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[bookmark: _Toc193904647]INTRODUCTION
The strategic marketing is considered as the process of developing and then implementing plans to accomplish organisational goals while maintaining a sustainable competitive advantage. In the present dynamic business environment, it has become imperative for every organisation to innovate for fostering competition and driving progress so that long-term growth and sustainability can be achieved (Audretsch et.al. 2024). The present marketing report emphasises on determining the advantages and challenges of being a pioneer company as well as a follower company. In addition to that, it also focuses on assessing the product life cycles chosen by both companies and then making use of real-life examples to support the statements adequately. 
1. [bookmark: _Toc193904648]Advantages of being a pioneer and follower company
According to Farida and Setiawan (2022), the present globalised business environment demands innovation because of constantly increasing factors like incessant change in needs & preferences of customers, increasing competition and eventually driving growth. As per a survey conducted by Audretsch et.al. (2024), currently 36% of the businesses were innovation active with large-scale corporations taking more risks for being innovative as compared to SME’s. Although, both pioneer and innovative companies are considered to be forward-thinking however, a pioneer organisation is often the first to enter a market and introduce cutting-edge technology whereas, an innovative firm always focuses on improving its existing products/services. For instance, Tesla Inc. can be referred to as a pioneer company as it was the first successful EV car company that disrupted the entire automobile industry through its unique technological capabilities (Hopkins and Lazonick, 2024). On the contrary, its competitors such as BYD Auto, Stellantis etc. are considered to be as follower companies because they chose to follow the innovation and business strategies of market leader i.e., Tesla in order to be successful. Although, follower companies such as BYD, Stellantis are also highly innovative however, they cannot be referred to as pioneers of their industry and can never have the same impact as of Tesla due to the company’s first mover advantage. 
Meanwhile, Wunker (2012), argues that first-mover advantage can also be considered as extremely risky and uncertain as it involves high R&D costs as well as market establishment costs which can lead to eventual losses in the near future. The major challenge of being a first mover in the industry is to persuade consumers into trying the newly launched product because there is lack of knowledge among consumers thus making it difficult to influence their behaviour into purchasing the product/service. However, there are several advantages of being a pioneer company as well which involve- 
1. Market leadership- Pioneer companies achieve market leadership by being the first enterprise launching a new product/service in the industry and establishing a strong brand image accordingly. These companies have the capabilities to push the boundaries and advance a unique idea thus, creating a positive image in the minds of target consumers (Paley, 2021). For instance, Amazon Inc. not only became a pioneer in the online retail industry by selling its products/services on the internet but also became a dominant force through its first-mover advantage and series of constant innovations. As of 2024, Amazon Inc. has the highest market share of 30% in the UK’s retail industry with approx. 86% consumers shopping from Amazon (Statista, 2024). 
2. High-profit margins- It has often been assessed that pioneer companies hold a higher profit margin as they are the ones that revolutionise the industry and the first-mover advantage allows them to charge intensely from the end consumers. This is also because pioneer companies are often first entrants meaning, they face little to no competition which in turn allows them to set premium prices accordingly (Yang et.al. 2025). For instance, Apple company’s iPhone was priced significantly higher as compared to rest of the competitors because of its disruptive technology that revolutionised the smartphone industry.
3. Cost leadership- Dreiling and Bican (2022), states that pioneer companies achieve fast-paced growth in the industry after their products become successful. This in turn allows them to increase production of goods/services and reduce overall manufacturing cost so that economies of scale can be achieved. For instance, Tesla Motors reduced its manufacturing cost by 50% through economies of scale as it increased its production capacity to 2 million EV cars annually. 
4. Technological advantages- The cutting-edge innovative technology used by Pioneer companies is often patent protected which makes it difficult for competitors to replicate it immediately. This in turn also allows pioneer brands to increase their market share, build brand reputation and establish monopoly in the industry thus, maximising overall profitability. For instance, Pfizer company was the first to make covid-19 vaccines and this in turn gave them a full control over the prices as well as technology before generic vaccines arrived (Yang et.al. 2025).
Although, follower companies do not attain the same benefits as those of pioneer companies however, it has its own strengths which are hard to replicate for pioneer firms as well. It includes- 
1. Less risk- The biggest advantage follower companies hold is that they get to learn from the mistakes of pioneer companies which not only minimises the risk of financial loss but also gives a better understanding about external factors that may affect its operations. Problems relating to pricing, product design and inadequate marketing strategies are often corrected by follower companies thus, allowing them to increase their market share subsequently in the industry (Yusof et.al. 2023). For instance, Samsung entered the Smartphone market after introduction of first iPhone in 2007 and introduced larger screens in its smartphones before Apple did meaning, it learnt from the mistakes that Apple committed and responded to consumer demand adequately. 
2. Ability to differentiate and improve- Follower companies often analyse the feedback given to pioneer products by consumers and then provide superior versions through innovation. This is done with the motive to not only provide a better-quality product to customers but also more unique and differentiated so that the follower company can subsequently create its own brand identity in the market. An accurate example of this involves BYD that imitated Tesla’s framework and technology to produce EV card however, they are more affordable and had a broader range so that consumers can have wide variety to choose from unlike Tesla. 
3. Better understanding of market- A major challenge that Pioneer companies face is market understanding as introduction of new disruptive product involves a systematic analysis of market uncertainty, customer taste & preferences, latest trends etc. which involves a lot of time and effort. However, it becomes extremely easy for follower companies to make an assessment and get understanding of market before launching their own version of products/services (Demirci and Erkip, 2024). For instance, social-media platform Snapchat launched in 2011 and introduced disappearing stories as an interactive way of sharing media and updates however, its rising popularity led to Instagram copying the stories option and adding it into its application in 2016. Instagram also innovated through integration of additional filters and widgets in order to make the stories function more interactive.
4. Flexibility- Unlike pioneer companies who follow a single vision, follower companies have the flexibility to pivot rapidly as per the needs and demands of customers. This in turn gives follower enterprises a huge opportunity to not only stay relevant but also grow in all business aspects and maximise profits subsequently. When Apple company launched iOS in 2007, it was only licensed and limited to iPhones however, Google became the follower company and introduced Android operating system in 2008. Moreover, the company licensed it to several smartphone manufacturers be it premium to budget thus, giving company an edge over its rival (GHAR, 2024).
Thus, it can be stated that both pioneer and follower companies have their own advantages and challenges. 
2. [bookmark: _Toc193904649]Product lifecycle strategies followed by both pioneer and follower companies to increase growth and maintain competitive advantage adequately. 
According to Stark (2022), product life cycle can be referred to as a length of time during which a product is available to its customers. It begins from the period when a product enters the market and ends when it is removed from shelves subsequently. The product life cycle for both pioneer and follower companies are as follows-
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Figure 1: Product Life Cycle
(Source: futurelearn.com)
	Stages
	Pioneer
	Follower

	1. Introduction 
It is considered to be as the beginning phase when consumers are introduced to a product/service. Under this strategy large number of investments are made in R&D and marketing to make consumers aware about the products/services as well as their benefits. 
	The pioneer companies have to make substantial R&D investment in this stage as well as to make consumers aware about the products/services. However, it also allows them to charge a premium price for their differentiated product. Abid (2022), states that use of price skimming strategy is made here under which an organisation initially sets up a high price so that early adopters can purchase the product at a premium and then eventually lowers it so that price-sensitive consumers can also purchase it accordingly. For instance, Elon Musk initially invested $6.35 million in Tesla to initiate its R&D and EV manufacturing processes. Further, the company’s earlier model 3 was priced at $52000 but after some time it was reduced to $35000 due to mass demand (Hopkins and Lazonick, 2024).
	The follower companies are often benefitted from the pioneer firm’s mistakes as well as initial R&D, market testing etc. The introduction stage not only helps the follower company in rapid market penetration but also helps the business to adopt cost leadership pricing strategy (Demirci and Erkip, 2024). Under this strategy, the business aims to provide high quality products at affordable prices so that it can capture a higher market share in the long run (Ali and Anwar, 2021). For instance, EV companies like BYD, Rivian etc. entered the EV market after Tesla and adopted cost leadership pricing strategy to ensure quick market expansion. Currently, BYD cars are approximately 5%-18% cheaper than Tesla’s (Cheng, 2023).

	2. Growth- 
Under this stage the products become more recognizable, and it leads to higher sales as well as revenue. Moreover, companies also increase their overall marketing expenditure to ensure product differentiation from rivals and capture larger market share (Jerab and Mabrouk, 2023). 
	Pioneer companies in their growth stage mainly focus on expanding their market share as well as reducing their production cost through large-scale manufacturing so that economies of scale can be achieved. In addition to that, pioneer companies also innovate and introduce unique versions of their previously designed products to grab consumer attention and influence their overall purchasing patterns. For instance, after the initial success of iPhone in 2007, Apple eventually reduced the price of its newer variants by 15-20% through economies of scale. Moreover, the company also innovated and designed newer models with better colours, high technology etc. to improve functionality and achieve competitor advantage (O’Rourke, 2021). 
	Follower companies practice the same approach of large-scale manufacturing and product innovation to ensure competitiveness in the market. These companies also spend extensively on marketing & strategic positioning to ensure that they hold a good position in the market. Almeida et.al. (2021), states that follower companies also focus on customer feedback the most at this stage as it helps them in improving functionality systematically. Samsung company followed Apple’s vision of Smartphone however, it did no positioned its product at a premium price rather, at an affordable price. The company also emphasised towards improving the product design, features etc. to achieve high positioning in the industry and differentiate itself from Apple in the long run. 

	3. Maturity-
It is considered to be as the most profitable stage when the production capacity and marketing expenditure has been maxed out meaning, a product has reached its full potential and that it cannot go any farthest (Petrillo and De Felice. eds., 2021). It becomes extremely important for a business to innovate in this stage-based customer feedback, or it may fail in the long run. 
	In this stage it becomes critical for pioneer companies to establish brand loyalty either through product innovation or customisation. The main goal in maturity stage is to ensure growth and scalability which can also be done through market development i.e., expanding operation into new countries. For instance, Coca-Cola company reached its maturity stage by mid 20th century and then decided to launch new products like Diet Coke, Coke Zero and other soft drinks to ensure incessant growth and competitive advantage (Kehinde et.al. 2024).  
	For follower companies, it becomes much more difficult to sustain and overcome maturity stage as they need to either innovate or engage in price wars with competitors to ensure that they are able to capture rivals’ market share as well. Coca-Cola’s rival makes use of aggressive marketing and introduces new flavours to differentiate itself and sustain cut-throat competition (Kehinde et.al. 2024).  

	4. Decline-
Within this stage, a product loses its market share after competitors start imitating its success i.e., marketing strategies, product design etc. This eventually leads to a drop in the product sales as market has become saturated and either the company stops manufacturing or introduce its new innovative generation adequately (Petrillo and De Felice. eds., 2021). 
	The decline strategy is extremely challenging however, pioneer companies   try to avoid it by repositioning or rebranding their products/services. In case they fail to do so, these companies adopt exit strategy through which either they sell their business, discontinue it or license it other competitor. Blackberry’s phones can be considered as the right example because despite being a pioneer, the company failed to adopt to the mainstream smartphone market thus, eventually leading to its failure (Singh and More, 2022). 
	The decline strategy for follower companies is much easier to avoid through pivoting into new emerging markets or by making products more innovative. This is also because there is lack of R&D investment as compared to pioneer firms. However, decline stage for follower companies usually look like when there is failure to innovate or adopt any radical innovation done by pioneer. Companies like Xiaomi, Vivo often imitate pioneer companies’ like Apple’s innovation and enter into new emerging markets right at the moment of decline stage to keep the demand of products alive until a new disruptive innovation is being launched by the competitor. 



[bookmark: _Toc193904650]CONCLUSION
From the above study, it has been concluded both pioneer and follower companies have their own set of advantages and challenges. Where pioneer companies often get the first-mover advantage however, they have to bear high risk and costs. On the contrary, follower companies leverage from pioneer brands’ R&D, industry knowledge to gain market share in much faster way but they never attain the same brand image as of their competitor. It has also been determined that product-life cycle for both pioneer and follower companies are different as pioneers have their primary focus on innovation and product differentiation whereas, follower companies are more focused towards aggressive marketing, implementing cost leadership etc.to gain a bigger market share in the most efficient way possible. Finally, it can be summarised that despite all the strategies used by follower companies to sustain in the industry, they fail to create the same impact and establish same brand image as that of pioneers and first movers.  
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