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[bookmark: _Toc194014444]Introduction
In the dynamic world of business and marketing, one critical decision has been made by business leaders to determine the appropriate timing of launching new products including major technologies or even entering a new market. In this regard, the decision has been boiled down to choosing between two strategic paths such as following or pioneering. It is observed that both decisions have included major risks as well as advantages where the relative success of each decision has been dependent on several factors such as external factors, the organisational resources, current market conditions and more. The pioneers are those companies that have taken the leading position in introducing new products, services, or technologies, while followers are those companies that have entered those markets where initial success has been established. Therefore, the current report discussion aims to explore the advantages and risks associated with both pioneering and following strategies by elaborating appropriate examples of successful companies which have excelled in the context of each pioneering and following approach. Along with that, the current discussion will examine the way these companies have effectively implemented product life cycle (PLC) strategies in order to foster growth and maintain competitive advantage in the context of an ever-evolving marketplace. This will be also justified by providing real-life examples to highlight how these strategies have contributed to sustaining a competitive edge.  
Thesis statement
The success of any organisation’s strategic approach whether it is a pioneer or a follower is dependent on several factors such as internal capabilities, external factors, market conditions, timing and more. While follower companies have capitalised by focusing on reduced risks and established market demands, the pioneer companies have derived benefits from major advantages such as market leadership, brand recognition and more. 
[bookmark: _Toc194014445]The advantages of being a pioneer company
A pioneer company is considered those companies which are the first to enter a new market as well as introduce a new product or technology (Ortt and Kamp, 2022). This strategy has included several benefits such as controlling over market position, first mover advantages and more. Pioneer companies have experienced first-mover advantages as pioneers are establishing high customer loyalty and brand recognition before their competitors enter the market which has helped to secure its competitive position within the current industry landscape. Pioneers have utilised different types of exclusive leadership styles where they used unintentional exemplary leadership due to high internal ambitions (Liefferink et al., 2023). That is the way pioneers are able to establish a dominant market position under the guidance of significant leadership which seems difficult for followers to adopt in order to gain high market share. By utilisation of this leadership, pioneers are concerned with shaping the customer preferences which has helped to establish a high brand reputation as an industry leader which has influenced future trends associated with consumers' perspectives. For instance, Amazon is considered one of the pioneering e-commerce platforms which has utilised AI-powered technologies to ensure personalisation in an extensive manner (Raji et al., 2024). This has helped Amazon in order to analyse users' browsing history including users' behaviours and purchase patterns by recommendation engine which has led to providing suggestions to the target users. 
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Figure 1: Advantages of being a Pioneer company
(Source: Self-developed)
It is observed that pioneers are intended to patent trademarks, technologies and even intellectual property which has created legal barriers for followers to enter into the new market. As the first to market, pioneers have provided the ability for setting standards which has influenced the future direction of the market. Pioneer has established an exclusive brand position and reputation as an expert within the market landscape which has led to ensuring long-term customer loyalty and success effectively (Mantro, 2025). Its best example is Internet Explorer of Microsoft where the company has positioned itself as the first web browser and gained a large market share. In this regard, eBay, Facebook, Google and more companies have gained similar success by launching innovative products on the Internet at the early stage which has helped these brands gain high profits (Mantro, 2025). 
[image: ]
Figure 2: Porter’s generic competitive strategy
(Source: Ali and Anwar, 2021)
Porter's generic competitive strategy has been recognised as a significant theoretical model that includes cost leadership, differentiation and focus strategy (Ali and Anwar, 2021). Through the lens of this theoretical framework, it is observed that Pioneer has established a dominant market position by driving significant market share before its competitors where differentiating the brand identity with unique selling points (USPs) and achieving cost leadership by scaling its operations. For instance, Tesla has been recognised as the pioneer in the electric vehicles (EV) market which has become central in the electric cars transition (Hopkins and Lazonick, 2024). By producing desirable EV cars, Tesla has managed to become a leading company in the EV market based on its technological improvements such as supercharging networks, autonomous driving, battery efficiency and more. This has helped to gain high profits and build high brand recognition with high customer loyalty. 
[bookmark: _Toc194014446]The advantages of being a follower company
A follower company has been recognised as those companies which have entered the market after the pioneers and these companies have learned from the pioneers' strategies and mistakes which have been considered as a second-mover advantage. Followers have derived an extensive opportunity for learning from the lessons and experiences of pioneers which has helped them to avoid issues, mistakes and even improvements based on the current market trends. It is observed that followers have chosen a cost strategy which has benefited more from the high market growth (Gómez et al., 2022). Scholars have argued that cost strategy seems beneficial for those followers that have wanted to ensure success in new markets. Even, the follower company has adopted an advantage within the industrial dynamics based on following the competitive strategy of pioneers (Gómez et al., 2022). This has indicated that the follower company has entered a new market by educating from pioneers' mistakes and improvements. For instance, a follower company is able to avoid a customer education strategy in marketing as customers are already aware of the beneficial features of the products or services through the marketing tactics of pioneering companies. 
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Figure 3: Advantages of being a follower company
(Source: Self-developed)
Followers have entered the market which has been already established and educated by pioneers. For instance, Samsung entered the smartphone market after Apple where Apple has been recognised as the pioneering company (Kornelakis and Petrakaki, 2024). However, Samsung has been recognised as the pioneer in hardware components. It is observed that followers have built on the product features and technological advancements which have been already pioneered by first movers. In this regard, followers are able to make improvements on the original product leading to offering better product quality or even delivering cost-effective solutions effectively. 
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Figure 4: Everett Rogers’ Innovation Diffusion Theory
(Source: Self-developed)
Everett Rogers' Innovation Diffusion Theory has analysed factors influencing the rate of diffusion as well as the adoption of an innovative technology (Dewi et al., 2023). Through the lens of this theory, followers have been found acting as early majority or late majority. This is seen as the demand has been already established where followers can adopt already proven products or services which seems beneficial for reducing chances of uncertainties. For instance, Microsoft was not the pioneer company in creating OS (Operating System) and this tech company has capitalised based on the success of the personal computers produced by IBM (Westberg, 2024). Microsoft developed Windows based on improvements on the original MS-DOS which had been developed by Seattle Computer Products and has become the dominant OS for personal computers (Picciotto, 2024). Therefore, it can be stated that followers derive huge opportunities by learning from pioneers' mistakes and often these companies need to compete against those brands which have been established by the pioneer company and this seems quite difficult to achieve a high competitive advantage effectively. 
[bookmark: _Toc194014447]Product Life Cycle (PLC) Strategies in the Growth and Maturity Stages
Product lifecycle management (LPM) is considered a business activity of the effective management of the organisation's product in an effective manner across its lifecycles (Stark, 2022). This cycle has included major stages such as introduction, growth, maturity and decline stages where at each stage, specific strategies have been employed for increasing growth leading to ensuring high competitive advantage. 
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Figure 5: Product Lifecycle Stages
(Source: Self-developed)
PLC Strategies for Pioneer Companies
	Stage
	Explanation
	Example

	Introduction
	Pioneer companies have focused on increasing awareness among the target customers about the new product by emphasising innovative aspects of the products in order to generate demand and interest. 
	When Apple launched its iPhone in 2007, this was viewed not only as a phone but also as a new product category combining a computer, phone and iPod within a phone. Apple-branded iPhone products sold over 217 million devices in 2018 which has made the brand one of the most used smartphones (Nandy et al., 2022). 

	Growth
	At this stage, pioneers are concerned with differentiating themselves by offering new products seeking the attention of new customers and expanding the distribution networks. 



	Tesla, a pioneer of EVs, has focused on differentiating its brand position by improving its EV technology in a continuous manner in terms of autonomous driving features, battery efficiency and more (ZHIYU, 2021). As demand for EVs has increased, Tesla has been able to expand its market share and enhance brand recognition by making the EV an aspirational product. 
On the other hand, Nintendo is considered the pioneer in the gaming console industry (Chen, 2022). In this regard, this brand has expanded its product line aligning with major titles such as the Legend of Zelda, Super Mario Bros and more (Nintendo, 2025). This has indicated that the company has invested in establishing a loyal gaming community by offering iconic games, exclusive hardware and more to enhance its competitive edge. 

	Maturity
	In this stage, pioneers are focused on managing its leadership tactics which has led to enhancing brand loyalty with the help of sustaining innovation. This has led to a high competitive edge. 
	It is observed that the smartphone market has been innovated and matured and Apple is still innovating its iPhone by adding advanced features such as privacy features, AR (augmented reality) capabilities, improving cameras and more. For instance, Apple has launched ARKit which is considered a commitment to AR (Sahoo, 2024). This tech brand has offered seamless integration within its ecosystem such as Apple Watch, Mac, iPad and more which has helped to maintain a potential competitive advantage from its competitors globally. 



Table 1: PLC Strategies for Pioneer Companies
(Source: Self-developed)
PLC Strategies for Follower Companies
	Stage
	Explanation
	Example

	Introduction
	Followers have focused on entering the market after entering the pioneer indicates that followers have the chance to revolve their strategies based on the experience or mistakes of pioneers. 
	After the success of Apple with its iPhone, Samsung entered the smartphone market as indicated here, the followers are Samsung and Apple is a pioneer. Just like the iPhone, Samsung has launched its Galaxy series by innovating customisation options, and screen size including competitive pricing. For instance, Samsung has fixed its pricing strategy similar to Apple (Ishigai et al., 2021). This has helped this smartphone brand to appeal to different customer segments effectively. 
On the other hand, after Apple, Samsung, and Xiaomi launched their products where the brand is highly focused on offering high-quality standard smartphones at affordable prices in comparison with its competitors. This indicates that Xiaomi has targeted price-sensitive customers in emerging markets such as India and more where offering budget-friendly products can help to seek a wide range of customers efficiently by fulfilling the needs of consumers (Tabassum and Ahmed, 2020). 

	Growth
	Follower companies are concerned with improving products by adding innovative features, reducing costs and redefining the production process to deliver better customer values. 
	After Apple, Microsoft entered the personal computer (PC) market based on its MS-DOS which led to the creation of Windows. In this regard, as the PC market grows, Microsoft has reduced its software costs and ensured improvements to each new version (Mello Jr. et al., 2025). That is the way Microsoft has gained high market share by ensuring success in customer and business markets effectively.  

	Maturity
	In this stage, followers have intended to enhance their market share based on strategic partnerships, competitive pricing and more. 
	Samsung has leveraged potential distribution networks along with cost-effective manufacturing systems in order to secure a competitive position from Apple and other brands. In this regard, Samsung has launched innovative products such as budget-friendly A series, high-end Galaxy S series and more (Samsung, 2025). This has helped to seek the attention of customers and ensure high market growth efficiently within the highly competitive market. 



Table 2: PLC Strategies for Follower Companies
(Source: Self-developed)
Strategies for maintaining competitive advantage in the decline stage for both pioneers and followers
At the decline stage, both pioneers and followers need to adopt potential strategies such as finding ways to extend the life cycle of their products or exit the market in a graceful manner. In this regard, companies need to diversify their products through the lens of Ansoff Matrix. The Ansoff matrix, a growth matrix, has included four strategies such as market growth, market development, product development and diversification (Czinkota et al., 2021). For instance, Pepsi has diversified its products in order to stay competitive within the global beverage market. In this regard, due to the high demands of health-conscious consumers, Pepsi has delivered healthier beverages which have helped to compete with Coca-Cola like carbonated soft drink brands (Dai, 2021). 
[bookmark: _Toc194014448]Conclusion
In conclusion, it can be stated that successful pioneer companies such as Nintendo, Microsoft, Tesla, Apple and more have adopted innovative and market-educating strategies at the introduction stage of PLC where differentiating themselves has helped to enhance market share. At the mature stage, these brands have become concerned with innovative leadership and enhancing brand loyalty. On the other hand, major follower companies such as Microsoft, Samsung, Xiaomi and more have focused on ensuring quick adaptability, offering high-quality standard products and more competitive pricing which have helped to seek the attention of customers globally. This has also helped to enhance market share. However, both pioneer and follower companies have used a combination strategy such as diversification and more at the decline stage of PLC which has helped to generate a high competitive edge efficiently. Both strategies such as pioneering and following seem successful based on the current market conditions, and the organisational capabilities which have led to executing their strategies effectively. In this regard, ensuring a balance in market, innovation and leadership has helped to ensure success while adopting both strategies. However, it is observed that in order to ensure strategic marketing, whether to adopt pioneer or follower decisions needs to be understood as these seem highly crucial for launching new products, ensuring innovation or even entering a new market effectively. The utilisation of exclusive examples has helped to understand the benefits of implications of both pioneer and follower strategies regarding enhancing competitive edge. 
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