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[bookmark: _heading=h.kccg8hd16z0x]Introduction 
In the business world, many companies want to make a mark of their own. But only those organisations can survive the competitive market who became the first movers (Ortt and Kamp, 2022). These first mover companies are known as “pioneer companies”. Pioneer companies are the first to enter a market with a new product, service, or technology. Meanwhile, companies that try to build their market reach based on pioneer companies are known as “follower companies”  (Ortt and Kamp, 2022). Follower companies later, often building on the pioneers' innovations. These organisations often develop similar products or services by adapting existing technologies (Niehoff, 2022). Product life cycle (PLC) describes the stages a product goes through from introduction to decline, including development, growth, maturity, and eventual obsolescence, influencing marketing strategies and sales (Niehoff, 2022). This essay will try to explain and navigate the advantages of being a pioneer company and a follower company. Later on, it will also focus and try to encapsulate the PLC strategies in the growth and maturity stages. All this information will be backed by several examples to provide a precise and concise understanding of the topic of marketing management. 
[bookmark: _heading=h.9uds5b8o6jaf]Advantages of being a pioneer company 
A firm which was among the first to launch an unfamiliar service, good, or innovation into an industry is known as a pioneer company. A pioneer company possesses the market leadership traits, adaptability, and visionary and risk-taking qualities (Quignard, 2020). In addition to creating customer loyalty and establishing standards in the marketplace, it also acquires the market earlier than rivals do. Pioneer companies help build and foster a positive company culture with better employee experience and boost retention with more engaged employees (Coelho, 2021). The advantages of being a pioneer company include the First-Mover Advantage as before rivals, pioneering businesses may build a strong brand and devoted clientele. Anticipated its bagless technological advances, for instance, Dyson transformed hoover cleaners and established a commanding market share in the UK, anticipated 2022 sales of £6.5 billion (Quignard, 2020). In addition to this, Technological Leadership helps the organisations that are first to trademark their discoveries, which makes it more difficult for rivals to copy them. The UK-based semiconductors business ARM Holdings invented environmentally friendly microchip architectures and rose to prominence in the portable processing industry. The technology it developed is found in more than 95% of cell phones worldwide (Ashton, 2023). Similarly, the Higher Profit Margins navigate the inventiveness, along with an absence of rivalries, and innovators can impose higher costs. Renowned for its aeronautical expertise, Rolls-Royce became a pioneer in the development of engines for jet aircraft and continues to operate a profitable defence while commercial aeroplane industry, with £18.3 billion in sales in 2023 (Genchi, 2024).
On the other hand, there are certain disadvantages of being a Pioneer Company, like High R&D Costs & Risk of Failure. Pioneers or Entrepreneurs spend a lot of money on Research and Development (R&D), which might result in large damages if their invention doesn't work out. For example, Sinclair Research sold the ZX Spectrum computer in 1986 after failing to keep it relevant in the business because of budgetary constraints (O’Regan, 2021). Competitors Can Learn & Improve help the latecomers can improve and polish the pioneer's concept. Because of its superior business backing and promotion, VHS (JVC's format) eventually overtook Betamax, the initial video format created by Sony. This suggests that innovators' initial concepts should be improved (McKenna and Egan, 2024). For example, JVC's VHS eventually won because of excellent advertising campaigns as well as widespread commercial support, while Sony's Betamax became a popular early video format. This demonstrates the ability of effective placement to surpass initial invention  (Coelho, 2021).
Low-power applications, outstanding durability semiconductor technology was invented by ARM Holdings (Pioneer in Semiconductor Industry), which began operations in Cambridge in 1990. It grants licensing to businesses like Samsung, Qualcomm, and Apple for their inventions (Coyle and Mandys, 2024). By 2023, ARM processors will power more than 250 billion smartphones and bring in $2.7 billion annually. Its invention of efficient CPUs transformed ubiquitous along with mobile computer technology and established its dominance in the world market (Coyle and Mandys, 2024). ARM Holdings is diversifying towards the fields of edge computing, including artificial intelligence, along with possessing leading CPU expertise. With partners releasing more than 15 billion semiconductors annually, ARM's manufacturing methodology could power more than 95% of mobile processors by 2023 (McKenzie, 2021). 
[bookmark: _heading=h.85ik41txvimd]Advantages of being a follower company 
A follower firm is an enterprise which absorbs and simplifies the inventions, merchandise, and even company approaches of pioneering companies as opposed to spearheading through development (Pinto et al., 2023). Follower companies leverage established patterns to increase effectiveness while cutting expenditures, along with minimising the initial stages' unpredictability, rather than accepting the consequences of establishing a first mover. The advantages of being a follower company, like Lower Risk & Costs, expensive costs of research and development (R&D), and the uncertainty surrounding customer acceptance, are avoided by follower enterprises. After Tesco and Asda, for instance, Aldi in the UK embraced the cheap shopping concept as well as improved both its effectiveness and affordable prices (Spanjaard and Freeman, 2023). Even Improved Market Understanding evaluates pioneers' positive and negative aspects, businesses improve their offerings to more effectively satisfy consumers. Through studying BT's marketing methods, Sky, a telecom firm located in the UK, enhanced its multimedia along with internet offerings (Court of Appeal, 2021). Faster Time to Profitability the businesses frequently become profitable more quickly given that they penetrate a marketplace that already exists. Despite entering the UK later than Aldi, Lidl, a direct rival, swiftly increased the volume of its market, employing competitive price plus localisation tactics (Severino, 2024).
On the other hand, there are certain disadvantages of being a follower company such as Brand Perception and Market Differentiation. It might be difficult for follower businesses to have a unique sense of identity. For instance, within the UK telecommunication market, O2 is up against intense rivalry from early entrants, including Vodafone (Genakos et al., 2021). Dependence on Market Leaders UK-based low-cost airline Jet2 adopts Ryanair's lowering expenses strategy and nevertheless struggles to set itself apart from the competition (El-Kady, 2021).
Following Aldi's idea to establish a cheap grocery store, Lidl UK joined the UK market in 1994. It made use of rapid expansion, cost-effective processes, and successful supply chain administration (Meale, 2024). By 2023, Lidl UK will have more than 960 locations and a 7.6% market share. With its emphasis on high-quality private-label goods, competitive prices, and highly effective transportation, Lidl has quickly established its products among a formidable following (Holleman, 2022). Since private-label goods make up more than 80% of Lidl UK's sales as of 2023, the company can keep prices affordable while upholding its commitment to excellence (Kheterpal, 2024). To lower expenses related to overhead, the business also makes investments in effective supply chain management, which includes regional transportation hubs as well as immediate manufacturer connections (Meale, 2024). 
[bookmark: _heading=h.a0rcypt4af0k]PLC Strategies in the Growth and Maturity Stages 
The commercial theory known as the Product Life Cycle (PLC) outlines the phases that something passes through different phases or stages during launch to eventual decline. It is divided into four major phases: Introduction, when the good is introduced alongside inadequate sales along with elevated advertisements the expenses (CFI, 2025). Growth, when popularity rises and profits while revenue growth rise because its due date. This stage sets the product’s growth at a definite rate before it reaches the maturity stage. Maturity occurs when revenue is at its highest, rivalry escalates, and businesses concentrate on distinguishing characteristics. Decline, when sales fall because of market exhaustion either evolving customer tastes, which frequently results in discontinuing or resurgence. 
Product Life Cycle (PLC) Strategies for Pioneer and Follower Companies 
The Product Life Cycle (PLC) stages are shaped through pioneer companies' introduction of novel merchandise, which generate preliminary competitive attention along with generating customer demands (Iveson et al., 2022). Whenever competition penetrates the marketplace, they frequently go through periods of tremendous development accompanied by maturity. Usually entering during the developmental or maturation stages, follower companies provide comparable or enhanced offerings. They can take advantage of the market understanding along with inclinations already in place, building on the foundation established by pioneers (Harvard Business School Publishing, 2025). Both kinds of businesses encourage imaginative thinking, lower prices, and improve goods' excellence to create a dynamic marketplace, which eventually benefits customers by giving them more alternatives and technological breakthroughs.

Through the introduction of unusual goods, pioneering businesses, also known as first movers, significantly influence the market's patterns. Organisations concentrate on maintaining their technological edge, including expanding their customer base throughout the growth stage of the Product Life Cycle (PLC) (Harvard Business School Publishing, 2025). Two key strategies used in this phase are the Market Expansion Strategy and Confrontation Strategy. Market Expansion Strategy entails increasing the clientele by branching out according to location, addressing diverse markets, or reaching out to emerging populations. For instance, Tesla's client base increased dramatically once it entered the general marketplace through the Model 3, having previously catered mostly to luxury item buyers (Abdelazim, 2022). In 2018, Tesla sold over 145,000 Model 3s in the first twelve months of manufacturing, having made up 60% of total Tesla automobile revenue in that year. In the same way, Dyson first sold the vacuums it made in high-end markets while branching out to more affordable markets with a wider selection of merchandise options. Dyson gained a sizable market share by first concentrating on high-end Hoover cleaners (Han et al., 2024). By 2023, they had increased the accessibility of their brands as well as reached greater numbers of consumers by adding more affordable choices to their lineup. On the contrary, the Confrontation Strategy uses aggressive advertising, an attractive price, or superior quality products to combat competitors. For example, Apple keeps improving the capabilities of the iPhone to beat rivals, including Samsung and keep customers (Ounpipat, 2025). Apple continuously improves the functions of the iPhone, emphasising new developments like sophisticated cameras along with software. Apple dominated the U.S. smartphone industry in 2022, controlling 47% of the market at that time, compared to Samsung's 28% share (Ounpipat, 2025). 
Attack approaches for Follower Companies include methodical programs created to accomplish particular goals in times of confrontation. To succeed, they include assessing an individual's positive and negative aspects, using strategic moves, plus adjusting towards the behaviours of rivals (Tatam et al., 2021). Follower companies in the growth stage of the Product Life Cycle (PLC) use the Leapfrog Strategy and Encirclement Strategy to challenge the dominant players through offering enhanced goods, focussing on unexplored markets, or producing new ideas. The Leapfrog Strategy involves surpassing pioneers by adopting advanced technology, improved features, or innovative business models to offer better value to customers (Tatam et al., 2021). Huawei (Smartphones & Telecommunications), after entering the mobile device industry as an adversary of both Apple and Samsung, outperformed rivals through the development of 5G technology before its rivals (Tatam et al., 2021). Huawei attracted users searching for innovative offerings by making significant investments in research and development, introducing outstanding durability in photographic equipment, AI-driven applications, and excellent connection (Craig et al., 2021). TikTok's particular method guaranteed personalised involvement, which contributed to its swift, meteoric rise among Gen Z users (Tatam et al., 2021). By 2023, TikTok had over 1 billion active users, exceeding numerous established social network sites within advancement  (Craig et al., 2021). TikTok, an admirer of Instagram and YouTube, jumped ahead of more conventional social networking sites by concentrating on the brief form, driven by artificial intelligence material suggestions from others. The Encirclement Strategy involves attacking a pioneer company on multiple fronts by offering a wider variety of products, targeting diverse customer segments, or bundling additional services. By providing a large assortment of businesses and rapid clothing, while directly with consumers, ASOS (E-Commerce & Fashion Retail) surrounded conventional fashion stores like H&M along with Zara. ASOS, in contrast to its rivals, concentrated only on digital retail, offering a smooth online buying process that included immediate shipment along with customised suggestions (Cumming et al., 2022). This contributed to ASOS's dominance in UK digital clothes stores. 
During the maturity stage of the Product Life Cycle (PLC), both pioneer and follower companies face intense competition, market saturation, and slower growth. To sustain profitability and market share, they implement an Increased Penetration Strategy (attracting new customers in existing markets) and an Extended Use Strategy (encouraging more frequent or diverse usage of their products) (Vendrell-Herrero, et al., 2022). An Increased Penetration Strategy involves capturing a larger portion of the existing market by expanding distribution, adjusting pricing, or intensifying marketing efforts. Greggs (Pioneer – Bakery & Fast Food Industry) through extending the locations of its stores outside the main thoroughfares into transportation hotspots, including runways and convenience stores, the well-known UK bread business Greggs was able to boost its penetration of the market (Vendrell-Herrero, et al., 2022). Another example is Virgin Media (Follower – Telecom & Broadband Industry) expanded its market share after BT's hegemony within the United Kingdom telecommunication market by providing rapid connectivity fibre internet alongside combining back there, adaptable, as well television channels at affordable prices (Udokporo et al., 2021). To draw in additional consumers, the program additionally brought open to change, no-contract internet choices while extended into underdeveloped rural regions. The Extended Use Strategy encourages customers to use products more frequently or find new applications to maintain demand. Weetabix (Follower – Cereal & Breakfast Industry)  UK-based cereal company increased consumption of its items by encouraging consumers to use their cereal in fruit smoothies, baked goods, and nutritious refreshments, among other methods (Udokporo et al., 2021). To accommodate varying customer tastes and maintain interest in the established morning cereal sector, they additionally launched new flavours alongside container forms.
Whenever revenues diminish as a result of competitor oversupply, technology breakthroughs, or shifting consumer tastes, the Product Life Cycle (PLC) enters the decline stage. Though the following firms might reorganise or quit, pioneer companies frequently find it difficult to maintain competitiveness (Mousavi et al., 2022). For instance, BlackBerry (a pioneer in the smartphone industry) had to shift its focus to cryptography when touchscreen handsets about Apple and Samsung supplanted QWERTY keyboard devices. At the same time, media streaming services like Spotify and Netflix caused a decline in CD and DVD sales for HMV (Follower – Music Retail Industry), which resulted in the closure of several stores (Mousavi et al., 2022). While some businesses are phasing out unproductive items, others redefine, reduce costs, or seek specific audiences to prolong the lifespan of goods.
The Product Life Cycle (PLC) model helps businesses plan marketing strategies, allocate resources, and anticipate market changes (Shakouhi et al., 2023). Advantages include improved forecasting, better decision-making, and identifying when to innovate or exit a market. For example, Dyson continuously innovates to avoid product decline, introducing cordless vacuum cleaners and beauty technology. However, the model has disadvantages, such as unpredictability, as external factors like economic shifts and consumer trends can accelerate or delay life cycle stages (Shakouhi et al., 2023). Additionally, not all products follow a clear PLC, such as luxury brands like Rolex, which maintain consistent demand without decline. Despite limitations, the PLC remains a useful strategic tool for managing product portfolios.
[bookmark: _heading=h.o1byceagett5]Conclusion 
Businesses must comprehend the advantages and disadvantages of the pioneer and follower companies, Product Life Cycle (PLC) to optimise profitability and maintain a sustainable market. While follower firms adjust and compete by differentiating themselves, pioneer businesses concentrate on development through renewal. While failure to adapt results in decline, strategies such as market growth, prolonged usage, and innovation can extend a product's life cycle. The PLC is not absolute, though; some goods skip phases because of disruptive innovations, whereas other products stay in adulthood perpetually. To stay competitive, successful companies constantly track market changes, make R&D investments, and modify their marketing plans. Businesses in dynamic sectors can increase lifespan and competitiveness by proactively using PLC principles.
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