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1. [bookmark: _Introduction:]Introduction:

This study is about how businesses can grow by either being a pioneer or a follower in the market. A business becomes successful by making the right decision in launching a new product at the right time and in the right place, which is influenced by both internal and external factors. To gain a first-mover advantage, a pioneer business needs to focus on a better strategic marketing process, which involves taking important steps to make customers aware of new innovations or technologies. On the other hand, to become a follower of an existing product or brand, a business must face competition in a highly competitive market. Here, some important strategies for the product life cycle (PLC) are explained to help businesses grow and maintain a competitive advantage.

2. [bookmark: _What_are_the]What are the benefits of being a first-mover or a fast-follower company? Can you provide examples of companies that have succeeded as pioneers and followers?

[bookmark: _What_does_being]2.1.What does being a pioneer mean?

In marketing terms, a pioneer is the first person or company to introduce a new product or technology into a market. In the short term, pioneer companies are the first to bring any kind of innovation to market. Taking the first step toward providing new technology or products is known as being a pioneer. It is found that companies want to take to risks and try to build something new they are being as pioneer. If you are willing to take risks and are able to make significant efforts, you should definitely aim for the first-mover advantage. Once you decide to be a pioneer, find ways to innovate, whether in terms of a new product, new process, or new market. A new product and new process are defined as “Technology Pioneers,” while the third category, introducing a new market, is known as a “Market Pioneer.




[bookmark: _Upsides_of_being]2.1.1.Upsides of being a pioneer

1. A great advantage of being a market pioneer is the ability to identify and explore market gaps that reliably provide access to new opportunities. To being a pioneer you are the fist developer of the product so have a advantage to find out customer problem and also their solution.

2. This strategy helps identify customer demand and value creation. In fact, most market leaders began their journey as disruptive pioneers in their industries. To understand the customer demand and their need by the market.

3. Sometimes, it can involve re launching an existing product or service in a new way or targeting different demographics or geographical locations. This helps cover new areas and segments of the market, benefiting the expansion of business growth and profitability."By covering new segment of market and targeting new audios to get more profitable business by itself.

4. To being the market leader is one of the advantages of pioneer, where the pioneer is able to charge a higher price for the product from the customer; this is called 'skimming the cream.' High profitability is maintained by high entry barriers, which depend entirely on resources such as control of technology, location, and expertise in managing human resources, etc

5. Pioneers have additional benefits, such as the ability to take direct feedback from customers and gain trust from their loyal customers. They can also understand customer problems and work to solve them within a certain period. By taking feedback from your customer, you have a benefit to provide right solution of their problem.

6. Establishing their product as the industry standard is one of the advantages of being a pioneer, as other companies compare their products with the pioneer's product to see it as the standard.". All the follower considers your product as a stander product, they compare their product quality as well as quantity of your product.

[bookmark: _Example_of_a]2.1.2.Example of a company that succeeded as a pioneer

1. Microsoft: Microsoft may be a technology company developing both hardware and software, but its compelling marketing and storytelling bring a more personal feel to its brands, catapulting Microsoft into an advanced position (creativespark.uk). Microsoft has emphasized that although the technology aspect of the company is very important, so is the thinking and creativity process, and it is this that generates pioneering and game-changing ideas.

2. Coca cola: coca cola is one of the successful brand as a cold drink brand. This brand become a pioneer because they cover majority of a market share coca cola has stayed ahead of its competitor by bringing a strong brand message of happiness and optimism to its consumer and keeping up good  company values.

3. Larry page: started the biggest tech companies in the modern era.one of the best search engine in the word. Who provide and kind of information in just a second.


[bookmark: _What_does_being_1]2.1.3.What does being a follower mean?
A company that maintains its existing market share behind an established market leader, without launching new products or technologies, but instead relies on the existing brand and organization to drive growth. Therefore, a follower company typically imitates what the market leader or pioneer does to remain competitive in the market. Some followers enter the market immediately after the pioneer, while others are late followers, entering after consumers have regularly purchased that kind of product or service, allowing them to capture a portion of the market share.
[bookmark: _2.1.4._Upsides_of]2.1.4. Upsides of being a follower
1. The first and biggest advantage of being a follower is the ability to avoid risk and uncertainty, due to the availability of products in the market. There’s no need to take steps for innovation or marketing to raise awareness about products and services." Risk factor will be removed automatic because of product market fit.
2. There is no need for research and brief analysis to innovate or create; instead, take advantage of existing market resources, such as the targeted customer segments and the availability of products. For creating something new theirs a need of brief analysis because as follower you have an advantage of no need of critical analysis of the market and the market fit product.
3. In fact, followers learn from pioneers' mistakes and prepare for the future. Also, there is no requirement for investment in brand awareness like Hindustan Unilever Limited (HUL), which includes over 50 brands in its product portfolio for running its business (https://www.hul.co.in/brands/). That’s why followers have less effort in maintaining a profitable business.
4. One of the benefits of being a follower is getting supply and distribution channels very easily, due to the fixed customer group and market. For example, DMart is an Indian retail corporation that operates a chain of supermarkets and hypermarkets.

[bookmark: _2.1.5._Example_of]2.1.5. Example of successful follower
1.One of the reliable examples of a follower is Ola Cabs, an Indian transportation company that provides ride-hailing services and operates other business verticals. They have made themselves a successful follower of the market leader. In this market segment, the leader was Uber, a U.S.-based company. In India, many other organizations provide similar services, such as Meru Cabs, Rapido, BluSmart, and others.
2. DMart is an Indian retail corporation that operates a chain of supermarkets and hypermarkets.
3. PayPal is another example of follower. They focus on online payment, a niche market not fully served by other player like master card, visa.

3. [bookmark: _What_product_life]What product life cycle approaches do successful pioneer and follower companies adopt to boost growth and sustain a competitive edge? Can you provide examples of companies that demonstrate these strategies?
	
[bookmark: _Product_life_cycle]3.1 Product life cycle (PLC):
PLC (Product Life Cycle) refers to the whole process of any product or service, which passes through stages from introduction to decline in the market. There are four phases in the product life cycle: (1) Introduction, (2) Growth, (3) Maturity, and (4) Decline. Every market product must pass through these four phases. As a product progresses through its life cycle, both pioneer and follower companies must assess and adapt strategies related to competition, pricing, distribution, promotion, and market dynamics (nibusinessinfo.com, 2024).In different stages of the PLC, there is a need to adopt different strategies to maintain success in phases.[image: ]
Pioneers and followers enter different stages. In the introduction stage, the product is launched and finds a market fit, which is known as innovation. This step is taken by a pioneer to gain the first-mover advantage. At this stage, sales are slow, and marketing costs are high due to lack of awareness about the product. In the second stage, which is the growth stage, sales and profit margins increase. At this stage, followers enter the market and try to build their business. Then comes the maturity stage, where sales and profit margins peak, and market players face high competition. The final stage is the decline stage, where some players may need to shut down their business or pivot to another product or service.

3.1.1. [bookmark: _Some_product_life]Some product life cycle strategies to do successful pioneer and follower companies implement to increase growth and maintain a strong competitive advantage at different stages.

3.1.2. [bookmark: _Introduction_Stage]Introduction Stage

When a pioneer wants to innovate something new, they need to develop a product or service and introduce it to the market. At this stage, due to low brand awareness, sales are low, and marketing costs are high. The focus should be on building awareness and creating initial demand.

Strategies: 1. Marketing
                    2. Skimming pricing
                    3. Strong distribution network
                    4. Innovative product

· This strategy implement while product is new and no one is aware about this product. To invest in to marketing and advertisement also set a high price because there is no competitor so that why player make maximum profit at this stage. Another strategy is to build a strong network by creating strong distribution channel this is for expand the business.

Example: Apple – in every new series of I phone they charge high price at initial level and make a better version compare to last model.


3.1.3. [bookmark: _Growth_Stage]Growth Stage

At this stage many followers enter in to the market because of they do not require to make any new innovation. In this stage market player either pioneer or follower need to focus on maximizing market share and increase profit margin by increasing.

Strategies: 1. Expand distribution channels
                  2. Brand reference
                  3. Right pricing
                  4. Increase product feature

For the survive in growth stage marketer having two option, first is maintain market share and another is increase market share. Bothe strategy work for the pioneer as well as follower. For the maintain market share marketer try to set  lowest price which is possible by themselves. They are focus on customer demand and need also. On the other side for increasing market share marketer gave more discount and provide many offer to their customer. and for that marketer enter in to new product line so customer get more verities. 
At this stage company’s sales and profit are rapidly increase. To sustain that growth one of the best strategy is to expand the business by covering more and more targeted customer as well as region. Another strategy is to set a right price if in the introduction phase customer are not responded toward the product because of higher price at that time organization must be find out a right price by applying product price strategies like cost plus pricing, value-based pricing, dynamic pricing.

Example: Nike – us based company is enter in to an Olympic sportswear category in 1972 after that they focus on brand reference and try to set a high price because they are able to charge skimming price by brand awareness. They set a value based pricing because of premium quality of product.


3.1.4. [bookmark: _Maturity_Stage]Maturity Stage

When your sale peaks, your product will enter in to market here market sharesare divided between many players. To maintain the demand of your product you need to apply by these two strategies which is based on two factors. To focus on defending market share and your customer switching rate, because at this stage many player is available and that why customer switch from one supplier to another.

Strategies: 1. Market modification 
                   2. Product modification

When you reach at maturity phase you need to maintain your product demand at market for that you should go with new market segment, redefining target market, converting non-users. Also, they try to build new feature in product, quality of pricing and differentiating it from competitor so that customer is attracted. Some other strategies like improvement in product quality, setting lower price, maintain distribution channel, explore new users are the best for the maturity stage.

Example: Every FMCG product-based company face that phase because of high competition one of the best examples is parle which is Indian multinational food corporation which is best selling biscuit in the world. They maintain their pricing point for the sustainability.
3.1.5. [bookmark: _Decline_Stage]Decline Stage

Not every pioneer or follower face that stage but whenever any organization make loss in term of finance at that time declining phase is arrive. And for that some strategies are implement like minimizing loss, focus on promoting available inventory, plan for the withdrawal of product.



4. [bookmark: _Conclusion:]Conclusion:
This research represents how pioneers and followers make themselves successful and sustainable, as well as identifying the advantages of being a pioneer or a follower. There are both benefits and disadvantages. Research indicates that pioneer companies are highly regarded by customers for bringing new and innovative ideas, products, and services to the market. On the other hand, by adopting a market follower strategy, a company can mitigate market risks and uncertainties in a distinct manner. The strength and longevity of a pioneer's competitive advantage play a crucial role in shaping a first-mover strategy. Typically, pioneers gain advantages like higher market share, but market share alone isn't the only measure of success. Other important factors, like profitability and sales growth, should also be taken into account when evaluating performance. By prioritizing shareholder value and focusing on metrics that truly reflect the company's long-term success, businesses can improve their chances of making better strategic decisions.Understanding a product’s life cycle stage is crucial for effective marketing, as it influences decisions about pricing, promotion, distribution, and product development, ultimately impacting profitability and market share.
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