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[bookmark: _Toc193163790]Introduction
Nowadays businesses must decide between pioneering new products and markets rather than entering later due to market conditions. There are advantages for first-movers who gain market control but followers can benefit from overcoming the errors of initial entry by implementing disruptive changes effectively. The article examines both the benefits and drawbacks of pioneering compared to following through the real-world implementation of Standard Chartered Bank alongside Jaguar Cars and Sage Group as pioneers as well as Virgin Atlantic Airways with Greggs and Morrisons as follower companies. The essay relies on three progressive strategic models to establish a comprehensive analysis (Galiano, Rodríguez & Saco, 2022). The Product Life Cycle (PLC) Model will direct our analysis of business strategies through the development period as well as the maturity stage. Dynamic Capabilities Theory helps organisations understand their ability to adjust together with their capacity to create innovations which maintain competitive dominance in changing market conditions (Stock & Seliger, 2019). The theory of Disruptive Innovation will disclose how followers intentionally undercut pioneering organisations through novel value delivery methods. This paper unites these models to create an extensive view of startup and follower businesses that succeed based on their innovation capacities and capacity to modify and fit their strategies to changing market environments.
[bookmark: _Toc193163791]Advantages of Pioneer Companies
Business success sometimes comes from being the first to market with novel offerings and services, even before competitors get wind of them. Launching initial items helps organisations become favoured brands, control early market sales, and influence customer preferences. Firms that keep their advantages rely on their Dynamic Capabilities, which allow them to identify opportunities and restructure and grasp resources to adapt to environmental changes (Lynn, Morone & Paulson, 2020). Without dynamic capabilities, organisations lose first-mover advantages to competitive market entrance by succeeding competitors that provide higher consumer value. The Product Life Cycle (PLC) concept shows that market pioneers steer expansion from introduction to early growth to create a solid market position. Setting industry standards helps pioneering enterprises evaluate market needs (Birou, Fawcett & Magnan, 2022). Standard Chartered was an early mover among UK large banks by entering new regions in Asia, Africa, and the Middle East, giving it access to local regulatory standards and consumer needs. Entering the market first allowed Standard Chartered to build strong government relationships and consumer trust, which prevented competitors from overtaking them. Standard Chartered has to learn to adapt to regulatory changes and use customer-driven digital banking technology to stay ahead. Failure to adapt would diminish first-mower rewards as fintech disruptors and new banking competitors battle existing financial institutions.
Jaguar created its brand identity and consumer loyalty by positioning itself as a premium automobile manufacturer with high performance. The revolutionary mix of luxurious features with engineering performance prowess helped Jaguar enter the premium car market. Jaguar established industry standards for quality and creativity with its superior technology and unique design. Established automotive firms are threatened by the automotive industry's shift to electric automobiles and green mobility (Anderson & Zeithaml, 2020). Jaguar's I-PACE electric SUV showed its ability to anticipate and respond to market changes. Pioneer enterprises demonstrate the necessity for continual transformation via Dynamic Capabilities Theory because new Product Life Cycle stages boost market rivalry from growth to maturity. Sage Group shows how pioneering may lead to early market dominance in technology and software. Sage exploited a market disregarded by big vendors that concentrated on business customers by entering first with account software solutions for small and medium firms. Sage created enduring corporate partnerships in the UK via early market penetration with its product introduction. Sage's software became a basic business solution for SMEs, protecting its early market lead (Phillips, Chang & Buzzell, 2021). Xero and QuickBooks released cloud-based accounting systems, forcing Sage to create new features to compete. To adapt to changing market demands, Sage migrated its software to Sage Business Cloud cloud platforms and offered subscription-based services. Sage required its resource-rebuilding strategy to remain ahead in the market since pioneers must adapt.
When customers have trouble switching, pioneer enterprises build lifelong ties. Sage or Standard Chartered's early client connections prevent consumers from moving to rivals due to switching costs, devotion, and security threats. In the early and expansion stages of the Product Life Cycle, client inertia gives pioneer enterprises an edge. Maintaining market leadership allows these organisations to launch supplementary items via client connections. The first enterprises to dominate distribution networks and negotiate with suppliers have a competitive advantage. In its early years, Jaguar partnered with premium component suppliers and luxury dealers to have exclusive access to premium materials and luxury sales networks, making it difficult for new rivals to compete (Carpenter & Nakamoto, 2024). Pioneer enterprises are powerful in marketplaces that value customer experiences and brand reputation, such as luxury cars. The benefits are ephemeral, therefore stakeholders must weigh them. vitam Dynamic Capability To sustain leadership, pioneers must adapt and reconfigure their resources, according to theories. Non-adapting companies will be overtaken by developing competition. Jaguar and Sage should constantly innovate, improve technology, and engage customers to be relevant throughout their industries' PLC lifetime development and maturity.
[bookmark: _Toc193163792]Advantages of Follower Companies
Organisations that enter product or service markets after pioneering companies have already established the infrastructure are said to be "followers" in the business world. Follower enterprises benefit when organisations study early market players and avoid their errors to utilise new technology and business techniques. According to the Disruptive Innovation Theory, followers might succeed by offering simple, affordable, or unique items to new customer groups that major corporations ignore. Market followers gain from entering markets in the growth or maturity phases of a Product Life Cycle (PLC) because consumer preferences become more defined and demand and risk factors are reduced (Bloch, 2021). One of the follower firms' benefits is their capacity to observe and learn from pioneer mistakes. This model requires pioneers to pay for market establishment, consumer education, and early R&D. Following organisations profit by researching pioneer market offers to uncover shortcomings and create better, cheaper products. Virgin Atlantic focused on customer issues with basic flight amenities from British Airways (BA) to enter an established airline business (Kerin, Varadarajan & Peterson, 2024). Virgin Atlantic revolutionised its market sector by offering customers more than basic travel alternatives with specialised entertainment activities, great support, and bespoke customer trips. Virgin used disruptive techniques to develop its distinctive market identity and attract loyal consumers who would be required to start a new market.
Follower enterprises gain from more efficient technical systems that allow them to use sophisticated supply and distribution networks at cheaper prices. Greggs entered the fast-food sector, led by McDonald's and Burger King, and succeeded. Greggs introduced affordable, healthful products since larger rivals had left this market unexplored. In response to customer awareness, Gregg introduced low-calorie meals and vegan sausage rolls. This example illustrates Disruptive Innovation Theory by showing how a startup targets customers disregarded by industry leaders (Kerin, Varadarajan & Peterson, 2024). Greggs joined the industry at its growth and early maturity PLC phases to profit from high demand and an established client base while avoiding market development expenditures. After Tesco and Sainsbury's developed digital platforms and customer delivery, Morrisons joined the online grocery business as a follower. Morrisons used Amazon's logistical network and e-commerce skills instead of building its own. Morrisons partnered with Amazon to provide faster, cheaper online grocery delivery, enhancing consumer satisfaction over traditional cost structures. The organisation enhanced its service platform by studying industry leaders' experiences and client input to meet consumer requests. Morrisons entered the PLC's development and maturity phases to gain market share and improve customer satisfaction rather than entering an uncharted market.
The following companies may benefit from strategic agility and responsiveness. Followers may create simplified company models that meet market needs since they are free from pioneers' system restrictions. Virgin Atlantic entered the market with a customer-focused service experience strategy that allows for stronger market response and outperforms conventional carriers. Greggs's flexibility to create seasonal items and adapt to culinary trends helps them to meet shifting customer preferences (Shim & Lee, 2023). Followers face lower market entrance risks and costs. Strategic investments in successful products are made by followers who wait until market demand is established. Morrisons' late entry into online groceries helped them avoid Tesco and Sainsbury's hefty start-up expenses and operational challenges in the early days. Morrisons partnered with third-party platforms to decrease costs, simplify processes, and reach more customers. Followers' risk management method works when they join markets following predictable buying patterns. Changing client expectations during market maturity enables subsequent entrants to find product gaps (Thietart & Vivas, 2024). Customers at the PLC maturity level desire reduced pricing, better service, and personalised experiences. Consumer preference changes enabled Greggs and Virgin Atlantic to produce unique services that helped them acquire market share from established rivals. The Disruptive Innovation Theory helps follower businesses identify market demands that pioneers miss to disrupt dominant sectors and gain market advantage.
[bookmark: _Toc193163793]Product Life Cycle (PLC) Strategies in Growth and Maturity Stages
Through its Product Life Cycle (PLC) model products and services move sequentially across four stages that start with Introduction then proceed to Growth after that they reach Maturity and finally end in Decline. In this essay, we analyse the Growth and Maturity stages since companies in these periods need strategic plans to keep their competitiveness and market share. Multiple opportunities with distinct challenges exist for leaders and imitators during different stages of product development (Mayer & Vambery, 2023). Strategies within these phases require pioneers to adopt dynamic capabilities whereas followers should implement disruptive innovation.
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Figure 1: Product Life Cycle (PLC) Diagram

Products and services progress consecutively over four stages—Introduction, Growth, Maturity, and Decline—starting with Introduction, then moving under its Product Life Cycle (PLC) paradigm. Since businesses in both eras need strategic strategies to maintain their competitiveness and market share, in this article we examine the Growth and Maturity stages.

[bookmark: _Toc193163794]Growth Stage Strategies
The growth stage results in increased market demand but the competition level grows stronger because new firms enter the market. The market creator pioneer firms must build new customer sections while improving their products and enlarging their production facilities to stay market leaders. The firm depends on Dynamic Capabilities Theory at this point to adjust its assets while dealing with fast market developments.
Jaguar revealed itself as a founder of luxury and performance cars who needed to shift their business toward electric vehicles during the growing phase of the EV market sector. Jaguar used its dynamic capabilities to produce the I-PACE electric SUV which met increasing market demand for sustainable vehicles (Hart & Milstein, 2023). Through its investments in electric vehicle technology combined with luxury design principles, Jaguar wanted to keep its pioneer leadership position in addition to attracting environmentally responsible clients. The organisation pairs market trend forecasting with its innovative capability to navigate the growth stage which features high market growth yet increasing levels of competition.
Standard Chartered built growth-stage strategies through increasing its operations in emerging markets. Standard Chartered maintains its initial market entry through ongoing investments in digital banking for Asia and Africa where the customer base consists of people with digital literacy (Shankar, 2020). Digital transformation acts as a versatile capability to help the bank maintain market competitiveness when fintech companies enter standard operating areas. Standard Chartered depends on three fundamental expansion methods including product development, market penetration and personalised service delivery to avoid losing its market standing as consumer demand expands.
Companies which join in the late growth stage tend to launch disruptive innovations against current market leaders. The fast-food market growth attracted health-conscious consumers so Greggs introduced vegan and low-calorie choices as its disruptive innovation to serve the untapped market segment that traditional fast-food giants had missed (Lehman & Wickham, 2022). The identification of consumer needs that did not have solutions enabled Greggs to apply disruptive innovation and achieve quick expansion within its competitive market.
[bookmark: _Toc193163795]Maturity Stage Strategies
Market expansion reduces its pace during the maturity stage when competition reaches its highest point. Businesses must work to protect their current market position by streamlining operations while delivering unique products to prevent market decline. Pioneers depend specifically on dynamic capabilities to update their cost-effective propositions.
Sage Group struggled to compete against cloud-based disruption from Xero and QuickBooks while maintaining its position as the first supplier of SME accounting software. The maturity phase required Sage to use its dynamic capabilities to create Sage Business Cloud which transitioned its traditional software to cloud-based solutions (Teece, Pisano & Shuen, 2021). By adopting new technologies Sage Group simultaneously updated its product line and met market needs for mobile adaptable accounting solutions which served as the foundation for its sustainability in the evolving market sector.
In contrast, follower companies like Morrisons focus on cost leadership and strategic partnerships during the maturity stage. Through its entrance into the online grocery market after early competitors Morrisons tapped into Amazon's operations to present swift and competitive delivery services to customers. Through its disruptive approach, Morrisons successfully entered the market against Tesco and Sainsbury’s despite their costly retail structures (Ernes, 2019). The utilisation of Amazon's technological platform enabled Morrisons to decrease operational complexity and satisfy changing consumer demands regarding fast and flexible grocery delivery through effective disruptive innovation in a mature market. The airline sector has not deterred Virgin Atlantic from advancing new company innovations by providing premium experiences and establishing partnership schemes with loyalty programmes (Robinson, 2022). Virgin maintains its competitive advantage by delivering unique services to customers while keeping visitors engaged to preserve its position despite overall industry development constraints.


[bookmark: _Toc193163796]Conclusion
A well-suited strategic alignment with market conditions and organisational capabilities leads pioneer and follower companies to substantial success. Early market entry gives pioneers like Standard Chartered along with Jaguar and Sage Group the advantage to achieve strong brand leadership while developing loyal customers. The prolonged competitive advantage of pioneers depends on their ability to leverage Dynamic Capabilities to adapt and innovate their strategies throughout the Product Life Cycle (PLC), especially in its growth and maturity phases (Barney, 2023). Later market entry has proven beneficial for Virgin Atlantic, Greggs, and Morrisons because they have succeeded with Disruptive Innovation approaches. Introducing simple customer-oriented and cost-effective solutions allows followers to challenge pioneers effectively and ultimately surpass them when pioneers fail to evolve (Stock & Seliger, 2019). A business secures success through its continuous innovation and strategic adaptations that keep pace with transforming market conditions. A first or second entry does not always lead to success. The application of PLC and Dynamic Capabilities theory together with Disruptive Innovation theory provides organisations with an integrated model to maintain their competitive edge during different market development phases.
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