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Advantages Of Being a Pioneer and Follower Company
[bookmark: _Toc193978101]Introduction
Whether to be a pioneer or a follower is a significant issue for organizations that introduce new goods or services or enter new markets. The pioneers, or first entry, try to attain a competitive advantage by introducing the first products into the market, while followers, or second entry, capitalize on the advantages offered by the pioneers and minimize risks. This decision is strategic as it determines a company's positioning strategy, resource utilization, and growth in the long run. The timing of the strategy, the markets in which the strategy is to be implemented, and the capabilities of the internal organization also influence the strategy. This paper looks at the opportunities associated with being a pioneer or follower in the market while also analyzing their product life cycle methods.
A pioneer company establishes a new product, service or technology in the market for the first time. These companies accept the challenge and uncertainty of the new environment by investing large sums in research and development (R&D) and promotion (Barbieri and Santos, 2020). They build brand associations, consumer attachment and lock-in, and establish the benchmarks to gain market dominance before competitors arrive. For instance, Tesla established itself in the market for electric vehicles and solidified new standards of environmentally friendly transportation to push traditional car manufacturers out of their comfort zones (Chen et al., 2021). Companies that operate in these sectors have the advantage of being able to pioneer, meaning they are well-established brands that, by and large, already benefit from customer awareness but have to bear with the costs of educating the market, always being the one that highlights the value of the innovation to the market.
On the other hand, a follower enters a market after the pioneers have already initiated the market. They see the trailblazers' achievements and drawbacks, enabling them to hone their products, minimize losses, and focus on untapped opportunities (Cirik and Makadok, 2023). As an illustration, Samsung joined the smartphone market after Apple, focusing on producing a vast number of different devices that meet the needs of different customers in terms of hardware and cost. Such companies gain low cost of implementation, high awareness of future product requirements from consumers, and mistakes made by pioneers (Dreiling and Bican, 2022). However, they often need to distinguish themselves from others and compete with pioneers and the other followers.
[bookmark: _Toc193978102]Pros of being a Pioneer Company
The first pro is the first-mover advantage, which impacts a firm's revenue streams and market position before competitors enter the market. This is because the brand image of a pioneer tends to be the image of the product or service that is nailed for good in the minds of the consumers (Giachetti and Pira, 2022). For instance, the Coca-Cola Company has continued to lead the soft drink industry for over a century due to early market entry and unrelenting brand management. Market pioneers gain a competitive advantage because very few competitors enter the market initially, and therefore, few build a customer base that can be quickly challenged (Gómez, Perez-Aradros, and Salazar, 2022). This early brand equity is another competitive advantage which new entrants cannot offset when they decide to compete.
Further, first-movers gain a technological competitive advantage by setting standards and acquiring patents that safeguard their inventions. Through this kind of leadership, they can dictate the market's flow and thus limit competition from other players (Markard, 2020). For instance, Apple has remained a market leader in smartphone production through innovations like the trending App Store and Face ID. Thus, pioneers can control their innovations through patents, excluding competitors and holding market domination (Pantano, Pedeliento, and Christodoulides, 2022). It also contributes significantly to their image and gives them a strong base they can build regarding technology.
Moreover, one can acquire important resources before competitors invade the market. This entails the selection of the right locations, vendors, and performers (Piila et al., 2022). For instance, Amazon built up a broad initial presence in e-commerce to build out a vast distribution network and logistics well ahead of many competitors. By committing these resources early, the pioneers can achieve economies of scale and grow faster than late entrants (Rusch, Schöggl, and Baumgartner, 2023). The same applies to partnerships and supplier relations, whose control is important for consolidating market dominance.
Also, generally, pioneers can have more significant profit margins because there are no competitors with similar products in the market at this stage. Newly established companies with a new product or service can afford to set prices at a premium since there are no similar competitors (Schaltegger, Loorbach, and Hörisch, 2023). For instance, Dyson used its unique technology in vacuum cleaners to charge higher prices for home appliances. Although competition inevitably appears, the high raw margins enable pioneers to generate the necessary funds to introduce new, extended, protective elements to their business (Wambsganss et al., 2023). This favourable position can allow a firm to weather different changes within the market space.
Additionally, the pioneers can invest in barriers to entry or switching costs, which make it hard for customers to switch to competitors. This is well illustrated by observing technology industries such as Apple, which has developed a closed loop of related devices, software, and services (Barbieri and Santos, 2020). Apple makes its products sticky for consumers once they decide to embrace it in their daily usage, for instance, iPhones, MacBooks, and watches, whereby the system offers the greatest conveniences that make the consumer stick with Apple companies. They also help limit competition since customers will not easily switch to another system they have not invested in (Chen et al., 2021). Making such ecosystems allows pioneers to guarantee they will stick around for the long haul to enjoy multiple revenue streams.
[bookmark: _Toc193978103]Benefits of Being a Follower Company
An important benefit is that opportunities signify lower risks and costs because individuals can see the strengths and weaknesses of the early entries. They also benefit from reduced need to invest much money in research and development, which pioneers must do to develop the product and bring it to market (Cirik and Makadok, 2023). For instance, after Apple developed the revolutionary iPhone, Samsung ventured into the smartphone business. Samsung was also able to follow the innovations of Apple and customer response in the shape of larger screens and customizable features without having to invest in the initial research and development costs (Dreiling and Bican, 2022). This enables the followers to direct resources where they are most beneficial— on enhancing the technology they already possess rather than researching new technologies they need. 
Additionally, followers can reap the rewards of market recognition, as pioneers assume the trial and error of market testing consumers' demand and receptiveness to specific commodities. Getting into the market after pioneers have discovered its potential means that followers' risk is mitigated as they can now work on making improvements and presenting products (Giachetti and Pira, 2022). For example, Facebook came to the scene after MySpace had set the tone in the social media platform sector. To that end, rapidly learning from MySpace's mistakes, Facebook could quickly build itself to be more user-friendly and expandable, essentially passing up MySpace in the process, which is an approach that assists the followers in entering markets armed with the consumers' needs and challenges (Gómez, Perez-Aradros, and Salazar, 2022). Hence, this makes their strategies more effective. 
Furthermore, followers are more flexible when reacting to industry changes and customer expectations. When pioneers stick with their chosen innovations, followers can easily switch gears (Markard, 2020). For instance, Google threatened to challenge Yahoo only after the latter had created a niche for itself in the market, but however, being able to perfect its algorithms and adjust its aims towards giving the users the best experience, Google outcompeted Yahoo both in utility and demand. Followers can also 'flip' more quickly if a product or strategy is unsuccessful since they do not have to commit to a particular path (Pantano, Pedeliento, and Christodoulides, 2022). This helps followers remain relevant in constantly changing markets because the tastes of consumers and available technologies are constantly changing.
[bookmark: _Hlk192922324]By following such pioneers, followers can grow and learn from their mistakes and triumphs and create better products to combat flaws in previous products. For example, Microsoft intruded into the operating systems after other firms had already produced primitive GUIs (Piila et al., 2022). Thus, observing the shortcomings of such systems, Microsoft improved its Windows OS, making it stable and offering functionalities that became the standard in the industry. Likewise, Dell built upon the first generation of personal computers developed by IBM and many others and sought to provide more affordable computers that could be customized and sold to the general public (Rusch, Schöggl, and Baumgartner, 2023). This ability to apply both technology and understanding the customers' pain points makes the followers offer better quality goods, sometimes cheaper than their competitors, putting them in a vantage position.
Followers also benefit from higher prices by entering the market after the pioneers set it at premium levels. When the value proposition of a new product reaches maturity, followers can be cheaper in line with consumers' price sensitivity (Schaltegger, Loorbach, and Hörisch, 2023). For instance, Xiaomi produced smartphones when Apple and Samsung had established high price thresholds for premium phones. Xiaomi gained a significant market share by selling its smartphones at a relatively low price while maintaining quality standards, especially in emerging markets (Wambsganss et al., 2023). In the same way, pricing can also become a way to establish a competitive advantage, enabling followers to market their products competitively without cutting prices incessantly, ensuring that they are not rendered unprofitable.
Product Life Cycle Strategies for Pioneer and Follower Companies
The Product Life Cycle (PLC) stages are Introduction, Growth, Maturity and Decline. Different behaviours are considered appropriate for pioneers and followers at each stage (Barbieri and Santos, 2020). Pioneers invest in innovation and market development during the establishment phase, while followers join during the growth or maturity phase, employing improved technology and competitively priced products. In maturity, pioneers may protect their market share through brand loyalty; followers, on the other hand, focus on product cost (Chen et al., 2021). Both may innovate or exit the market in decline, but followers are known to pivot faster than leaders, and generally, understanding PLC as an organization growth concept enables managers to design strategies that will most effectively achieve the intended goals and objectives.
[bookmark: _Toc193978104]Pioneer Companies' PLC Strategies
In the introduction, the pioneers invested much money in R&D and advertising to develop demand for new products. For instance, Tesla promoted and developed electric vehicle (EV) technology and market awareness early in the EV market (Cirik and Makadok, 2023). First movers often employ a skimming pricing strategy for the product, setting high prices to recover high costs. Apple used this strategy with the iPhone, setting a high price to appeal to early adopters and build the brand image of innovation (Dreiling and Bican, 2022). These are important for pioneers to create adoption and prepare the ground for future improvements.
During Growth, pioneers strategize to take advantage of the growing market through vertical integration and market expansion. For example, Amazon started as an online book store and gradually became a platform for virtually every type of product and service (Giachetti and Pira, 2022). Pioneers also pay much attention to brand loyalty, which is achieved through integrating unique features in the market. Netflix, for instance, heavily invested in new content to maintain the existing clientele base and get new ones, thus establishing itself in the streaming niche (Gómez, Perez-Aradros, and Salazar, 2022). These strategies make it easier for pioneers to sustain their competitive advantage when the market evolves and competition increases.
In Maturity, pioneers employ cost repercussions strategies to cut costs by adopting economies of scale and efficiency gains. Pioneers also focus on growth through diversification and market development, taking advantage of the opportunities to enter new markets, a good example being Coca-Cola, which has branched out to different regions by modifying its products to fit the different markets (Markard, 2020). Such intensifications enable pioneers to achieve optimal profitability and prolong the key product lifespan when other participants enter the market.
During the Decline, pioneers face the challenge of adapting or starting a new product line. Apple overcame this stage by moving from iPods to iPhones, using knowledge of consumer electronics to enter the smart phone market, and likewise, IBM let go of its hardware division and sought to reinvent itself as an artificial intelligence and cloud computing giant (Pantano, Pedeliento, and Christodoulides, 2022). They can thus adapt and renew themselves and remain dominant while their products become less popular overtime due to changing trends and innovation.
[bookmark: _Toc193978105]Follower Companies' PLC Strategies
During the introduction, followers tended to use the market penetration pricing strategy to outcompete pioneers in the market, hence attracting price-sensitive customers. For instance, Xiaomi initially offered cheap smartphones with enhanced features targeting customers who may have formerly used industry pioneers such as Apple (Piila et al., 2022). They also learn from the mistakes pioneers made earlier, thus improving the products or even overall strategies, helping them to mobilize and effectively challenge pioneers in the market quickly.
The Growth stage is characterized by followers attempting to expand quickly on the foundation and research done by pioneers. For instance, after recognizing the iPhone's success, Samsung quickly rushed to popularize its Galaxy line of smartphones, leveraging existing manufacturing muscles to expand the product (Rusch, Schöggl, and Baumgartner, 2023). They also add value to features made by pioneers to capture customers who may be unhappy with superior services, hence utilizing the market opportunities and increasing their market size while benefiting from lower expenses incurred in research and development.
Unlike the earlier stages, the Maturity Stage determents broad followers based on cost advantage and customization to carve a niche in a saturated market. For example, OnePlus sells smartphones with features often associated with luxurious brands but at mid-market prices, catering to people who wish to own a high-end device but do not wish to pay a high price (Schaltegger, Loorbach, and Hörisch, 2023). Followers also look for other sources of income to support growth, which helps followers sustain their profitability and market standards as the market evolves and gets more competitive.
In Decline, shareholders redirect their products to offer niche markets or invest in ancillary industries. For instance, after struggling for several years, Nokia decided to reclaim the market share by targeting cheap smartphones and affordable feature phones to regions that could not afford high-end models (Wambsganss et al., 2023). Thus, rebranding and market diversification allow followers to prolong the product's usage and search for new opportunities while its base markets become less attractive.
[bookmark: _Toc193978106]Conclusion
Overall, being a pioneer or a follower has merits and drawbacks. Pioneers like Apple and Tesla attain market control and brand loyalty while sustaining high costs and risk, whereas followers, including Samsung and Xiaomi, modify and improve established innovations. However, they lag behind in terms of differentiation. It also has implications for product life cycle strategies since the pioneers concentrate on creating the market and innovations. In contrast, followers focus on improving and making the product as cheap as possible. Overall, both strategies are possible, provided the specific industry and manner of operation are considered. This means that competition is no longer a question of getting there first but a race of organizing resources efficiently.
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