

deze vragenlijst worden gebruikt in de MSc thesis van Ymke van Wieren aan de 

Wageningen Universiteit over het gebruik van de productlevenscyclus onder Nederlandse 

microbrouwerijen.  

Resultaten van deze enquête kunnen gebruikt worden voor wetenschappelijke artikelen 

als we uw toestemming hebben om uw gegevens te verzamelen. Uw antwoorden worden 

anoniem opgeslagen, geanalyseerd en beschreven. D.w.z. bedrijfs- en productnamen, 

waardoor antwoorden naar een persoon of bedrijf te herleiden zijn, worden verwijderd uit 

de dataset. Meer informatie over privacy kunt u vinden op https://www.wur.nl/nl/Over-

Wageningen/Integriteit-en-privacy.htm. Deelname aan dit onderzoek is volledig vrijwillig. 

U kunt zonder opgave van een reden hieronder op ‘niet akkoord’ klikken, waardoor uw 

antwoorden niet opgeslagen worden. 

Door op 'Akkoord' te klikken gaat u ermee akkoord dat uw antwoorden worden gebruikt 

voor onderzoeksdoeleinden, zoals de MSc thesis van Ymke van Wieren, een samenvatting 

voor deelnemers en wetenschappelijke publicaties.  

Gaat u hiermee akkoord? (akkoord/niet akkoord). Bij ‘Niet akkoord’  einde vragenlijst 

Als u meer wilt weten over het onderzoek kunt u altijd bij mij terecht 

(ymke.vanwieren@wur.nl). Ik vertel er graag meer over. 

1. Wat is de naam van uw biermerk? Wanneer uw brouwerij meerdere biermerken 

produceert of verkoopt graag het merk dat u hier noemt in gedachten houden 

tijdens deze vragenlijst. 

2. Om te classificeren als microbrouwerij moet uw brouwerij aan twee eisen voldoen: 

(1) minder dan 10 personen in dienst, en (2) minder dan €2 miljoen omzet per 

jaar. Is uw brouwerij volgens deze eisen een microbrouwerij? (Ja/Nee) 

a. Bij ‘Nee’  einde vragenlijst 

 

 

https://www.wur.nl/nl/Over-Wageningen/Integriteit-en-privacy.htm
https://www.wur.nl/nl/Over-Wageningen/Integriteit-en-privacy.htm
mailto:ymke.vanwieren@wur.nl
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PERFORMANCE OF THE BRAND 

 

De volgende vragen gaan over uw biermerk '*merknaam*'. Neem bij het beantwoorden 

van de vragen alleen de situatie vóór de Covid-19 crisis (t/m 2019) in gedachten, 

invloeden van en sinds de Covid-19 crisis zijn niet van belang.   

 

3. Hoeveel bier van *merknaam* is er in 2019 verkocht in vergelijking met de jaren 

ervoor? (1=veel minder, 5=veel meer) 

4. Waren er bij *merknaam* in 2019 meer mensen in dienst dan in de jaren ervoor? 

(1=veel minder, 5=veel meer) 

5. Is er in 2019 meer winst gemaakt met *merknaam* dan in de jaren ervoor? 

(1=veel minder, 5=veel meer) 

6. Verdient u voldoende om van te leven met *merknaam*? (1=veel te weinig, 

5=veel meer dan voldoende) 

7. Hoe tevreden bent u met het werk voor *merknaam*? (1=zeer ontevreden, 

5=zeer tevreden) 

PLC STAGE CONSIDERED FOR THE BRAND 

De afbeelding hieronder beschrijft de levensloop van een merk op basis van de verkopen. 

De levensloop wordt opgedeeld in vier stadia:  

o 1) Introductie: het merk wordt op de markt gebracht en de verkoop groeit 

langzaam. Er wordt veel geld uitgegeven, terwijl er geen of weinig winst wordt 

gemaakt.  

o 2) Groei: de merkverkoop stijgt snel doordat de vraag ernaar stijgt. Meer 

concurrenten betreden de markt met vergelijkbare merken. Het merk wordt 

steeds winstgevender.  

o 3) Volwassenheid: de markt is verzadigd met concurrerende merken, 

waardoor de verkoop afvlakt op zijn maximum. Ook de winst vlakt af.  

o 4) Daling: de merkverkoop en winst nemen af omdat de smaak van 

consumenten verandert en/of er nieuwe, vervangende producten worden 

geïntroduceerd. 
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8. In welk stadium zou u *merknaam* plaatsen aan de hand van deze beschrijvingen 

en afbeelding? (1=introductie, 2=groei, 3=volwassenheid, 4=daling) 

BRAND STRATEGY 

Product strategie op merk-niveau 

9. Welke bierstijlen verkoopt u onder uw merknaam ‘*merknaam*’? (Let op: vóór 

Covid-19, t/m 2019) Voor elk individueel product kunt u maar één stijl aanvinken 

Alcoholvrij/malt bier; Amber; Blond; Bock/bok; Bruin; Dubbel; Fruitbier; IPA; 

Lager; Pils; Quadrupel; Saison; Stout; Tripel; Weizen; Witbier; Overig, namelijk … 

(Yellowstone Academy, 2018) 

10. Hoeveel van deze bierstijlen verkoopt u onder uw merknaam ‘*merknaam*’ (Let 

op: vóór Covid-19, t/m 2019)? (Aantal bieren van deze stijl: *aangevinkte stijlen*) 

11. Onder *merknaam* verkoop ik veelvoorkomende bierstijlen (1=helemaal mee 

oneens, 5=helemaal mee eens) 

12. De bierstijlen die onder *merknaam* worden verkocht zijn helemaal anders dan 

de bierstijlen van andere microbrouwerijen (1=helemaal mee oneens, 5=helemaal 

mee eens) 

13. Ik ben druk bezig met het verbeteren van de kwaliteit/het recept van de bieren die 

al worden verkocht onder *merknaam* (1=helemaal mee oneens, 5=helemaal 

mee eens) 

14. Ik ben druk bezig met het ontwikkelen van nieuwe bierstijlen om te verkopen onder 

*merknaam* (1=helemaal mee oneens, 5=helemaal mee eens) 
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15. Ik ben druk bezig met veranderingen in het uiterlijk (bijv. verpakking) van de 

bieren die onder *merknaam* worden verkocht (1=helemaal mee oneens, 

5=helemaal mee eens)  

16. Ik ben druk bezig met het verlagen van de productiekosten van de bieren die onder 

*merknaam* worden verkocht (1=helemaal mee oneens, 5=helemaal mee eens) 

17. De kwaliteit van *merknaam* vermindert (om de productiekosten te verlagen) 

(1=helemaal mee oneens, 5=helemaal mee eens) 

Prijsstrategie op merk-niveau 

18. De prijzen voor *merknaam* zijn veel hoger dan de prijzen van andere 

microbrouwerijen (1=helemaal mee oneens, 5=helemaal mee eens) 

19. De prijzen voor *merknaam* zijn veel lager dan de prijzen van andere 

microbrouwerijen (1=helemaal mee oneens, 5=helemaal mee eens) 

20. Ik ben van plan om de prijzen voor *merknaam* geleidelijk te verlagen om meer 

klanten te trekken (1=helemaal mee oneens, 5=helemaal mee eens) 

21. Ik ben van plan om de prijzen voor *merknaam* geleidelijk te verlagen omdat de 

productiekosten dalen (1=helemaal mee oneens, 5=helemaal mee eens) 

22. Ik ben van plan om de prijzen voor *merknaam* geleidelijk te verlagen om te 

concurreren met goedkope alternatieven (1=helemaal mee oneens, 5=helemaal 

mee eens) 

23. Ik ben van plan om de prijzen voor *merknaam* geleidelijk te verhogen omdat 

mijn vaste klanten bereid zijn om meer te betalen (1=helemaal mee oneens, 

5=helemaal mee eens) 

Promotie strategie op merk-niveau 

24. Mijn voornaamste vorm van merk-reclame is mond-tot-mond reclame door 

bestaande klanten (1=helemaal mee oneens, 5=helemaal mee eens) 

25. Ik maak veel merk-reclame via social media (1=helemaal mee oneens, 

5=helemaal mee eens) 

26. Ik maak veel merk-reclame via internetpagina’s (1=helemaal mee oneens, 

5=helemaal mee eens) 

27. Ik maak veel merk-reclame via traditionele media zoals kranten, tijdschriften, tv 

of radio (1=helemaal mee oneens, 5=helemaal mee eens) 

28. Ik maak veel merk-reclame door middel van bedrijfsbezoeken en persoonlijke 

verkoopgesprekken (1=helemaal mee oneens, 5=helemaal mee eens) 
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29. Ik maak veel merk-reclame door gratis publiciteit zoals interviews, reportages en 

artikelen (1=helemaal mee oneens, 5=helemaal mee eens) 

30. Ik maak veel merk-reclame via sponsoring (1=helemaal mee oneens, 

5=helemaal mee eens) 

Distributie strategie op merk-niveau  

31. Ik focus mijn marketingactiviteiten vooral op de uiteindelijk consument die 

*merknaam* drinkt (1=helemaal mee oneens, 5=helemaal mee eens) 

32. Ik focus mijn marketingactiviteiten vooral op de tussenhandel die *merknaam* kan 

aanbieden zoals winkels, restaurants en kroegen (1=helemaal mee oneens, 

5=helemaal mee eens) 

33. Het uiteindelijke doel is dat *merknaam* op zoveel mogelijk plekken wordt 

verkocht (1=helemaal mee oneens, 5=helemaal mee eens) 

34. Het uiteindelijke doel is dat *merknaam* vooral wordt verkocht op plekken waar 

iemand aanwezig is die uitleg kan geven over mijn bieren (1=helemaal mee 

oneens, 5=helemaal mee eens) 

PERFORMANCE OF THE PRODUCT FORM 

De volgende vragen gaan over één specifiek product dat u verkoopt onder *merknaam*. 

Neem bij het beantwoorden van de vragen alleen de situatie vóór de Covid-19 crisis (t/m 

2019) in gedachten, invloeden van en sinds de Covid-19 crisis zijn niet van belang.  

35. Vul hier de naam in van (één van) uw *random selectie uit antwoord vraag 9*-

bier(en): [Naam] 

36. Hoeveel [Naam] is er in 2019 verkocht in vergelijking met de jaren ervoor? 

(1=veel minder, 5=veel meer) 

37. Is er in 2019 meer winst gemaakt met [Naam] in vergelijking met de jaren 

ervoor? (1=veel minder, 5=veel meer) 

38. Hoe tevreden bent/was u met de verkoop van [Naam] in 2019? (1=zeer 

ontevreden, 5=zeer tevreden) 
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PLC STAGE CONSIDERED FOR THE PRODUCT FORM 

Hieronder volgt een herhaling van de eerder beschreven productlevenscyclus-theorie. 

Ditmaal is de theorie toegepast op één product-vorm.  

De afbeelding hieronder beschrijft de levensloop van een product op basis van de 

verkopen. De levensloop wordt opgedeeld in vier stadia:  

o 1) Introductie: het product wordt op de markt gebracht en de verkoop groeit 

langzaam. Er wordt veel geld uitgegeven, terwijl er geen of weinig winst wordt 

gemaakt.  

o 2) Groei: de productverkoop stijgt snel doordat de vraag ernaar stijgt. Meer 

concurrenten betreden de markt met vergelijkbare producten. Het product 

wordt steeds winstgevender.  

o 3) Volwassenheid: de markt is verzadigd met concurrerende producten, 

waardoor de verkoop afvlakt op zijn maximum. Ook de winst vlakt af, of begint 

zelfs af te nemen.  

o 4) Daling: de productverkoop en winst nemen af omdat de smaak van 

consumenten verandert en/of er nieuwe, vervangende producten worden 

geïntroduceerd. 

 

39. In welk stadium zou u de bierstijl *random geselecteerde aangevinkte bierstijl uit 

vraag 9* plaatsen aan de hand van deze beschrijvingen en afbeelding? 

(1=introductie, 2=groei, 3=volwassenheid, 4=daling) 
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PRODUCT FORM STRATEGY 

Product strategie op product vorm-niveau 

40. Het recept voor [Naam] is precies hetzelfde als het recept van een *random 

geselecteerde aangevinkte bierstijl uit vraag 9* bier van andere microbrouwerijen 

(1=helemaal mee oneens, 5=helemaal mee eens) 

41. Het recept voor [Naam] is helemaal anders dan het recept van een *random 

geselecteerde aangevinkte bierstijl uit vraag 9* bier van andere microbrouwerijen 

(1=helemaal mee oneens, 5=helemaal mee eens) 

42. Ik ben druk bezig met het verbeteren van de kwaliteit van [Naam] ten opzichte 

van concurrerende *random geselecteerde aangevinkte bierstijl uit vraag 9* bieren 

van andere microbrouwerijen (1=helemaal mee oneens, 5=helemaal mee eens) 

43. De productiekosten per [Naam] lopen op (door verbeteringen in kwaliteit) 

(1=helemaal mee oneens, 5=helemaal mee eens) 

44. Ik ben druk bezig met veranderingen in het uiterlijk (bijv. verpakking) van [Naam] 

(1=helemaal mee oneens, 5=helemaal mee eens)  

45. Ik ben druk bezig met de productiekosten te verlagen door veranderingen in het 

recept van [Naam] (1=helemaal mee oneens, 5=helemaal mee eens) 

46. De kwaliteit van [Naam] vermindert (om de productiekosten te verlagen) 

(1=helemaal mee oneens, 5=helemaal mee eens) 

47. De productie van [Naam] wordt langzaam verminderd (1=helemaal mee oneens, 

5=helemaal mee eens) 

Prijsstrategie op product vorm-niveau 

48. De prijs voor [Naam] is veel hoger dan de (gemiddelde) prijs van een *random 

geselecteerde aangevinkte bierstijl uit vraag 9* bier van andere microbrouwerijen, 

omdat het een uniek bier is (1=helemaal mee oneens, 5=helemaal mee eens) 

49. De prijs voor [Naam] is veel lager dan de (gemiddelde) prijs van een *random 

geselecteerde aangevinkte bierstijl uit vraag 9* bier van andere microbrouwerijen, 

omdat het een veelvoorkomend bier is (1=helemaal mee oneens, 5=helemaal mee 

eens) 

50. Ik ben van plan om de prijs voor [Naam] geleidelijk te verlagen om meer klanten 

te trekken (1=helemaal mee oneens, 5=helemaal mee eens) 

51. Ik ben van plan om de prijs voor [Naam] geleidelijk te verlagen omdat de 

productiekosten dalen (1=helemaal mee oneens, 5=helemaal mee eens) 
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52. Ik ben van plan om de prijs voor [Naam] geleidelijk te verlagen om te concurreren 

met goedkope alternatieven (1=helemaal mee oneens, 5=helemaal mee eens) 

53. Ik ben van plan om de prijs voor [Naam] geleidelijk te verhogen omdat vaste 

klanten bereid zijn om meer te betalen (1=helemaal mee oneens, 5=helemaal mee 

eens) 

54. Ik ben van plan om veel korting te geven op [Naam] omdat er steeds minder van 

dit bier verkocht wordt (1=helemaal mee oneens, 5=helemaal mee eens) 

Promotie strategie op product vorm-niveau 

55. Reclame voor [Naam] heeft als belangrijkste doel om consumenten te informeren 

over het bestaan van dit product (1=helemaal mee oneens, 5=helemaal mee eens) 

56. Reclame voor [Naam] heeft als belangrijkste doel om consumenten te overtuigen 

dat dit bier beter is dan een *random geselecteerde aangevinkte bierstijl uit vraag 

9* bier van andere microbrouwerijen (1=helemaal mee oneens, 5=helemaal mee 

eens) 

57. Reclame voor [Naam] heeft als belangrijkste doel dat bestaande klanten dit bier 

nog vaker kopen en drinken (1=helemaal mee oneens, 5=helemaal mee eens) 

58. Reclame voor [Naam] benadrukt de hoge kwaliteit van het product (1=helemaal 

mee oneens, 5=helemaal mee eens) 

59. Promotie van [Naam] gebeurt met name via mond-tot-mond reclame door 

bestaande klanten (1=helemaal mee oneens, 5=helemaal mee eens) 

60. Ik besteed veel geld aan reclame voor [Naam] (1=helemaal mee oneens, 

5=helemaal mee eens) 

61. Ik besteed nauwelijks geld aan reclame voor [Naam] (1=helemaal mee oneens, 

5=helemaal mee eens) 

Distributie strategie op product vorm-niveau 

62. [Naam] wordt voornamelijk rechtstreeks (zonder tussenhandel) aan consumenten 

verkocht (1=helemaal mee oneens, 5=helemaal mee eens) 

63. [Naam] wordt voornamelijk verkocht op verkooppunten waar iemand aanwezig is 

die advies kan geven over mijn bier (1=helemaal mee oneens, 5=helemaal mee 

eens) 

64. [Naam] wordt voornamelijk door één verkooppartner/winkel(keten) verkocht 

(1=helemaal mee oneens, 5=helemaal mee eens) 

65. [Naam] wordt op meerdere zorgvuldig uitgekozen verkooppunten verkocht 

(1=helemaal mee oneens, 5=helemaal mee eens) 
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66. [Naam] wordt op zoveel mogelijk locaties verkocht (1=helemaal mee oneens, 

5=helemaal mee eens) 

EINDE VRAGENLIJST 

U heeft het einde van de vragenlijst bereikt. Bedankt voor het meewerken! 

Als u op de hoogte gehouden wilt worden van de resultaten van mijn onderzoek kunt u 

hieronder uw email adres invullen. Uw e-mail adres wordt apart van uw overige 

antwoorden opgeslagen, zodat uw antwoorden anoniem blijven.   
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APPENDIX 2: QUESTIONNAIRE TRANSLATED TO ENGLISH 

I would like to ask you to participate in this research project. The answers to this 

questionnaire are used in the MSc thesis of Ymke van Wieren at Wageningen University 

on the use of the product life cycle among Dutch microbreweries. 

Results of this survey can be used for scientific articles if we have your consent to collect 

your data. Your answers are stored, analysed and processed anonymously. I.e., company 

and product names, through which answers can be traced back to a person or company, 

are removed from the dataset. More information about privacy can be found at 

https://www.wur.nl/nl/Over-Wageningen/Integriteit-en-privacy.htm. Participation in this 

study is completely voluntary. You can click "disagree" below without giving a reason, so 

that your answers will not be saved. 

By clicking 'Agree' you agree that your answers will be used for research purposes, such 

as Ymke van Wieren's MSc thesis, a summary for participants and scientific publications. 

Do you agree with this? (agree / disagree).  End of questionnaire at "Disagree" 

If you would like to know more about the research, you can always contact me 

(ymke.vanwieren@wur.nl). I would like to tell you more about it. 

1. What is the name of your beer brand? If your brewery produces or sells multiple 

beer brands, please keep in mind the brand you mention here during this 

questionnaire. 

2. To be classified as a microbrewery, your brewery must meet two requirements: (1) 

employing fewer than 10 people, and (2) less than € 2 million in sales per year. Is 

your brewery a microbrewery according to these requirements? (Yes/No) 

a. End of questionnaire at ‘No’ 

PERFORMANCE OF THE BRAND 

The following questions are about your beer brand '* brand name *'. When answering the 

questions, only consider the situation before the Covid-19 crisis (up to and including 

2019), influences from and since the Covid-19 crisis are not important. 

3. How much * brand name * beer was sold in 2019 compared to previous years? (1 

= much less, 5 = much more) 

https://www.wur.nl/nl/Over-Wageningen/Integriteit-en-privacy.htm
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4. Did * brand name * employ more people in 2019 than in the years before? (1 = 

much less, 5 = much more) 

5. Was more profit made with * brand name * in 2019 than in the years before? (1 = 

much less, 5 = much more) 

6. Do you earn a satisfactory income with * brand name *? (1 = far too little, 5 = 

much more than sufficient) 

7. How satisfied are you with the work for * brand name *? (1 = very dissatisfied, 5 

= very satisfied) 

PLC STAGE CONSIDERED FOR THE BRAND 

The image below describes the life cycle of a brand based on sales. The life cycle is divided 

into four stages: 

1) Introduction: the brand is brought to the market, and sales are growing slowly. 

A lot of money is spent, while little or no profit is made. 

2) Growth: brand sales are increasing rapidly as demand for them increases. More 

competitors enter the market with comparable brands. The brand is becoming more 

and more profitable. 

3) Maturity: the market is saturated with competing brands, causing sales to level 

off at its maximum. Profits also level off. 

4) Decline: brand sales and profits are declining as consumer tastes change and / or 

new replacement products are introduced. 

 

8. At what stage would you place * brand name * based on these descriptions and 

image? (1 = introduction, 2 = growth, 3 = maturity, 4 = decline) 
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BRAND STRATEGY 

Product strategy at the brand-level 

9. What beer styles do you sell under your brand name "* brand name *"? (Note: 

before Covid-19, up to and including 2019) You can only tick one style for each 

individual product 

Non-alcoholic/malt; Amber; Blond; Bock/bok; Brown; Double; Fruit beer; IPA; 

Lager; Pilsner; Quadrupel; Saison; Stout; Triple; Weizen; White beer; Other, 

namely… (Yellowstone Academy, 2018) 

10. How many of these beer styles do you sell under your brand name "* brand name 

*" (Note: before Covid-19, through 2019)? (Number of beers of this style: * ticked 

styles *) 

11. Under * brand name * I sell common beer styles (1 = completely disagree, 5 = 

completely agree) 

12. The beer styles sold under * brand name * are completely different from the beer 

styles of other microbreweries (1 = completely disagree, 5 = completely agree) 

13. I am busy improving the quality / recipe of the beers that are already sold under * 

brand name * (1 = totally disagree, 5 = totally agree) 

14. I am busy developing new beer styles to sell under * brand name * (1 = completely 

disagree, 5 = completely agree) 

15. I am busy with changes in the appearance (e.g. packaging) of the beers that are 

sold under * brand name * (1 = completely disagree, 5 = completely agree) 

16. I am busy reducing the production costs of the beers that are sold under * brand 

name * (1 = completely disagree, 5 = completely agree) 

17. The quality of * brand name * decreases (to reduce production costs) (1 = 

completely disagree, 5 = completely agree) 

Pricing strategy at the brand level 

18. The prices for * brand name * are much higher than the prices of other 

microbreweries (1 = completely disagree, 5 = completely agree) 

19. The prices for * brand name * are much lower than the prices of other 

microbreweries (1 = completely disagree, 5 = completely agree) 

20. I plan to gradually lower prices for * brand name * to attract more customers (1 

= totally disagree, 5 = totally agree) 

21. I plan to gradually lower prices for * brand name * as production costs fall (1 = 

totally disagree, 5 = totally agree) 



PLC Marketing Strategy and Performance in Food Micro-businesses 

 98 

22. I plan to gradually lower prices for * brand name * to compete with cheap 

alternatives (1 = totally disagree, 5 = totally agree) 

23. I plan to gradually increase prices for * brand name * because my loyal customers 

are willing to pay more (1 = totally disagree, 5 = totally agree) 

Promotion strategy at the brand-level 

24. My main form of brand advertising is word of mouth by existing customers (1 = 

totally disagree, 5 = totally agree) 

25. I do a lot of brand advertising via social media (1 = completely disagree, 5 = 

completely agree) 

26. I do a lot of brand advertising through internet pages (1 = totally disagree, 5 = 

totally agree) 

27. I do a lot of brand advertising through traditional media such as newspapers, 

magazines, TV or radio (1 = totally disagree, 5 = totally agree) 

28. I do a lot of brand advertising through company visits and personal sales 

conversations (1 = completely disagree, 5 = completely agree) 

29. I do a lot of brand advertising through free publicity such as interviews, reports 

and articles (1 = completely disagree, 5 = completely agree) 

30. I do a lot of brand advertising through sponsorship (1 = totally disagree, 5 = totally 

agree) 

Distribution strategy at the brand-level 

31. I mainly focus my marketing activities on the ultimate consumer who drinks * 

brand name * (1 = completely disagree, 5 = completely agree) 

32. I mainly focus my marketing activities on the middlemen that can offer * brand 

name * such as shops, restaurants and pubs (1 = completely disagree, 5 = 

completely agree) 

33. The ultimate goal is that * brand name * is sold in as many places as possible (1 

= completely disagree, 5 = completely agree) 

34. The ultimate goal is that * brand name * is sold in places where someone is present 

who can explain my beers (1 = completely disagree, 5 = completely agree) 
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PERFORMANCE OF THE PRODUCT FORM 

The following questions are about one specific product that you sell under * brand name 

*. When answering the questions, only consider the situation before the Covid-19 crisis 

(up to and including 2019), influences from and since the Covid-19 crisis are not 

important. 

35. Enter the name of (one of) your * random selection from answer to question 9 * 

beer (s): [Name] 

36. How much [Name] was sold in 2019 compared to the years before? (1 = much 

less, 5 = much more) 

37. Was more profit made with [Name] in 2019 compared to the years before? (1 = 

much less, 5 = much more) 

38. How satisfied are / were you with the sale of [Name] in 2019? (1 = very dissatisfied, 

5 = very satisfied) 

PLC STAGE CONSIDERED FOR THE PRODUCT FORM 

The following is a repetition of the product life cycle theory described earlier. This time the 

theory has been applied to one product form. 

The image below describes the life cycle of a product based on sales. The life cycle is 

divided into four stages: 

1) Introduction: the product is brought to market and sales are growing slowly. A 

lot of money is spent, while little or no profit is made. 

2) Growth: product sales are increasing rapidly as demand for them increases. More 

competitors are entering the market with comparable products. The product is 

becoming more and more profitable. 

3) Maturity: the market is saturated with competing products, causing sales to level 

off at its maximum. Profits also level off, or even start to decline. 

4) Decline: product sales and profits are declining because consumer tastes change 

and / or new replacement products are introduced. 
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39. At what stage would you place the beer style * randomly selected ticked beer style 

from question 9 * on the basis of these descriptions and image? (1 = introduction, 

2 = growth, 3 = maturity, 4 = decline) 

PRODUCT FORM STRATEGY 

Product strategy at product form level 

40. The recipe for [Name] is exactly the same as the recipe of a * randomly selected 

ticked beer style from question 9 * beer from other microbreweries (1 = completely 

disagree, 5 = completely agree) 

41. The recipe for [Name] is completely different from the recipe of a * randomly 

selected ticked beer style from question 9 * beer from other microbreweries (1 = 

completely disagree, 5 = completely agree) 

42. I am busy improving the quality of [Name] compared to competing * randomly 

selected ticked beer style from question 9 * beers from other microbreweries (1 = 

completely disagree, 5 = completely agree) 

43. The production costs per [Name] increases (because the quality is improved) (1 = 

completely disagree, 5 = completely agree) 

44. I am busy with changes in the appearance (e.g. packaging) of [Name] (1 = 

completely disagree, 5 = completely agree) 

45. I am busy reducing production costs through changes to the recipe of [Name] (1 

= completely disagree, 5 = completely agree) 

46. The quality of [Name] decreases (to reduce production costs) (1 = completely 

disagree, 5 = completely agree) 
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47. The production of [Name] is slowly reduced (1 = completely disagree, 5 = 

completely agree) 

Pricing strategy at product form level 

48. The price for [Name] is much higher than the (average) price of a * randomly 

selected ticked beer style from question 9 * beer from other microbreweries, 

because it is a unique beer (1 = completely disagree, 5 = completely agree) 

49. The price for [Name] is much lower than the (average) price of a * randomly 

selected ticked beer style from question 9 * beer from other microbreweries, 

because it is a common beer (1 = completely disagree, 5 = completely agree) 

50. I plan to gradually lower the price for [Name] to attract more customers (1 = 

completely disagree, 5 = completely agree) 

51. I plan to gradually lower the price for [Name] because production costs are falling 

(1 = completely disagree, 5 = completely agree) 

52. I plan to gradually lower the price for [Name] to compete with cheap alternatives 

(1 = completely disagree, 5 = completely agree) 

53. I plan to gradually increase the price for [Name] because loyal customers are willing 

to pay more (1 = completely disagree, 5 = completely agree) 

54. I plan to give a lot of discount on [Name] because less and less of this beer is being 

sold (1 = completely disagree, 5 = completely agree) 

Promotion strategy at product form level 

55. The main purpose of advertising [Name] is to inform consumers about the 

existence of this product (1 = completely disagree, 5 = completely agree) 

56. The main purpose of advertising [Name] is to convince consumers that this beer is 

better than a * randomly selected ticked beer style from question 9 * beer from 

other microbreweries (1 = completely disagree, 5 = completely agree) 

57. The main purpose of advertising [Name] is to encourage existing customers to buy 

and drink this beer more often (1 = completely disagree, 5 = completely agree) 

58. Advertising for [Name] emphasizes the high quality of the product (1 = completely 

disagree, 5 = completely agree) 

59. Promotion of [Name] is done mainly through word-of-mouth advertising by existing 

customers (1 = completely disagree, 5 = completely agree) 

60. I spend a lot of money advertising [Name] (1 = totally disagree, 5 = totally agree) 

61. I hardly spend any money advertising [Name] (1 = totally disagree, 5 = totally 

agree) 
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Distribution strategy at product form level 

62. [Name] is mainly sold directly (without intermediate trade) to consumers (1 = 

completely disagree, 5 = completely agree) 

63. [Name] is mainly sold at points of sale where someone is present who can give 

advice about my beer (1 = completely disagree, 5 = completely agree) 

64. [Name] is mainly sold by one sales partner / store(chain) (1 = completely disagree, 

5 = completely agree) 

65. [Name] is sold at several carefully selected points of sale (1 = completely disagree, 

5 = completely agree) 

66. [Name] is sold in as many locations as possible (1 = completely disagree, 5 = 

completely agree) 

END OF QUESTIONNAIRE 

You have reached the end of the questionnaire. Thank you for your cooperation! 

If you would like to be kept informed of the results of my research, please enter your 

email address below. Your e-mail address is stored separately from your other answers, 

so that your answers remain anonymous.



 

APPENDIX 3. ANALYSIS  

 

Figure 13: Rotated component matrix for the brand strategy factors (green = higher than 0.5, red = lower than -0.5) 
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Figure 14: Rotated component matrix for the product form strategy factors 
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