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In simple terms, pioneers are organisations that introduce a completely new business model and offer a unique product or service that is completely new to customers. Organisations that are pioneers have a strong futuristic vision and clarity about the gaps in the industry, which allows them to gain the benefit of a firstcomer (Nani, 2016). In contrast, follower companies are the ones that adopt the business model of a pioneer company and develop their product or service in the same industry (Nani, 2016). 
In this essay, the advantages of both pioneer and follower companies will be explained, moreover, examples will be provided to support the argument presented. Furthermore, this essay will explain the different stages of the product life cycle that organisations follow when it comes to developing a particular product or service. In this respect, this essay will highlight the stages and show the different strategies that are adopted by the brand in order to gain success. The explanation will focus on pioneer and follower companies, whereby the essay will show how these two groups of companies have used the product life cycle to increase the sales margin of their developed products. 
[bookmark: _Toc191895969][bookmark: _Toc193740700]Advantages of a Pioneer Company
An organisation is considered to be a pioneer when it focuses on adopting the differentiation strategy whereby the company emphasises launching a new product or service. Furthermore, it is seen that a pioneer takes a high risk when it comes to entering the industry with a new range of products (Nani, 2016). The primary reason is that a pioneer has comparatively less information concerning the feasibility and acceptance of the particular product or service within its target audience. When it comes to the advantages gained by a pioneer, it is primarily noted that a pioneer gets the opportunity to be a first mover in the industry (Chen et al., 2023). It is seen that a pioneer company, during its entry into the market, will experience near-zero competition since there lies no potential alternative to the product or service that is being offered. Moreover, being a first mover, a pioneer company is able to build a strong dominance in the industry. This significantly helps the pioneer brand to gain a larger market share, which helps in generating a greater revenue margin (Nafizah et al., 2024). In addition, a higher market share indicates that a pioneer brand will be able to create a wider brand awareness among its target customers, which would, in turn, help the company to generate heavy cash flow. 
A pioneer company gains the opportunity to develop its own supply chain and distribution network, which helps a brand to avoid possible disruption as compared to selecting an existing distribution channel such as Coca-Cola. Moreover, this particular advantage helps the pioneer brand to maximise its profit margins, which in turn strengthens the economic sustainability of the company. Another major advantage gained by a pioneer company is the independence to set a particular price margin for the new product or service. The pioneer brand can decide on its desired profit margin rather than setting a price that is standardised in the market (Azzam et al., 2021). An example of a pioneer company using this strategy is Netflix, which set the standards in the streaming industry. A pioneer brand is able to create positive customer judgment and consumer perception, which helps a brand to achieve customer loyalty. In simple terms, a customer tends to remember the company that first launched the product, which helps the pioneer brand to maintain their market share and customer base. It is often noted that a pioneer brand can benefit from the patent or copyright of the intellectual property of the innovation. This allows the brand to have control over the product even if other organisations enter the industry. Lastly, it is seen that a pioneer brand can successfully maintain its leadership position in the industry, which provides the brand with a long-term competitive advantage (Nani, 2016).  
[bookmark: _Toc191895970][bookmark: _Toc193740701]Advantages of a Follower Company
A follower is one such company who have replicated or adopted the business model of a pioneer company considering the opportunities that have been developed in the market. A follower brand experiences comparatively less risk as compared to a pioneer brand when it comes to entering the industry. This acts as a major benefit since a follower company has strong data related to the feasibility of the product and the preference of the target audience (Giachetti and Pira, 2022). This benefit helps the follower brand to better identify the strategies that can lead them to successfully develop, launch, and promote the product. Additionally, it is seen that a follower company needs to invest a comparatively small amount towards research and development as compared to that of a pioneer brand. The primary reason is that a follower company only has to replicate the product or service that the pioneer brand has successfully developed and tested in the market (Chen and Sun, 2023). Another advantage gained by a follower company is the upgrading of the existing product. It has been noted that often, the product launched by a pioneer company contains certain gaps that decrease its value proposition. A follower brand receives the opportunity to mitigate those gaps through their product or service, which provides them with a significant market share and sales margin as in the case of technology sector where companies like Huawei, Beko, Russell Hobbs, and Hotpoint are gaining popularity and increased customer base. Finally, it is seen that a follower who is an early adopter in the industry gains almost similar benefits to that of a pioneer, which helps the brand secure the position of a market leader (Chen et al., 2023). 
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When it comes to examples of pioneer brands, it is seen that Netflix is a primary example. Netflix started its business as a DVD rental business, and in 2007, the company launched its own subscription-based online media streaming platform (Karakulath, 2023). This revolutionary move significantly changed the media streaming industry and allowed Netflix to develop a new market. This innovation by Netflix helped the brand to gain exponential growth, whereby in 2024, the company earned a total revenue of 39 billion dollars (Stoll, 2024). There lies a range of follower companies that successfully replicated the business model of Netflix and entered the online media streaming industry. In view of this, it is seen that Amazon Prime Video is one of the most popular online streaming platforms, which replicated the model of Netflix and launched a wide range of original content for entertainment. Prime Video earned a total revenue of 14 billion dollars in 2023 and presently has 290 million users (Curry, 2025). In addition to this, other successful followers of Netflix include Disney Plus and ESPN. 
Another pioneer brand that created the market of fizzy drinks is Coca-Cola. In 1886, the first drink of Coca-Cola was made, in which syrup was mixed with carbonated water (CocaCola, 2025). This particular product revolutionised the soft drinks industry, making the brand popular among all groups of customers. In addition to this, Coca-Cola was also a pioneer when it bottled the drink and sold it to the public. The business model of Coca-Cola was later replicated by another leading giant in the beverage industry, PepsiCo. In 1898, PepsiCo launched its Coke, which was a similar drink developed by Coca-Cola almost a decade ago. In 2023, PepsiCo earned a revenue of 91.47 billion dollars, especially from its two popular products, Pepsi and Mountain Dew (Ridder, 2024). 

[bookmark: _Toc193740703]Product Life Cycle
[image: A diagram of a sales cycle

AI-generated content may be incorrect.]
Figure 1: Product Life Cycle (PLC) Stages
(Source: Prasad et al., 2019)
The above figure shows the four different stages of the product life cycle, which include introduction, growth, maturity, and decline. Considering the case of both pioneer and follower companies, it is seen that the product life cycle is largely adopted by organisations when it comes to developing and upgrading a particular product (Prasad et al., 2019). 
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When it comes to the product introduction stage, the primary focus of a pioneer organisation is to develop an effective product that can create a positive value for the target audience. During this stage, pioneer organisations focus on research and development strategies that allow them to develop an innovative product and make it distinct in the industry. Considering the case of follower companies, it is seen that these brands emphasise analysing the product by a pioneer company and identifying the potential gaps in these products (Ortt and Kamp, 2022). During the introduction stage, both pioneer and follower companies focus on creating their brand identity through extensive promotional activities. Moreover, pioneer companies focus on collecting customer feedback related to the product and service, which allows them to understand the feasibility of the product in the long term (Prasad et al., 2019). 
The pricing strategy of a product plays a major role during the introduction stage of the product life cycle, whereby companies focus on different strategies, which include rapid skimming, rapid penetration, slow skimming, and others. Considering the case of Netflix, it is observed that the organisation focused on a rapid penetration strategy. As per this strategy, organisations aim to keep the prices at the lower end during the initial launch of the product and largely focus on promotional activities (Menz et al., 2021). A similar case was observed during the launch of the online streaming platform Netflix, whereby the organisation kept its basic plans at 7.99 dollars. However, Netflix analysed the customers' buying patterns, which made it introduce other subscription plans. On the other hand, Prime Video, which is a follower brand developed by Amazon, also focused on a similar strategy whereby they considered analysing the success of Netflix and adopted the rapid skimming strategy. In this respect, Prime Video focused on keeping a competitive price, which allowed the brand to gain significant market share (Yao, 2023).
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The second stage of the product life cycle focuses on the growth stage, in which the primary focus of a pioneer company is to analyse customer feedback and make necessary amendments to its existing products. In addition, pioneer companies also focus on upgrading their offered product or investing in extensive promotion and market expansion (Prasad et al., 2019). In contrast, follower organisations during the growth stage strongly focus on identifying new target customers whom the company can cater to in order to increase their product’s market share. The primary focus of follower organisations is to compete with the pioneer brand in terms of revenue margin and customer base. Like a pioneer brand, a follower organisation also invests in promotional activities during this stage, which increases customer awareness about the product. During the growth stage, a particular product observes a significant increase in demand, due to which analysis of customer sentiment plays a crucial role for the businesses (Prasad et al., 2019). Considering this, both pioneers, as well as follower brands, should focus on upgrading their products in order to obtain a better revenue margin. 
When it comes to growth strategy, it is observed that the strategic decisions made by Netflix significantly helped the brand establish itself as one of the largest online streaming platforms. After its launch in 2007, Netflix focused on operating the customer experience on its online platform, whereby it introduced high-quality video streaming, such as Ultra HD videos, which in turn enabled the brand to attract customers (Arshad et al., 2025). In addition to this, Netflix uses the fortress strategy and focuses on releasing original content, which opened a completely new sector in the media and entertainment industry. Furthermore, Netflix, during its growth stage, analysed the change in customer behaviour towards content like films and web series. This helped the brand to gain the attention of the customers towards their subscription-based streaming platform. Considering the case of Prime Video and Disney Plus, it was observed that these follower brands also focused on developing original content and improving their viewer experience using an attack strategy. However, in the case of Disney Plus, it was observed that this online media streaming platform provided access to different third-party programs and events. Moreover, they also provided localised content, which helped them to expand in the international markets and generate revenue (Yao, 2023). 
Considering the growth strategy of Coca-Cola, it is observed that this pioneer company strongly focused on its packaging and distribution strategy (Chen et al., 2024). Moreover, it is observed that Coca-Cola has sustained its original flavour of Coke since the beginning and concentrated on diversifying its portfolio across different countries. Furthermore, it is noted that Sprite, Fanta, and Coca-Cola Original are some of the most liked products of the company. On the other hand, it was observed that PepsiCo, which is a follower company of Coca-Cola, also focused on a similar strategy, which allowed the brand to increase its market share and provide strong competition to Coca-Cola. PepsiCo also expanded its product portfolio and introduced drinks like Mountain Dew, Mirinda, and 7up. This allowed the brand to compete with the pioneer Coca-Cola and attain a competitive position in the industry (Xie, 2024). 
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Regarding the maturity phase, the primary focus of both pioneer and follower companies is to sustain their brand and continue generating cash flow (Jaradat et al., 2025). In addition, during this phase, organisations strictly focus on analysing the present market trends and implementing some necessary changes in their product, which allows them to maintain their customer base. As an example, Netflix strongly focused on innovating its product portfolio, whereby providing multiple subscription plans at a higher cost margin. On the other hand, Coca-Cola observed the importance of a sustainability approach when it came to maintaining its positive brand image. Due to this reason, the company developed its sustainability goals, whereby they focused on sustainable packaging and recycling old bottles (Imran et al., 2024). 
During the maturity stage, pioneer companies like Netflix struggle with market saturation and increasing competition. The organisation continues growing, but competitive pressure rises from follower companies that intend to arise, and therefore, growth tends to decrease. Direct competition will increase as the market becomes more competitive over time. Profit also begins to drop as the growth rate slows down. The pioneer company needs to reconsider its approach and reposition itself in the market using product modifications and other marketing mix variables (Prasad et al., 2019).
On the other hand, follower companies like Amazon Prime Video and Disney Plus, during the maturity stage, compete aggressively using pricing and marketing differentiation strategies to increase their market share (Yao, 2023).
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The final stage of the product life cycle is the decline phase, where a product slowly loses its market share (Stark, 2022). During this stage, organisations aim to diploid strategies, which can be used to build new products or upgrade existing products as per the present market trends. In the Decline stage market is starting to be saturated and sales levels become lower (Wicaksono, 2019). Kodak is one such company that produces analogue photo films, and it is presently a declining product. 
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This essay has explained the different advantages of pioneer and follower brands whereby it is seen that a pioneer brand enjoys the advantage of being a first mover, which allows them to gain a larger market share and customer base. Moreover, a pioneer brand can set the price of the product and create a positive customer perception of the brand. In contrast, a follower brand gets the advantage of a low-risk margin whereby it can make use of the business information of the pioneer brand in order to develop its products and perform market segmentation. A follower brand is able to upgrade the product, which further allows it to gain a greater market share. Finally, this essay provided examples of pioneer brands like Coca-Cola and Netflix, along with follower companies like Amazon Prime Video and PepsiCo.
This essay has also focused on the four different stages of the product life cycle, which are introduction, growth, maturity, and decline. The different product strategies that are adopted by both pioneer and follower organisations have been highlighted. As an example, the rapid skimming strategy was used by Netflix during its introduction stage, which helped them to gain a larger market share. During the growth and maturity stage, it was observed that companies like Coca-Cola focused on the expansion of product portfolio and deploying sustainable approaches. 
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