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Introduction: 

Modern companies choose several market entry ways to build up their market standing 

in today's tough business world. businesses that launch new product lines before 

competitors exist must decide if they should lead or follow their industry. A company 

that launches its product or service first gains market leadership while earning 

customer dedication and technological prominence. Several leading companies 

including Amazon Tesla and Apple succeed through pioneering methods by leading 

their sectors and creating new rules for what customers expect. Being a pioneer 

requires significant expense for product development and introduces unknown market 

challenges. 

A follower company joins the market after pioneer organizations to benefit from 

established demand without having to invest in innovation development. Service 

providers examine both pioneer achievements and mistakes to establish market 

superiority. Samsung executed a successful product strategy that incorporated 

Apple’s smartphone advancements into their own smartphones while Facebook 

refined features from the earlier social media network MySpace to create their 

services. Followers can achieve lower operational risks together with reduced costs 

while having improved market responsiveness. 

Once devising the entry strategies, companies also have to manage the Product Life 

Cycle (PLC) to include the introduction, growth, maturity, and decline stages. To stay 

relevant in the market, one has to create different marketing and operational strategies 

for each stage. What this assessment does is to look at the benefits a pioneer has 

over a follower and how companies apply PLC strategies in growth and maturity 

stages. This discussion provides a discussion of how the evaluation of real-world 

examples can enable businesses to make the most of their competitive positioning 

and long-term sustainability. 

The advantages of being a pioneer company 

This early-mover pioneering gives a pioneering mover the development and 

introduction of a product or service, and the brand loyalty it creates can either influence 

the perceptions of customer behaviour or mold future competitive products. One major 

advantage of pioneering is first mover advantage which put firms into a dominant 



position in a market long before entry of potential competitors. Benefits under this 

category include access to good locations, patents, and technology leadership. For 

example, Amazon was the online retailer that offered a wide selection of products for 

fast delivery and thus set the standard in the e-commerce industry (Hepp and Loosen, 

2021). Tesla was another pioneer in the field of electric mobility, establishing its brand 

strong before traditional automotive companies caught up with high innovation in 

batteries and self-driving capability. 

Pioneering would ensure another major benefit, brand loyalty, and retention of 

customers. Since pioneering innovators are the first to introduce an innovation, 

customers often associate their brand with the product itself. Thus, Coca-Cola is one 

of the first mass-produced soft drinks, attaching itself to build an iconic brand that 

survives in our time even with strong competition from follower brands such as Pepsi. 

They set the industry standard that would shape regulations, customer preferences, 

and the supplier relationship. Intel is the classic example because it invented a 

standard for microprocessors for personal computers, making it obligatory for a 

competitor to comply with their design. 

Still, risk is involved, and pioneer companies benefit from technologic leadership and 

a widely recognized competitive edge (Nuryanto et al., 2024). Proprietary technologies 

developed by such firms establish an avenue for patenting and intellectual property 

protection. The best example of such a situation is that of Apple which conceptualized 

the iPhone and made it a device that defined the industry with its touch interface, app 

ecosystem, and elegant design. Eventually, competitors made similar devices, but 

Apple held on to the leadership position through continuous innovation and 

maintaining customers' loyalty (Gauttier et al., 2024). 

The advantages of being a follower company 

Risk-taking and trial-and-error are two distinct entrepreneurial traits manifested 

between entrepreneurs and followers. The follower companies take risks early and 

learn from the pioneers, picking up the mess (Cole et al., 2024). The cost becomes 

one primary area and the risk is even less. As the pioneers pay a lot of money for 

research, product development, and customer education, the followers understand the 

knowledge and infrastructures and can avoid these costs. For example, Samsung 

closely followed Apple when entering the smartphone market (Rolls, 2024). It took 



over from the iPhone with better specification features and many models in different 

price ranges. Therefore, it dominates rival without the burden of developing the market 

first. 

Another important advantage is that, in this phase, followers can improve existing 

products. They can acquire consumer opinion from pioneer products and improve their 

products for better delivery to customers. Facebook, for example, entered after 

existing platforms such as MySpace and Friendster had already come up, but it had 

improvement on their weaknesses in terms of being more user-friendly and superior 

in networking. Google was never the first in the field of search engines, as Yahoo and 

AltaVista existed before it; however, Google fine-tuned its algorithms for searching and 

advertising models with time to become an eventual leader (Gauttier et al., 2024). 

In addition, customers are already creating the demand, which means that followers 

will have less marketing costs for awareness creation. An example of this is that 

Microsoft followed Apple in the personal computing industry; however, many 

manufacturers used its Windows operating system and gained dominance by 

developing an open software ecosystem. This way, Microsoft was able to use Apple's 

idea and make it general to the public to own the PC market (Schlachter et al., 2024). 

Usually, follower companies have a high degree of flexibility and adaptability. They 

can change strategy depending on market feedback and are free from any single 

product vision. For example, Netflix started off as a service renting DVDs but followed 

the success of streaming pioneers like YouTube and transitioned to become a global 

leader in digital entertainment. 

In short, both these strategies offer advantages. First-mover advantage, strong 

branding, and industry leadership are enjoyed by pioneers, while cost efficiency, lower 

risk, and better innovations benefit followers. In successful cases, companies choose 

to follow one approach over another based on the market condition, resource 

availability, and long-term objectives (Malik et al., 2024). 

PLC Strategies in the Growth and Maturity Stages: 

An Overview of the Product Life Cycle (PLC) 

From inception to the demise of a product, the progression of life stages is according 

to the Product Life Cycle (PLC) framework. These stages comprise four major 

classifications: 



Introduction Stage: In this stage, the company launches a product and then markets 

it with the intent of increasing awareness and drawing in early adopters (Kholidun and 

Febriansyah, 2024). 

Growth Stage: This dramatic increase in sales occurs due to increased demand, and 

it sells more production and marketing. 

Maturity Stage: After that, it tends to saturate, which leads to fierce competition and 

a differentiation-focused battle. 

Decline Stage: As sales drop, consumers change their preferences, either through 

changes in technology or shifts in the market, requiring businesses to either reinvent 

their product or stop it altogether (Bekele and Zewdie, 2024). 

Both pioneer and latecomer companies have different strategies for leveraging the 

product life cycle to growth and retention of the speed advantage. The subsequent 

sections will thus discuss and provide practical examples from the real world of 

applicable strategies for both growth and maturity stage. 

Strategies of Product Life Cycle at Growth Stage 

During the growth stage of any cycle, a company is always experiencing high demand 

and is thus focusing towards expansion, acquiring customers, and increasing profits. 

Some key strategies from both pioneering and following companies have included: 

1. Market Expansion and Penetration 

Here, companies extend their market by developing new territories, creating new 

customer segments, and increasing the availability of their products (Bahrami and 

Yaghoubi, 2024). 

Example: Tesla 

Tesla focused most of its early growth stage efforts on its global spread as a pioneer. 

The high-end Model S was then followed by affordable models like the Model 3 to 

further saturate the market. The company did not stop there; it further reached out to 

international markets such as Europe and China to speed up its growth. 

Example: Samsung (Follower Strategy) 

Samsung entered the smartphone market after Apple but quickly expanded its 

presence by offering a diverse range of smartphones across different price segments. 

Samsung's Galaxy series targeted both premium and budget-conscious consumers, 

helping the company gain a strong foothold in the industry (Ansari and Yaghoubi, 204). 

2. Improvement in Product and Innovation 



In the meantime, the refinement of a product by improving features, quality, and 

feedback is required for a sustainable life cycle. 

Example: Apple 

Apple revolutionized smartphones using the iPhone. During this growth stage, this 

company continued to innovate, incorporating improvements like iPhone 3G and 

iPhone 4 with better hardware and software capabilities. Apple made high demand 

and strong holding in the market with this continuous innovation (Xu and Yan, 2024). 

Example: Netflix follower strategy 

Netflix initially started as a DVD rental service but then moved into streaming, following 

in the footsteps of Hulu and YouTube. During its growth stage, Netflix improved its 

operational capacity by introducing personalized recommendations, offering high-

definition streaming, and even exclusive content to ensure its rise to global 

prominence in online entertainment. 

3. Aggressive Marketing and Brand Positioning 

Companies hire more massive resources toward advertising, tie-ups, and promotional 

campaigns to reinforce the brand identity, making it more accessible for everyone. 

Example: Amazon 

During the growth stage, great aggression was shown in marketing the Prime 

membership program with free shipping, exclusive deals, and Prime Video access. 

Such a plan ensured customer retention as well as increased spending per user 

(Kehinde et al., 2024). 

Example: Facebook (Follower Strategy) 

Facebook entered social media after MySpace but went out of its way to grab attention 

by an aggressive marketing campaign. By allowing college students to connect 

through a streamlined focusing just upon that small community and eventually opening 

it up to a global audience, it overtook earlier social media predecessors.     

4. Economy of Scale and Cost Management 

Companies cut costs for efficiencies and maximum profits by putting focus on cost 

through increased production volume (Rolls, 2024). 

Example: Microsoft 

Microsoft took advantage of economies of scale in the growth stage of Windows OS. 

By licensing software to multiple PC manufacturers, Microsoft reduced overhead to 

the tune of billions and virtually monopolized the world personal computing market.  

Example: Xiaomi (Follower Strategy) 



Xiaomi entered the smartphone industry after Apple and Samsung but built its strategy 

on cost leadership through online-only sales channels and lean production methods 

so that it could offer smartphones packed with features at lower prices and, with this 

accelerated growth (Gauttier et al., 2024). 

Product Life Cycle Strategies in the Maturity StageOnce the market reaches 

saturation, companies begin implementing the final strategies aimed toward retaining 

the firm's share of the market, differentiating the products, and extending their 

longevity. 

1. Differentiation and Branding 

Product differentiation and branding are enhanced by companies for their brand 

positioning and added features to be called unique against competition. 

Example: Coca-Cola 

The Coca-Cola Company pioneered soft drinks and never rested on this assumption, 

but kept changing its branding to hold onto the market leadership. Introduction of 

changing packaging, flavors, and, of course (Schlachter et al., 2024), health-conscious 

variants such as Coke Zero kept pace with changing consumer tastes. 

Example: Pepsi (Follower Strategy) 

Being a cola industry follower, Pepsi differentiated itself by targeting youth through 

celebrity endorsements and culture branding, inadvertently allowing them to remain 

competitive alongside Coca-Cola. 

2. Market Segmentation and Targeted Advertising 

Refining selected marketing strategies to particular demographics ensures continued 

interest.  

Example: Nike 

In the maturity stage, Nike widened its segmentation by creating special product lines 

for different sports (e.g., running, basketball, soccer). Targeted marketing campaigns 

that involved collaborations with athletes and influencers kept Nike relevant in a fast-

moving market.   

Example: Adidas (Follower Strategy) 

Adidas has been following Nike into the performance apparel market but has done so 

with a contrasting marketing strategy: fashion and lifestyle branding. Collaborations 

with designers such as Kanye West (Yeezy) helped Adidas take up a unique role in 

the sportswear marke (Xu and Yan, 2024). 

3. Diversification and Line Extensions 



The introduction of varieties and complementary services is for sustaining demand 

and preventing decline.  

Example: Apple 

While the iPhone was in the maturity stage, the ecosystem was broadened by Apple 

whereby the company introduced accessories (AirPods, Apple Watch), services 

(Apple Music, iCloud), and subscription models. This diversification has kept revenue 

consistently increasing.  

Example: Google (Follower Strategy) 

Google followed Microsoft into cloud computing but, along the way, instituted 

diversification with Google Drive, Google Workspace, and AI-powered solutions to 

remain relevant in the technology space (Kehinde et al., 2024). 

4. Cost Leadership and Efficiency Optimization 

Optimize supply chains and manage operational efficiency to maximize profit. 

Example: Walmart 

Through maintaining downward logistics relapses, modest mechanization of inventory 

management, conducted better deals with suppliers, new retail industry leaders 

became Wal-Mart. Cost-cutting measures enable Wal-Mart to offer low prices and 

keep being a market leader. 

Example: Target (Follower Strategy) 

Target followed Wal-Mart's lead but differentiated itself through providing higher-

quality products and exclusive designer collaborations, luring a more fashion-savvy 

consumer (Gauttier et al., 2024). 

5. Strategic partnership and acquisitions  

It is include acquiring a competitor or entering into a strategic alliance for greater 

market access and improved competitiveness (Xu and Yan, 2024).  

Example: Facebook 

Facebook remained a dominant player in its maturity stage by buying its emerging 

competitors such as Instagram and WhatsApp. Preventing any fragmentation in the 

social media space maintained its relevance (Gauttier et al., 2024).  

Example: Disney (Follower Strategy) 

Disney entered the streaming sector along with Netflix, acquiring assets including 

Marvel, Star Wars, and 20th Century Fox to build its content pool and establish sane 

competition.  



Conclusion 

Marketing pioneer or follower position determines the ultimate success trajectory of a 

company during the long term. Companies that initiated innovation such as Tesla and 

Apple hold stronger positions in the market because they gained first-mover 

advantages which include recognized brand status along with technological 

advancement as well as dedicated customer bases. Running as an innovation leader 

brings both high expenses and substantial dangers as well as consumer education 

complexities to companies. Follower organizations such as Samsung and Facebook 

utilize pioneering work from other companies to develop enhanced products and 

decrease risks and achieve business goals by optimizing expenses and planning 

techniques. The developing Product Life Cycle (PLC) receives significant importance 

for companies to retain their market position. Organizations prioritize market 

expansion as well as product innovation combined with aggressive marketing and 

economies of scale implementation to reach maximal sales outcomes during the 

growth stage. The market development now demands companies to adopt 

differentiation approaches while using market segmentation models and diversification 

options together with strategic partnerships and cost minimization for maintaining 

superior business positions. The firms Coca-Cola and Nike maintain successful 

operations by keeping up with market transformations through continuous innovation 

coupled with brand development. Thus, there cannot be a completely unified approach 

to market entry and its management in terms of the life cycle. Organizations have to 

weigh the state of affairs in the given business environment, resources available for 

their acquisition, and their long-term objectives.  
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