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Introduction

Competitive markets allow companies to be pioneers or followers, and both approaches
have distinct strategic advantages. It is a pioneer company and the first to offer a new
product, a new service or a new business model, setting the tone for the industry’s
business and for the behavior of its customers. On the other hand, a pioneering company
is the first, investing in knowledge, mistakes and opportunities that a follower may take

advantage of in entering the market later (Cleff and Rennings, 2012).

By being a pioneer, a company can have strong brand perception, which will set the
industry standards and get an early market dominance. Despite such challenges, such
as high development costs and the chance of failure, it also came with (Stacchezzini et
al., 2023). At the same time, to become a follower, companies have the advantage of
entering a previously established market at less risk and can take advantage of cost
benefits and improved strategies. Whether led by Tesla, Amazon or Apple, these have
been major business successes for both strategies; but Samsung, Google, Facebook
have proven that as first movers and in Google and Facebook's cases second movers,

too.

Firms can be pioneers or followers in competitive markets, which have advantageously
different strategic features. These are pioneer companies which are the first to give new
product, service or business model to industry, and thereby form industry standards and
consumer behaviours. Nevertheless, development costs and risks of failure are high for
pioneers. On the other hand, follower companies have less risk, increased cost base and
a market insight. Depending on execution and market dynamics, both helped companies

such as Tesla, Apple, Samsung and Google become successful.
Advantages of being a Pioneer company

First-Mover Advantage

Being first on a marketplace gives the pioneers brand recognition and customer loyalty
that they wouldn’t get if they arrived later. Innovative products help maintain a long term

dominance through association with the original brand, as the consumers associate
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innovative products with the brand. Things like that, for example, Apple’s iPhone
revolutionized the smartphone industry, and became synonymous with the premium

smartphone one (Caruso, 2019).

Pioneers are the first to enter the market and they get strong brand recognition, customer
love, and as a result it is hard for later entrants to make traction. With innovative products
consumers often associate the original brand and enjoy long term dominance (Feng et
al., 2020). Facing the same lineage, Coca-Cola used its first mover status as a first mover

to make a strong global presence among other brands of soft drink.
Technology Leadership and Intellectual Property

Pioneers invest considerably in research and development (R&D), and the patents they
obtain are typically very attractive products with a long term competitive edge. The electric
vehicles have become popular with Tesla who have their own advanced battery
technology and self-driving features, and have been leading the industry (Jain et al.,
2025).

These pioneers spend a large amount of money in R&D to get patents and the
technological leadership. It then gives competitors no chance to replicate innovations that
would otherwise give them a sustained competitive edge. For example, among other
things, Tesla's battery technology advancements, and self-driving platform have granted
it a leading position in the electric vehicle industry, with significant barriers present for
competition (Palomo Lario, 2024). Intel’s early dominance of the microprocessor sector

allowed it to set the standards that resulted in long-term advantages.
Market Control and Industry Standard Setting

Early admissions, as the name indicates, give entrants an advantage in shaping
consumer preferences, defining industry standards and shaping the prevailing

environment in terms of regulations.

Early entrants are able to set the standards that the following entrants must adhere to,
because they can influence how the market functions as well as which consumers have

preferences to join the market (Kirjavainen et al., 2022). It creates an ecosystem where
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the pioneer’s framework must be adhered to by other competitors, which provides the
pioneer with leverage. A good example is how Microsoft created itself as the dominant
operating system provider with Windows, the standard which competitors had to fit in
(Crookes 2021).

Higher Profit Margins and Premium Pricing

Pioneers can earn extra prices by virtue of their heading early, which is why they can take
care of fees prior to opponents. For instance, when traditional media companies came
into the streaming services space, Netflix was a leader in that space and was a pioneer,
delivering very high subscriber growth, before these media companies even entered it
(Rastogi et al. 2023).

A pioneer, as the first mover, can establish premium pricing despite the fact that the
competition is still not sufficient (Feng et al., 2020). Because they bring in innovation, they
can charge higher prices, and recover R&D costs before followers come to the market
with cheap imitations.

Customer Switching Costs and Network Effects

High switching costs and network effects make early entrants able to gain benefits
because their product or service gains more value as more people adopt it. For instance,
Adobe’s Creative Cloud software collection has hinged itself as the de facto standard in
the industry; it is practically impossible for working people to switch to alternative systems

without compatibility and learning curves (Morrison 2023).
Advantages of being a follower company

Lower Risk and Market Validation

Fellow avoids the risks of the pioneers. They are able to analyze market reception and
modify their products accordingly (Palomo Lario, 2024). For instance, Google wasn’t the
first search engine, but it discovered and studied the limitations of Yahoo! and AltaVista

to develop a more proficient algorithm.




If a market is already proved, marketplace would be without a risk of uncertainty that
pioneers face. So they can examine the success and the failure of the originators and
make strategic decisions. It reduces the chance of a failed product introduction by
entering a product that flops because consumers do not want it or because the technology
is unworkable. For example, Google wasn’t even the first search engine, it just went on

to fix the problems that the search engines before it had (Palomo Lario, 2024).
Cost Efficiency and Reduced R&D Investment

This is because followers need to spend less in R&D, hence they can provide more efforts
for upgrading existing technologies at a lower cost (Alam and Alvi 2024). At first, Samsung
entered the smartphone industry following Apple but succeeded in obtaining a large share

of the market by selling numerous models at different price levels.

Lower research and development (R&D) costs are borne by followers since they spend
less on research and development for the initial product innovation. They concentrate on
incremental improvements and reductions in cost. Through leveraging existing
technology and supply chains, followers are able to create high-quality products at
significantly lower cost. For example, after Apple gained such popularity, Samsung
entered the smartphone industry yet it managed to stay in the market by it offering a lot
of models of varied price points so that they were available to as many consumers as
possible (Samadiji 2024).

Improved Market Understanding and Consumer Preferences

Pioneers’ successes and mistakes are followed by their followers who take a turn
adapting their products to keep up with consumer demands (Melnychuk et al. 2024). After
MySpace, Facebook entered but did much better in developing user engagement and

advertising models and became the leader.

Pioneers watch and imply what consumer feedback and re-aligning offerings with market
demand seems to be for followers to observe. In fact, pioneers sometimes make
mistakes, miss the consumer needs, and followers can benefit from that. In terms of social

media, for example, Facebook entered the social media market after MySpace, but




focused on a more neater user interface, and stronger user engagement, allowing it to

surpass its predecessor (Melnychuk et al., 2024).
Ability to Learn from Pioneers’ Mistakes

The greatest advantage on being a follower is you have an opportunity to analyse the
pioneer and improve on weaknesses. It allows for pioneers to fail and followers to see
where and come up with some strategies to avoid a similar problem. For instance,
Microsoft gained from Apple’s pioneering success in the personal computing industry by
forming partnerships with hardware manufacturers in order to promote Windows to be the

dominant operating system (Zachary et al., 2025).
Flexibility and Faster Adaptation to Market Changes

One benefit follower companies tend to repackage products, and they do not need to
invest a lot to be agile and able to be responsive to market shifts. They can turn on instant
pricing strategies, customer demographics and business models as per real time industry
trends. An example of this is when TikTok was a late entrant in the social media space,
capitalising on the short video trend and even when in fact surpassing the ‘vines’ of Vine

and even eclipsing YouTube’s victory of the video content business (Murariu 2023).




Product Life Cycle Strategies in the Growth and Maturity Stages

PRODUCT LIFE CYCLE
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Figure 1: “Product Life Cycle”
(Source: TWI 2025)

The PLC comprises four stages, introduction, growth, maturity and decline. Pioneers and
followers will go through these stages, but it is the strategy pursued by them in the growth
and maturity phase that will determine their future success (Sajad Bahri 2020). This
section analyses some of the strategies utilised by companies in maintaining growth and

competitive advantages.
Growth Stage Strategies

In the growth stage of the Product Life Cycle (PLC), a product has rapid market

acceptance, and the sales and profits double up. In this phase, consumers become
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increasingly aware, distribution channels become more, and competition becomes more
intense (Mouton et al.,, 2023). Companies take advantage on these opportunities and

keep the momentum going so implement strategic measures that fit this environment.
1. Product Diversification and Enhancement:

As the demand for end consumers keeps demanding more, more diversification and also
improvement of the product offerings become key. Variations or even better features
introduce to a wider audience and better adapt to changing tastes (Gusmailina and
Sumadiwangsa 2020). For instance, Fitbit, which originally made only rudimentary fithess
trackers, increased its product when broadened during its development period including
advanced models with heart rate monitoring and GPS functions to purchasers from

casuals to realise athletes (Fortune Business Insights 2025).
2. Competitive Pricing Strategies:

It is essential to set up a pricing strategy commensurate with market dynamics.
Competitive pricing is taken up by companies to attract price-sensitive consumers or
maintain the premium pricing to strengthen the impression of better value. Take for
example Netflix in its growth stage; it addressed the issue of affordable subscription plans
and at the same time, it provided access to a huge content library offering; hence

expanding the subscriber base (Varghese 2024).
3. Expansion of Distribution Channels:

The widening of the distribution network guarantees the availability of a product to a wider
customer base. It could mean collaboration with other retailers, infiltration of their
websites with online presence or perhaps new markets locally. This is what Starbucks
did, increasing its market presence by expanding its global footprint when the company
goes through its growth stage by opening new stores in different countries and offering it

to customers in their local tastes (Funky 2023).

4. Persuasive Promotion and Branding:




Differentiating the product is a necessity and it differs from the previous informative to a
persuasive form of promotion. The two things that would actually increase customer
loyalty would be to emphasis on unique selling propositions and strong brand identity. At
the beginning of the growth stage of the iPhone Apple hired an advertising agency, they
created sleek design & powerful interfaces ads which brought them to the attention of

consumers which gave the company a strong brand identity (Patel 2025).
5. Quality Improvement and Technological Integration:

Improving product quality and developing advanced technologies make it possible to
increase customer satisfaction and reduce operational cost both continuously. It
accelerates innovation when Atrtificial Intelligence (Al) is adopted in research and
development. For example, in 2023, millions were spent on R&D, namely the UK spent
£71 billion and the US spent $886 billion, this already demonstrates the focus on
technology development (Colback 2024).

6. Market Research and Consumer Feedback:

Market research is also ongoing which allows them to know the changes of consumer
preferences and the new trends. The method adopted ensures that products still meet

the market niche and are appealing, thereby sustaining growth.
Maturity Stage Strategies

The product enters the maturity stage of the Product Life Cycle, products are being
saturated in the market, the competition intensifies, and the sales are progressing slowly.
A few strategic approaches the companies use to remain profitable and prolong product

longevity include:
1. Product Differentiation and Innovation:

It's important to increase the product feature to distinguish the offering from the
competitors and innovate. Continuous refinement and innovation allow a unique selling

proposition exist and bring new customer to the mature market (OriginUX Studio 2023).
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2. Market Expansion:

In case of domestic market saturation, exploring the new geographical markets or new
segments can negate one's actions. In case, Facebook grew its user base by entering
the emerging markets of Asia and Africa and adapted the platform for local needs along

with global user engagement (Helmond 2021).
3. Diversification of Product Portfolio:

If elasticity gives birth to complimentary products or services, it becomes a new source of
revenue. Perhaps, Apple diversified from just smartphones with the launching of the
Vision Pro and entering the augmented reality space, as it announced that it was

committed to pushing the limits of innovation.
4. Customer Feedback Integration:

Refinements to products are putinto place by means of actively seeking and incorporating
customer feedback to identify what preferences and desires consumers desire in their
products. Thus, this customer-centric approach ensures the satisfaction and loyalty of

customers (Rehman 2024).
5. Self-Disruption and Experimentation:

It encourages internal innovation which will prevent external disruption. For instance,
Facebook (now Meta) would experiment with something new by selectively rolling it out
on a targeted subset of users, testing in the market, and iterating, before blanket rollout.

6. Operational Efficiency:

Operations streamline and supply chain optimization lowers the cost of business that
enables competitive pricing. For example, Amazon brought logistics and delivery under
its roof and raised delivery standards in the company's segment, for instance, by means
of the 'Prime' member option, where packages are delivered quickly, sometimes in just a

few hours.
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Conclusion

The decision between being a pioneer or a follower in each situation can have a significant
strategic impact on positioning the company in the market, profitability, and long-term
sustainability. First movers enjoy certain advantages: strong brand recognition, first
mover status, leadership in technology or ability to lead industry matters. Innovations and
remarkable differentiation are great, but early market entry can prove to be even more
powerful and force to introduction of products and services that no one else offers.
Despite this, pioneers incur high R&D costs, exhibit uncertainty in their markets and are
prone to losing to competitors who improve upon their pioneer innovations.

Follower companies, on the contrary, reduce risks by entering a mature product market
already conquered by pioneers, learn from pioneers' mistakes and use significant cost
efficiencies. Existing technologies, out of which Samsung, Google and Facebook have
outperformed first movers, have been refined, user experience has been optimised and
then aggressive marketing strategies have been implemented. The follower standpoint
confirms the effectiveness of following the evolution in the needs of consumers and
leveraging its competitive advantages.

In order to sustain growth and maintain a competitive position throughout the product life
cycle, both pioneering and followers have to adopt strategic measures. For that reason,
in the growth stage, it's extremely critical to expand market reach, refine product offerings
and invest in customer engagement. When products enter the maturity stage,
differentiation, market expansion, cost optimization and self-disruption are critical for a

company’s longevity.
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