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[bookmark: _heading=h.frcex16ekr9q]Introduction 
In the marketing management segment, the existence of pioneer companies and follower organizations has leveraged competition. The augmentation of disruptive technology and innovation has influenced a competitive scenario where both organizational genres initiate various strategies for sustainability. Apple, being a pioneer company in the new age of smartphones, is facing tough competition from Samsung and Xioami in developing countries (Huang et al., 2022). Netflix has overthrown Blockbuster's rental DVD culture (Tuohy, 2024). Therefore, if pioneer companies who have been there since the inception of the product or service development could not cope with market demand and customer desires then follower companies who have diagnosed the marketing loophole of the pioneer companies and apply strategies to mitigate the gaps will sustain.
[bookmark: _heading=h.66m0o26otiqe]The advantages of being a pioneer company 
Business management faces a huge lot of decisions regularly and these routine decisions can be important for the business's survival. The optimization of the significant strategic strategy is one of the most important decisions that a company needs to formulate and also ensure regarding its implementation (Gómez et al., 2022). Executive management has different methods to choose from but in terms of innovation, one can choose to be a pioneer rather than a follower.
A Pioneer company enters a market and introduces a new product or service that offers different advantages.
· In market leadership and brand recognition, pioneers often become symmetrical with the products and services that gain stringent brand recognition and market leadership. Therefore, being first in the market helps the company build its brand and reputation before the entrance of competitors (Carreno, 2024). For example, Amazon was one of the primary online Bookstores that leveraged into early adaptors towards dominating e-commerce.
· The first in the market can capture an essential market share before competitors respond to the scenario. This can involve increasing sales, customer loyalty and market dominance (The Strategy Institute, 2024). For example, Coca-Cola became the dominant soft drink brand when it entered the market early and established a strict global distribution.
· With the introduction of a novel product or service, these pioneer companies have the opportunity to build strong customer loyalty. The companies which are early adopters are often increasingly loyal to the brand that has introduced innovation especially when a product or service has met significant requirements (Pioneer, 2024). The introduction of a platform where third-party businesses can rely on and also procure a high-end communication system for attracting developers, service providers, and businesses is Facebook (Yuliati and Huda, 2022). It has rapidly grown into prominence because of early adoption which attracted both businesses and users. It has made it harder for other social networks like Orkut to compete. 
· Pioneer companies have the opportunity to secure their patents, trademarks and other intellectual property protections that have made it difficult for rivals to replicate their offerings. This creates a legal boundary that enhances market share. For example, according to Shi et al., (2022), Tesla has revolutionized the automobile industry with the introduction of electric vehicles by making innovations regarding battery technology and infrastructure which means that automakers all over the world have been following.
· In certain scenarios being the pioneer company within the market has allowed organizations to fix to have profit margins before the competitors enter and they start establishing prices for products and services (Growth List, 2025). Investors need to often witness Pioneer organisations be more innovative and forward thinking which has made it easier for those organisations that can attract capital to sponsor growth and expansion (Growth List, 2025). In this scenario, the introduction of the iPhone as a smartphone product of Apple in the market set early high price points which were accepted by consumers because of its innovation (Huan et al., 2025).
· Further, the building of the reputation of a company in the first place as a pioneer helps to get into control of the new technology, supply and distribution channels leading to a decrease of overall expenses (Chen, 2024). This is laid to the creation of a possibility for building loyalty, strengthening relationships with their customer and in most scenarios having the largest market share. For example, Nike has pioneered athletic marketing with their athletic endorsements of Michael Jordan and their innovative show technology (Chen, 2024). The Just Do It campaign and quality products have established an in-depth loyal customer base.
· The barrier can be established in terms of controlling resources, technology and human capital. The resource based view analysis will provide the advantage to exploit and control valuable, scarce and hard to immediate resources (Palm, 2020). In addition to the advantages of being a pioneer within the industry can help to refine strategy and opt for significant elements that require technology and immense source of growth.
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Figure 1: Pioneering vs Following 
(Source: Gómez et al., 2022)
[bookmark: _heading=h.3jyf6cpkid38]The advantages of being a follower company 
A follower company can be explained as an organisation entering into a market after establishment of the pioneers. There are many successful businesses that have thrived well by learning from the mistakes of the early adaptors and improving upon within their models. 
· Follower companies avoid the trial and error that pioneers initially go through and they can analyse what they have worked on and what have failed before making any kind of investment (Sekar, 2024). For example, Google has entered the search engine market after Yahoo and AltaVista have also improved their challenges with superior algorithms (Sekar, 2024). With proper refining of the search technology institute of binary need, Google has dominated the market with lower risk.
· Follower companies will always be in an advantageous position because they have an opportunity to learn from the Pioneer's mistakes (Inderjeet and Scheepers, 2022). Their ability to refine and enable scalability of the products based on the feedback from users from the pioneer's version can help to examine market demand which is already validated and can reduce uncertainty. 
· Followers have the credibility to launch products with fresh effectiveness highly in cooperating and cheaper technology than pioneers (Inderjeet and Scheepers, 2022). For example, Samsung entered the smartphone market after Apple but they have gained significant market share by offering a similar kind of broader range of device model specifications at varied price points that have attracted people with cost-effective budgets (Huang et al., 2022).
· The ability of the following companies to move fast based on the market trends by target gapping by pioneering the offering of underserved customer segments (Inderjeet and Scheepers, 2022). For example, a primary reason for the downfall of Blockbuster's retail rental service for entertainment purposes was because of the introduction of the DVD rental service by Netflix (Tuohy, 2024). It quickly devoted itself to streaming when technology became viable which has overthrown the pioneer. 
[bookmark: _heading=h.yv1205rff5uc]PLC Strategies in the Growth and Maturity Stages:
The understanding and the management of product life cycle are important for long-term success and organisations that are pioneers or followers are adaptive towards effective strategies (Sala et al., 2021). Their products remain competitive throughout their life cycle. The product life cycle in marketing refers to the phases that a product goes through from its inception to its decline. These phases involved introduction, growth, maturity and decline and each stage involved certain specific strategies for maximizing the potentiality and profitability of the product. 
Introduction 
This is the launch stage of the product where marketing effects focus on formality awareness and stimulating demand (Sala et al., 2021). The primary challengers to convince the early adopters who happen to be pioneers to try the product for instance Tesla first to introduce electric cars and those products were in this stage. 
Growth 
During this stage of the product life cycle the product of the services games acceptance and sales rate increases vehemently. Marketing strategies focus and differentiate the product from the competitors and initiate market expansion. The challenges include management of increasing customer base and also initiating a competition. For example, the introduction of smartphones in the mid-2000s is a prominent example of a product in the growth stage.
Strategies for Pioneer Companies -fortress strategy in pioneer and attack strategy for follower
Primarily product life cycle strategy for pioneer companies in the growth stage need to focus on market share expansion, increasing brand loyalty operation and optimisation and defending against new competitors. 
· In the case of market expansion and demand growth, there should be proper identification and marketing to the additional customer groups (Shao et al., 2021). The introduction of investment in new feature models and improved services can strengthen brand identity with consistent messaging and storytelling.
· In this scenario, the introduction of electric vehicles by Tesla has leveraged market penetration through government incentives, early adapted and premium positioning. They have improved battery technology and introduced new models like Model 3 and Model Y along with opening companies in showrooms to improve online direct sales (Shao et al., 2021). Their projection as a sustainability leader has leveraged cutting-edge technology. This mechanism has invested highly in Supercharger Infrastructure and Autopilot features that initiated competitive positioning. The capability of Tesla to shape and solidify the brand identity with electric car mechanisms has gained traction and values which strongly influence customer loyalty, industry recognition and whole reputation. 
· The acceleration of revenue generation has allowed Tesla to reinvest in further expansion. To maintain profitability Tesla has increased its efficiency and minimized the expenses by expanding their manufacturing capacity (Han, 2021). The company has almost completed manufacturing of Gigafactory 3 in Shanghai which will produce cars which are 50% cost effective per unit capacity than the current production lines (Tesla, 2025). Their emphasis on creating a complete sustainable energy-based transportation ecosystem from solar generation and storage of energy to all the electric vehicles had procured zero tailpipe emissions (Tesla, 2025). This has generated around 72 billion in profit in 2023 85 billion dollars in 2024 and an approximate profit of 132 million in 2025 (Tesla, 2025).

Fortress Strategy 
The application of Fortress Strategy for Tesla involves building from a defensive position so that they can protect their market share and go ahead of their competitors (Liu et al., 2023). The initiation of vertical integration, aggressive expansion and focusing on Innovation and sustainability can secure the market position of Tesla driving down the expenses and accelerating the transition of the world into sustainable energy (Liu et al., 2023). This approach is taken by Tesla towards the construction of Giga Factory in Austin Texas. The company has been optimising integrated amalgamation of technology and sustainability for the production of Cybertrucks and Model Y. Therefore, this vertical integration designing of Tesla consisting of a highly developed batteries software system has controlled the whole production process.  
Strategies for Follower Companies
The growth stage of the product life cycle is important for a following organisation because it determines the capability for establishing a strong market presence, maintaining long-term agility and competing effectively. The company needs to leverage the growth stage to refine its value proposition, develop product offerings and focus on improving market gaps.
· In this phase companies need to identify those underserved market segments to get product offering to the needs and develop certain services for setting a brand (Pels and Sheth, 2021). They need to form alliances with complementary businesses for expanding reach and engage into joint ventures with already existing strong pairs for sharing resources and distribution. 
· Rane et al., (2023) has suggested that the iteration of the current products by improving consumer experience and quality to leverage customer feedback for continuous improvement and providing value at the services can be focused. 
· For example, in the case of vertical expansion Xiaomi has expanded aggressively in emerging markets like Asia, and Africa where Apple and Samsung are focused on gaining significant market share (Maistre, 2025). Schmidberger (2022) has aimed that in the constant competition of aggressive marketing among TikTok, Instagram and YouTube Tik TikTok have marketed its brand with the help of influencer campaigns and different referral incentives that have initiated traction against these established rivals.
· The Attack strategy of Spotify needs to be based on premium model customized recommendation and user-based approach towards discovery of new music along with strategic digital marketing with the idea of expanding into podcast (Shastri, 2022). This freemium model suggests a free range of advertisements with unlimited features to encourage users so that they can upgrade into premium subscription for advertisement listening downloads when the user is offline and also other advantages (Shastri, 2022). Customers can listen to a song on repeat mode, but now this version can only be availed in the premium version. 

Maturity
In the maturity phase of the model the sales growth slows down and the project product of the services reaches a market saturation. This means that marketing of these products will leverage strategic focus on maintaining a significant market share and extending the products life cycle (Iveson et al., 2022). The challenge is to innovate and provide features so that they can stay relevant. 
Strategies for Pioneer Companies
The pioneer campers need to maintain their marketing authority in a cut throat competition with the follower companies (Luthfiandana et al., 2023). Like Apple needs to focus on market modification, optimising multifaceted segmentation strategy that will encompass demographic, geographical and behaviour factors. 
Strategies for Follower Companies
· Spotify, a music entertainment platform, has the core library of songs in place and it is definitely in its maturity state. In the current scenario, the company has been collaborating with different music production companies and is building new products to bring into new territory (Skog et al., 2021). Apart from streaming podcasts they also produce their own music, launching audiobooks, partnering with cinema projects, ruling out millions of titles on the platform. 
· Therefore, according to the company example in the maturity phase experimentation of the product and self-disruption are important (Skog et al., 2021). Certain measures need to be taken care of for managing product differentiation. The business engine or any kind of proprietary technology is protected.
· The enhancement of research and development of the follower companies need to be necessary to innovate their product so that they can build interest for new product areas as their building team cohesion (van der Voet and Steijn, 2020).
· The amalgamation of different pricing strategies like competitive pricing to attract a huge customer base, promotional pricing and value-based pricing for creating a diverse product and service range (Faiz Zainal Abidin, et al., 2023). This value-added expansion of the companies helps to sustain in the maturity stage without hitting the decline stage. 
· Product modifications is one prime element that both follower and pioneer companies need to maintain in the maturity stage to achieve competitive advantage. The features enhancement, product diversification and differentiation would be highly appreciated. 
· The organisation provides a very minimalistic price range of the premium packs for different consumers that includes a family pack with 6 accounts on subscription plan, individual plan and couple plan (Shastri, 2022). Algorithms are optimised by Spotify to examine the preferences and history of new artists so that the company value can be achieved
Decline 
The decline stage is demarcated by the decreasing sales rate as a product as the services become obsolete or overthrown by new innovations. Marketing strategies can involve product diversification or harvesting. The challenge here is to decide whether to make the product rejuvenate or let it drown. For example, DVD players are the classical examples of products on the stage.
[bookmark: _heading=h.wijjmuxqbu4i]Conclusion 
The underlying research easily leveraged an understanding of where a pioneer company can often establish pricing standards for the industry because being first to offer something new that customers are not yet accustomed to but in dire need of allowing their organization to initiate their pricing strategies that can lead to better profit margins.  The product life cycle model has leveraged an understanding that is rooted in the concept that the growth stage is the crucial stage for a pioneer company because here they have already moved beyond the primary idea phase and have begun to validate product services in the market. This is the period by which the company begins to provide evidence that there is a demand regarding their offering and it is the milestone to reach long-term success.
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