[image: ]

Master of Business Administration 


Student Name          : Abhishek RohitBhai Joshi 
Student ID                : 2428123
Module Name          : Marketing Management 
Module Code            : LCMB7024
Word Count              : 2500
Lecturer Name         : Tushara Balendran
[bookmark: _Hlk193375745]Submission Date     : 27 March 2025



Table of Contents
Introduction	3
1. Advantages of Pioneer and Follower Company	3
a. Pioneer Company	3
b. Follower Company	6
2. Product Life Cycle Strategies Applied to Develop Growth and Competitive Advantages	8
a. Introduction Stage	8
b. Growth Stage	9
c. Maturity Stage	11
d. Decline Stage	11
Conclusion	12
References	13




[bookmark: _Toc193974889]Introduction
Within the evolving market ventures, both pioneer and follower companies play an important role in shaping the trends of the market. A pioneer company mostly promotes innovations and also sets the industry standards. On the other hand, a follower company mostly leverages the pre-existing marketing insights by refining and expanding the service or product. In the dynamic scenario of the ride-hailing sector, Uber is such a company that has revolutionised the ride-sharing services with through app-based facilities. On the other hand, Ola is a follower company that has localised the ride-sharing services to cater to the customers’ needs. Therefore, this evaluation explores the competitive advantage and market strategies of Uber as a pioneer and Ola as a follower company. 
[bookmark: _heading=h.gxoozsgdhl2p][bookmark: _Toc193974890]1. Advantages of Pioneer and Follower Company
[bookmark: _heading=h.jm1u8jqfmqyd][bookmark: _Toc193974891]a. Pioneer Company 
Definition 
A pioneer firm is a business that brings new products, services, or business models to a marketplace for the first time. This means that pioneer companies outline innovation in a business venture that has not been previously launched within the industry. According to Christopher (2021) the pioneer firms utilise their first-mover advantage to establish itself within the targeted customers and the market. The following approach helps in attaining market share and creating industry standards. Pioneers typically contend with issues such as high upfront expenses, risk and the requirement to keep on innovating in order to create differentiation. Moreover, the power to influence consumer choice and create brand loyalty can lead to long-term success (MBA Skool, 2023). The company is characterised by the ability to understand the gaps in the market allowing them to introduce cutting-edge solutions redefining the industry. Therefore, the pioneer companies heavily rely on research and development of new products and technologies allowing them to stay ahead of their competitors while adapting to the changing market dynamics. 
[image: ]
Figure 1: Uber as Pioneer Company 
(Source: Jalloh, 2024)
A notable example of a pioneer company is the online e-commerce platform of Amazon reveloutionising the online shopping industry. It was the first online retailer for books that gradually expanded into incorporating products selling online in the global marketplace (Christopher, 2021). On a similar note, Uber transformed the transportation industry through its ride services by a mobile application helping to ease mobility through affordable rides. Therefore, the innovative approach on the products and services by the pioneer companies redefining the industry trends efficiently.
Advantages 
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Figure 2: Uber Revenue Growth 
(Source: Iqbal, 2025)
The pioneer company enjoys significant benefits such as market leadership and brand dominance. This is so because the pioneer companies establish themselves as market leaders by introducing new products and services. In addition to this, as a leader they intend to innovate products setting benchmarks within the industry increasing competition. Deana (2023) claims that this differentiation strategy creates a strong reputation for the company through early entry and influencing of customer preferences. Furthermore, pioneer companies create a loyal customer base and secure key resources being the first to establish an innovation. For instance, Uber revolutionised the ride-sharing business model through user-friendly application design (Jalloh, 2024). The leadership position of the company translates into higher competitive advantage and long-term success in the global landscape of business. 
Uber recorded a revenue of 43.9 billion US dollars in 2024 indicates an 18% increase from the previous years. In addition to this, it has also completed 11.27 billion trips in 20-24 which is two billion more than the trips recorded in 2023 (Iqbal, 2025). Uber captured significant market share and a strong brand identity with loyal customers for on-demand transportation services. Hence, the early-entry of the pioneer companies allows the firm to dominate in the market and influence customer behaviours. The companies through the early-entry also gain the first-mover advantage in innovation through the introduction of cutting-edge technologies within the industry. For instance, Tesla with the advantage of introducing electric vehicles established itself as the leader in the sustainable automotive industry and transportation (Tesla, 2025). Thus, the pioneer companies despite high risk and costs enjoy long-term profitability by fostering effective loyalty within the customers and involving a differentiating factor from its competitors. 
[bookmark: _heading=h.fadep7xnp8g9][bookmark: _Toc193974892]b. Follower Company
Definition 
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Figure 3: Concept of a Market Follower 
(Source: MBN, 2023)
A follower company is a firm that enters a market after a pioneer has created a presence. This is typically by duplicating or enhancing the pioneer's products, services, or strategies. These firms gain from learning from the success and failures of the pioneer that enables them to reduce risks and costs of innovation (MBN, 2023). The development of products on the foundation established by the pioneer including consumer education and market development helps the company to improve their products effectively. The products and services of a follower company and addresses a particular market segment and audience. This helps them attain profitability with less investment than the pioneer. Apart from this, follower companies adopt strategies such as the imitation, adaptation and differentiation. This helps in introducing improved versions of products at an affordable price targeting a wide range of customer base (MBA Skool, 2023b). For instance, Ola closely imitates Uber in the transportation industry. It tailored its services in the Indian market at a lower price than Uber. Thus, the following approach enables follower companies to create market dominance with low relevance of business risks. 
Advantages 
The following firms of an industry underscore significant benefits as it establishes its presence after a pioneer company. The primary advantage includes the reduced risk and cost efficiency of the company because it learns and develops its services or products from the failure and success of the pioneer company (BIE, 2023). The company’s focus on minimising the expenses involved in research and development and observe the market trends through customer behaviour. Ola illustrates this benefit by embracing Uber's on-demand transportation model and adapting it to the Indian market (Nandi, 2023). The elimination of upfront costs and market education helps Ola to capture a large portion of the Indian market. Ola has recorded a total of 1 billion rides annually in the year 2023. In addition to this, the company holds 55% of the market share through its pricing strategy in India (Shashtri, 2024). Therefore, Ola exemplifies the following advantage of a follower company. 
A follower firm can also derive the benefit of market stability within the industry. This is achieved through analysing the market trends and consumer tastes set by pioneer firms (BIE, 2023). The market followers closely align with the development of pioneer firms and enter the market after determination of customer patterns and purchase behaviour and demands with higher certainty. This enables the firm to strategically place their products or services to satisfy consumer needs effectively. Moreover, follower firms usually delve on the benefits of the infrastructure, supply chains and distribution networks established by pioneers. The following approach allows easier market entry and operations. Thus, the following advantages reduce uncertainties and increase their success probabilities for the follower company. 
[bookmark: _Toc193974893]2. Product Life Cycle Strategies Applied to Develop Growth and Competitive Advantages
[bookmark: _Toc193974894]a. Introduction Stage
Pioneer companies can follow a significant and unique marketing strategy for introducing its innovative products as a solution to a specific problem that is being faced by the target audience. As stated by Al-Hawary and Obiadat (2021, p.2), marketing strategies are likely to create a strong influence over customer loyalty by introducing products or services that can resolve significant issues of real-life. Reportedly, the marketing strategy of Uber is developed based on a principle of selling time and convenience for providing convenient taxi services to the consumers (Sha, 2024). Promoting the service that booking a cab is available in just a few taps within the mobile, it is creating a positive influence over the customer regarding its uses. Implementation of the simple yet attractive marketing strategy on the digital platforms such as Facebook and Instagram along with television is working as a significantly effective strategy for introducing services of Uber across the international platform. Hence, implementation of unique and attractive marketing strategies works effectively for the management of pioneer companies such as Uber in terms of influencing the target audience. 
[image: https://lh7-rt.googleusercontent.com/docsz/AD_4nXeZTkKBO0YeP0_rGsHGa8oJCIKxCg8G8XMHzGy39P-U-vB3eJhCg08ZPv68iY1zPSOpdfzmzW8ciTjapA6oFnJVC_FQw90c9AoCTQcCz7N4KT_OaKat64RXTxDJ2oLqZ8_z2UCS?key=DXuUDNU9U2PeNzqSKIFa7igh]
Figure 4: Strategies used by pioneer and follower companies in introduction stage 
(Source: Self-developed)
Ola, being a follower company of Uber is focusing on competitive pricing strategy in terms of attracting attention of its consumers. Reportedly, Ola has been identified to consistently increase the rate of its rides at 1.5 to 2 times higher compared to the price range of Uber (Sood, 2023). Working with higher prices compared to the follower company is creating a negative impact on the brand loyalty of customers towards Ola as it takes more time to confirm rides compared to Uber. As a result, implementation of competitive pricing strategy as a follower company has not been performed efficiently for Ola on its operating market of India due to a less impressive service quality. Thus, during the introduction stage the management of follower companies such as Ola are required to be more conscious regarding the market demand and capabilities for selecting out pricing strategy efficiently. 
[bookmark: _Toc193974895]b. Growth Stage
Uber as a pioneer company in the taxi service industry at the global platform can significantly implement the fortress strategy for initiating significant business performance improvement in the growth stage. Implementation of a fortress strategy fosters a unique value proposition to maintain uniqueness in the market for attracting consumers and ensuring brand loyalty in the operating market (Kerrigan, 2023). The management of Uber is focusing on the value proposition model by driving the customer centric business approach with a minor for cab booking along with less prices of the cabs. Charging small prices for cabs along with providing a higher quality of service is efficiently creating attraction for customers towards Uber that is building brand loyalty. As a result, incorporation of the fortress strategy with an effective value proposition model is creating an efficient growth rate for Uber. Hence, following fortress strategy in the growth stage is efficiently working for Uber to manage its business performance with economic stability within its operations. 
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Figure 5: Fortress strategies v/s attack strategy in growth stage of business 
(Source: Self-developed)
Ola can follow an attack strategy in its business operation in terms of occupying the customer in the operating market while competing with pioneer companies. As per the research of Saeed et al. (2023, p.2), following attractive strategy in business operations needs higher market awareness that can lead companies to directly follow products or services of competitors. Ola as a follower company of Uber is directly offering the same service to the customers as Uber reflecting the use of attract strategy in its business operations. As a result, implementation of the attack strategy can be effective for the management of Ola to convince its customers with the similar services of Uber in a higher quality. However, it has been identified that booking a can with Ola takes 10 to 15 longer compared to Uber (Sood, 2023). It can be stated that the following attack strategy needs the following companies to provide a higher quality of services to grab attention from customers. Therefore, the inability of Ola to provide better services compared to Uber in creating difficulties for managing its business operations. 
[bookmark: _Toc193974896]c. Maturity Stage
Following a product diversification strategy during the maturity stage to maintain market competitive advantages can be effective for the management of Uber as a market pioneer. UberX, UberX Share, Uber Comfort, Uber Eats, Drive with Uber and Deliver with Uber are the diversified services offered by Uber (Uber, 2025). Following the service diversification strategies addressing the regular life problems of customers is working efficiently for the management of Uber. along with this. Uber in the UK has 3.7 million users and it is expected to be increased by 19.1% by the year 2029 (Statista, 2025). The management of Uber has efficiently diversified its services that are grabbing attention from a wide range of consumers in the UK and creating competitive advantages through a significant number of sales. Thus, following a diversification strategy can be effective for pioneer companies in the maturity stage for managing business operations. 
Providing exclusive services can be effective for the management of Ola in terms of attracting consumers while competing with Uber. Ola has launched its electric service and is aiming to reach 10,000 partners by the end of 2025 (Reuters, 2024). Operating with the sustainable electric vehicle options are creating opportunities for Ola to gain attention from the consumers and maintain competitive advantages in its market. Providing access to the electric two wheelers that can be effective for addressing the global sustainability needs are creating opportunities for Ola to gain attention from the customers. As a result, of launching the electric vehicle options for its customers Ola is creating a positive brand awareness in the operating market while competing with the pioneer Uber. Hence, the exclusive service of Ola in the maturity stage of its business is creating competitive advantages for its operations.
[bookmark: _Toc193974897]d. Decline Stage
Every organisation experiences difficulties that indicate market saturation level and financial losses from regulatory compliance and market maturity factors at the decline stage. At the decline stage, both Uber and Ola have faced constraints to pursue further market operations with traditional ride-sharing facilities. For example, Uber has encountered escalating regulatory limits and competition with financial difficulties, which affect its sustainability at the decline stage. The implementation of government restrictions, including service bans and driver classification requirements by different countries, has led to higher costs of operations for Uber. The financial performance of Uber also faced issues from its aggressive use of discounted fares and incentives for motorists as well as riders (Cascade, 2024). Moreover, Uber faces ongoing profitability uncertainties, which are demonstrated through its continuous losses. The market position of Uber eroded through its competition with Lyft and Didi, and Bolt. Lastly, increased fuel prices and driver dissatisfaction, and pressure to achieve sustainability also impose huge operational threats that Uber faces a risk of losing market share and confidence of the investors. 
Similarly, as a follower company, the localising ride-sharing model of Ola also faces huge issues due to regulatory obstacles. Apart from that, higher driver commissions and reduced incentives have caused driver dissatisfaction that eventually affects the service quality. The diversification of Ola’s service offerings to electric vehicles has also shifted its core business offerings that resulting reduction of scope in accepting ride revenues (Ingrade, 2024). Therefore, to manage the business attributes even at the declining stage, both Ola and Uber need to restructure the operations and profitability focus to attain market dominance. 
[bookmark: _Toc193974898]Conclusion
[bookmark: _heading=h.qtof43quug8b]Therefore, it can be concluded that both Uber and Ola represent the difficulties that the pioneer and the follower companies encounter in the ride-hailing industry. Apart from that, Uber and Ola experience difficulties due to strict laws combined with market difficulties; however, Ola encounters operational problems in addition to market saturation with service quality deterioration. The growth strategies of both companies, based on discounting, led to a sustainable problem that companies cannot maintain indefinitely. The companies need innovative approaches combined with cost optimisation and enhanced customer satisfaction, as well as new revenue opportunities for sustainability and profitability recovery. Therefore, market leaders Uber and Ola face the threat of continuous market decline unless they undergo strategic transformations in a competitive field.
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