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[bookmark: _Introduction:][bookmark: _Introduction]1.Introduction

This research focuses on business expansion and maintaining market share in the marketplace by choosing to either be a pioneer or a follower. Each option comes with its own set of risks and advantages. The choice is largely influenced by available resources and various factors affecting marketing strategies. Understanding this helps assess growth potential and competitive advantage. The decision to be a pioneer or a follower should be carefully evaluated during the strategic planning phase. While the advantages of being a pioneer are often highlighted, the associated risks cannot be overlooked (Lieberman, Montgomery, 1998). Ultimately, success depends on the pioneer’s initial resources and the abilities developed by followers in response. The study also examines the different product life cycle strategies used by both pioneers and followers.
[bookmark: _What_are_the]2.What are the benefits of being a pioneer or a follower in business? Can you provide examples of successful pioneer and follower companies?

[bookmark: _Definition_of_pioneer:][bookmark: _What_is_a]2.1.What is a pioneer?
The first-mover advantage, often referred to as being a pioneer, involves introducing a new product or service to the market. A leader in any industry must protect its position against rising competitors and stay updated on technological innovations, trends, and other key factors that are essential to retaining market share. Additional advantages include securing distribution networks and broadening reach without disruption from competitors. 
Mango Frooti once led the mango beverage market in India, becoming so dominant that, for years, the term "Frooti" was commonly used to refer to any mango drink, regardless of the brand.

[bookmark: _Advantages_being_pioneer:][bookmark: _Strengths_of_being]2.1.1.Strengths of being a pioneer:

1. By being a pioneer, you gain control over the new technology, supply, and distribution channels, ultimately reducing overall costs.
2. One of the benefits of being a pioneer you have the biggest market share, because you are the first innovation of any product. in the market another option is not available that’s why most of the market shares are covered.
3. Another benefit is to be a leader of the market, no one can compete your product at initial level. So, you can set high price of the product also this is also called “skimming the cream”. Only fist mover advantage able to do this.
4. Being a groundbreaking innovator and a trailblazer also comes with the drawbacks of being the first mover. It can lead to a free-rider effect, allowing competitors to benefit from your achievements, innovations, expertise, or technology without incurring the same costs.
5.Pioneers can generate additional revenue by licensing their innovations, though this often yields modest returns for entrepreneurs. In many instances, pioneers retain the largest market share even after followers enter the market. They can sustain high profitability by establishing significant entry barriers, particularly through control over essential resources.	

[bookmark: _Brief_example_of][bookmark: _Example_of_a]2.1.2.Example of a pioneering company that thrived:

1. Netflix 
Netflix, one of the leading global streaming entertainment platforms, was founded Founded in 1998, Netflix initially offered a service for renting and purchasing physical DVDs. By 1999, they introduced a subscription model allowing unlimited DVD rentals with mail delivery. After thriving in the DVD rental business, Netflix shifted its focus to streaming content in 2007.enabling instant access via the internet and gradually phasing out physical media. This is a prime example of a pioneer in the DVD rental industry.
2. Henry ford: 
The assembly line revolutionized the mass production of automobiles, drastically lowering production costs and making cars accessible to a wider audience. This system, which became known as Fordism, played a key role in making automobiles affordable for middle-class Americans.

[bookmark: _Definition_of_follower]2.1.3.What is a follower?

Another effective approach to introducing a new product or technology is by following the market leader. A person who sells an existing product in the market is known as a follower. Followers can be categorized as early or late entrants. Early followers enter the market shortly after the pioneer, while late followers wait until more time has passed. A follower strategy can align with either a broad or focused low-cost approach (similar to Kaplan and Norton, 2004)

[bookmark: _Advantages_of_being]2.1.4.Strengths of being a follower:

1. Followers w have advantages like a n already prepared market and low chance of decline of their products in the market. Because availability of “product market fit”. They have no fear about failure in business because of market acceptability of the consumer. Customer are habited for the pioneer product that why follower have a lower chance to loss them business.
2. Another benefit is to avoid the risk and uncertainty in the market. There is no need to identify customer demand and values. All are able to do this thing in the follower term. Whenever follow choose a different segment of whole market they have no risk of product market fit.
3. To being the follower marketing cost are low combatively pioneers marketing cost. Because of awareness about the product. They don’t need any kind of investment or finance for the marketing.
4. Follower are more adoptable to changing market condition and customer choices. That’s why they follow the leader’s strategies. And make them self as a profitable.
5. Avoid costly investment for the product awareness and also for the innovation. They don’t need to make some innovation and creativity.

2.1.5 [bookmark: _Detailed_example_of][bookmark: _Complete_example_of]Complete example of a successful follower company:

Facebook: Reliable example of market follower is Facebook. They enter in to the social media market after the Myspace, Hit5, and Orkut.  It is common social media which is widely use as s social media platform.
Beverage : follower like pepsico, Bisleri , Blender, are follow the leader of beverage industry leader which is Coca-Coca.
[bookmark: _What_product_life]3.What product life cycle strategies do successful pioneer and follower companies adopt to drive growth and maintain a competitive advantage? Could you provide examples of companies that effectively implement these strategies?
	
[bookmark: _Product_life_cycle]3.1.Product life cycle (PLC)
Every product has their own journey in market, to do something innovate some steps are followed by every product in market. And that’s why PLC comes in to the picture, there is four stage of product life cycle. Each and every stage face some problem and by using some kind of strategies they try to maintain in to the market. 1. Introduction, 2. Growth, 3. Maturity, 4. Decline. When product or service are introduced in the marketfirst phase is introduction where player introduce their product to customer than growth stage will be comes in which company’s growth is increased by advertisement and marketing. Third phaseis maturity where customer is use to with product and they are continually buying the product but competition level is very high at this stage because of entry of a follower. And the last stage is a decline. When the product is not reliable and no more acceptance by the customer than decline phase comes in to the picture. At this stage product or service are pick up from the market.
[image: ]

The concept of product life cycle is origin form the innovation, each and every product have their own challenge and opportunity it is depend on your mindset as well as strategies. Understating the PLC helps businesses make strategic decision related to marketing, pricing, distribution, and product development to optimize profitability and longevity. This concept is used for the marketing and sales by which management decide some important decision such as when advertising will be increasing and when business is expand.

[bookmark: _Some_product_life]3.1.1.Product life cycle strategies that successful pioneer and follower companies use to boost growth and maintain a strong competitive edge throughout different stages:

[bookmark: _Introduction_phase:][bookmark: _Introduction_Segment:]3.1.2.Introduction Segment:

This is the initial stage when a product is created and introduced to the market. It occurs when the product is launched, and during this phase, sales are typically low, with demand growing gradually. Marketers concentrate on advertising and promotional campaigns. At this stage, strategies such as market penetration, skimming the cream, and identifying opportunities are implemented. Companies focus on promotional activities, establishing a strong brand identity, and targeting innovators and early adopters.
Some example who is in introduction phase like smart glasses , fordable and rollable smart phone and TVs.

[bookmark: _Growth_phase:]3.1.3.Growth Segment:

After introducing product in to the market, the product will be entered in to growth stage. at this stage marketer are more loyal to their customer During this stage, sales grow rapidly, and profit margins are also high. At this point, two strategic approaches can be considered: 1. Maintaining market share 2. Increasing market share.
Strategy 1. Defense strategy (Maintain market share):
By entering more company in to market, customer choose out of them for the purchasing product. In this strategy marketer try to maintain their market share for by increase customer satisfaction, being loyal toward customer, providing discount. It means keep your customer for re-purchasing. Bu hook and by kook you have to maintain your customer for the growth and maintain your profitability your business. Another great strategy is giving your customer more valuable by giving them more discounts, offers and gifts. Such company follow tactic to maintain their market share A) Temporary decrease in price so that competitor does not have the ability to cope with. B) introducing new product line so that price will be affected. So that consumer gets more verities of product this is benefit for the minimizing customer switching from using your customer.
Strategy 2.  Increasing market share (Expansion)
Another option to grow you business is expansion, to increase market share by entering in new market and new segment adopting this strategy required a lot of financial resources and effective  method. Above all, key factors to consider when expanding into new markets include research, assessment, forecasting, and other tactical considerations (Phrase, 2024). Strategic planning and organized structuring are essential in helping brands minimize costs and avoid errors in the international landscape. In fact, entering new markets serves as an advantageous strategy for exploring new opportunities."
Another optional strategy for the growth stage is. Expand distribution channels, Brandreference, Right pricing, Increase product feature.

Example: Cars like Maruti 800, Alto, Zen, brio they follow the adapter strategy. every automobile company follow the market leader. All the company accept the new feature of car and try to adopt themselves. They make themselves as s flexible and adopt all the changes. They cover new market and segment also.

Apple and Samsung smart phones: As smart phones gained popularity, sales and demand soared, leading to rapid growth for these brands.


[bookmark: _Maturity_phase:][bookmark: _Maturity_Segment:]3.1.4.Maturity Segment:

The third stage occurs when sales growth begins to slow as the market becomes saturated and competition increases. During the maturity stage of the Product Life Cycle, strategies like the Extended Use Strategy, Increased Penetration Strategy, and Global Market Expansion Strategy are implemented. As the product enters this phase and market saturation intensifies, it's essential for brand managers and leaders to focus on driving sales and maintaining profit margins to avoid a potential decline.
Strategy 1:"Increased market penetration is widely regarded as a key factor for ensuring business continuity and achieving similar goals (Airfocus, 2024). Conversely, a high rate of market penetration is often seen as a significant achievement for a company in the maturity stage. A strong market penetration rate is frequently viewed as an effective performance indicator. For instance, Zoom achieved remarkable success during the pandemic by implementing an increased market penetration strategy (Airfocus, 2024).
Strategy 2: Continuous innovation : at this stage market player adopt innovation strategy. To provide continues innovation in to product is help to keep your customer, customer are more loyal toward you if you satisfied to consumer.
Example:
Online learning platform such as open learning, vedantu, skillshare etc are face the maturity stage where the competition are very high to beat that strategy they to innovate themselves. Another great example is LED many firm are in maturity phase in LED industries.
[bookmark: _Decline_phase:][bookmark: _Decline_Segment:]3.1.5.Decline Segment:

In this stage sales and demand begin to fall as consumers switch to newer or alternative products or as the product becomes obsolete. When customer is stop to use the produce or change their habit marketer fail to do business. Some time new alternative come in the market and that’s why old product pick up from market. 
Example:
Landline phones: the popularity of mobile phones led to a decline in landline usage.
VHS: the rise of DVDs and streaming services led to the decline of VHS.
Typewriters: with the rise of computers and word processors, typewriters became obsolete.
[bookmark: _Conclusion:][bookmark: _Conclusion]4.Conclusion

Firms can either lead the market by launching new products or follow by adopting existing ones. Both pioneering and follower strategies offer their own benefits and drawbacks. Companies have found success with either approach in the past. The choice of strategy depends on the market in which the firm operates and the level of competition it faces in the industry. This study identified some strategy that help to grow market share. Pioneer and follower are two important aspects of the whole industry, to being pioneer risk taking is necessary on the other hand to being the follower  risk is to be avoided. Product life cycle are the important concept for the whole stage of product, each stage need some different strategy. And it is depend on available resources.
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