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Exploring the Life Cycle of the Internet Products from Perspective of the Traditional
Product Life Cycle Theory

TIAN Jiao, LIU Ji-kun
(Tsinghua University, Beijing 100084, China)

ABSTRACT: It aims to explore if the Internet products have the tendency of the same or similar life cycle curve of the tradi-
tional products, as well as the characteristics of the existing Internet product life cycle. Mining the data of several popular Inter-
net products from the perspectives of number of active users and versions of the iteration, then drawing their life cycle curves
and comparing them with the traditional ones. The Internet products also have similar trend of the life cycle curves to the tradi-
tional products from the perspective of number of active users, but the life cycle curve of the internet products are more influ-
enced by the development teams from the perspective of version of iteration. For the minor versions, the small release is gener-
ally by 2~7 weeks; but for the major versions, the large release can be significantly various by 16~120 weeks.
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Fig.1 The typical shape of the traditional product life cycle curve
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Fig.2 The numbers of monthly active users and registered users of QQ
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of WeChat
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Fig.4 The number of monthly active users and daily active users of Sina micro-blog
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Fig.5 The version graph of WeChat
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Fig.6 The version graph of Sogou input method
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