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 Introduction 

Businesses need to grasp product life cycle (PLC) principles to secure continuous 

growth combined with a competitive market position. Each phase within the product 

life cycle requires different strategies for achieving business success. The PLC 

contains an introduction, then expands to a maturity period and concludes with a 

decline phase. The stages of the product life cycle demand unique strategies from 

companies that are revolutionaries or imitators. Apple, together with other pioneer 

companies, achieves market dominance by utilising innovation backed by its first-

mover advantages. Followers among companies like Samsung choose speedy 

product duplications, followed by performance enhancements, to obtain a major 

market presence. Nike applies combined pioneer and follower operation strategies to 

preserve its market dominance through various industries. The product life cycle that 

enable businesses to achieve maximum market expansion while keeping their market 

position in modern industries. 
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The advantages of being a pioneer company 

Originally established companies known as first movers achieve several benefits 

which directly influence their long-term business success. Some of these advantages 

include: 

Market Leadership: Companies that establish themselves first create industry norms 

while associating their name with their offerings, which builds devoted consumer 

relationships before other competitors enter the market (Smith & Jones, 2022). 

Brand Recognition: The market position of early entrants becomes hard to displace 

because they successfully build extensive brand recognition (Johnson, 2021). 

Patents and Proprietary Technology: Numerous companies spend substantial 

resources on research and development for creating innovative products which help 

preserve their market presence via patent protection (Williams, 2023). 

Economies of Scale: Enterprises which launch first can generate economies of scale 

earlier than their competitors, thus creating decreased production costs and better 

revenue margins (Baker & Benson, 2020). 

Customer Loyalty: Pioneer companies experience strong customer devotion 

because people tend to consider their first-in-market brand as a reliable and premium 

option (Clark, 2022). 

Bargaining Power: Market pioneers gain superior negotiating abilities since their 

superior market positioning enables them to place larger order amounts with suppliers 

and distributors (Matthews, 2023). 

In conclusion, the benefits of being a pioneer company are substantial, offering both 

immediate and sustainable competitive advantages. 
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Successful Pioneer Companies 

Three remarkable pioneer companies from recent times are Amazon together with 

Apple and Tesla. Through groundbreaking business plans, all these companies 

managed to reach remarkable success in their individual markets. 

 

The pioneering technology company Apple started its operations in 1976 through a 

partnership between Steve Jobs and Steve Wozniak. In 2007, Apple transformed the 

smartphone market by releasing the iPhone, which elevated the standard of mobile 

devices and smartphone capabilities (Isaacson, 2011). Apple stays at the forefront of 

technological advancement through its innovative products, ranging from the iPad to 

the Apple Watch, and the company maintains its market leadership edge (Linzmayer, 

2022). Apple built a dedicated customer following by uniting all its products through 

one seamless meshed system, according to (Kahney, 2019). 

 

Tesla's founder, Martin Eberhard, and Marc Tarpenning initiated the company in 2003, 

yet Elon Musk's leadership later propelled Tesla to become a prominent EV 

manufacturer (Vance 2015). Through its attractive high-performance EVs, Tesla has 

created new industry standards that meet both environmental and consumer styling 

requirements (Montgomery, 2022). The company leads the market through 

advancements in autonomous systems and battery technology, which merge into 

environmental sustainability leadership (Lynch, 2023). 
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Jeff Bezos established Amazon in 1994, through which he brought revolutionary 

change to e-commerce by creating a marketplace featuring numerous competitively 

priced products (Kantor & Streitfeld, 2021). By analysing comprehensive customer 

data, Amazon was able to provide personalised recommendations, which improved 

the shopping experience (Laudon & Traver, 2022). Amazon consolidated customer 

commitment by launching Amazon Prime, which delivered immediate delivery with 

supplemental features, thus creating new hurdles for its competitors (Stone, 2021). 

In the end, Amazon, Apple, and Tesla display the powerful effect of pioneering 

techniques. Every corporation’s commitment to innovation, patron-centric strategies, 

and sustainable practices has now not only set them apart but also set industry-

extensive requirements. 

The advantages of being a follower company 

Being a follower business offers distinct advantages that facilitate market success and 

sustainable operations, as it avoids making concessions to pioneers while 

simultaneously reaping the rewards of their accomplishments. Some of these 

advantages include: 

Reduced Risk: Followers benefit greatly from observing pioneer mistakes and 

successes because they can develop avoidance strategies for first difficulties while 

reducing risks (Johnson & Johnson, 2023). 

Lower Research and Development Costs: Followers leverage pioneering 

innovations through development improvements to reduce their research and 

development costs when enhancing existing products and services (Smith & Wesson, 

2022). 



5 
 

Market Validation: A follower business can enter the market with better product-

market alignment by analysing customer feedback on pioneer products, as identified 

by Brown & Green (2021). 

Focused Improvements: Sales from superior or enhanced products introduced by 

followers deliver better value propositions to customers who want products better than 

pioneer offerings (Taylor, 2020). 

The observation period helps follower companies learn necessary market information 

for entering the market successfully. Through this approach, followers develop their 

products better while reducing expenses and minimising operational risks. 

Successful Follower Companies 

Followers of pioneering companies can succeed in the market through the creation of 

enhanced concepts and innovative adaptations from original ideas. Three successful 

companies operating as followers in the market include PepsiCo, ASUS, and Toyota. 

 

Toyota began its automotive business by manufacturing cars after customers from 

established American and European companies had demonstrated their products. The 

Toyota Production System (TPS) established by Toyota became responsible for its 

commercial achievement by integrating lean manufacturing and continuous 

improvement (kaizen) with quality control systems. Through its production system, 

Toyota managed to deliver high-quality products at lower prices, which enhanced its 

market competitive advantage and product reliability (Martins, 2023). The Prius stood 

as a major innovation milestone of Toyota because it became the world's first mass-

produced hybrid automotive creation, which enhanced the manufacturer's market 

reputation. Through its devotion to sustainability along with ongoing improvement, 

Toyota managed to surpass many pioneering companies in the industry (Clark, 2021). 
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The soft drink sector received its second company entry from PepsiCo after Coca-

Cola. PepsiCo transformed into a competitive force through its successful marketing 

initiatives together with diverse product developments. PepsiCo developed its product 

line through new innovation with Diet Pepsi and Pepsi Max. PepsiCo launched Lay’s 

and Doritos products to capitalise on linked beverage and snack segments, which 

strengthened its business performance (Smith, 2023). The global food and beverage 

industry recognises PepsiCo as a leading brand force because of its full-scale 

branding strategies which embrace sustainability initiatives along with dietary-

conscious product offerings (Jones, 2021). 
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The computer hardware company ASUS built its business model after leaders IBM 

and HP. The company launched as an ODM which used established technology 

practices to develop its branded products (Chan, 2022). Innovation combined with top-

quality products and affordable prices made ASUS stand out from other competitors. 

ASUS demonstrates its market penetration by using their ROG (Republic of Gamers) 

series to reach gamers specifically through high-performance product lines (Lee, 

2020). The commitment of ASUS to user-focused development and technological 

progress allowed the company to achieve major market penetration along with 

dedicated customer loyalty (Kim, 2021). 

Strategic process enhancement alongside product innovation allows follower 

companies to surpass pioneer companies, as PepsiCo, ASUS, and Toyota show. 

Companies have achieved market dominance through their ability to use insights 

about the market combined with innovation together with continuous progress to build 

powerful brands. 

PLC Strategies in the Growth and Maturity Stages 

Introduction Stage 

A new product receives its market entry in the introduction stage. Drastic investment 

amounts are allocated to marketing alongside distribution activities to establish 

awareness about new products. The market requires time to recognise new offerings, 

which hinders the initial growth of sales. A company can apply either high initial prices 

for skim pricing or low entry-level prices for penetration pricing to gain customer 

acquisition rapidly (Smith, 2022). Companies dedicate their efforts to inform potential 

buyers about the product while attempting to eliminate their doubts regarding change. 

To achieve success, a company must establish robust brand recognition and then 
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drive market share acquisition during the early stages of business expansion 

(Johnson, 2023). 

Growth and Maturity Stages of the Product Life Cycle (PLC) 

A product experiences the entire Product Life Cycle (PLC) development from initial 

market entry until complete market departure. The framework consists of two main 

periods: growth and maturity that need different strategic methods to establish 

effective market placement and increase profitability. 

Growth Stage 

Following successful product market introduction, the product passes through the 

growth stage. During this period, business experiences greater consumer adoption 

and rising sales, and expanding market penetration success reaches higher levels. 

The key strategies that appear in this phase consist of: 

 Market Penetration: Aggressive market strategies become the norm for firms 

that want to improve customer product awareness while developing brand 

retention. The business aims to reach more customers through new acquisition 

and maintain its current customer base (Smith 2023). 

 Product Differentiation: Companies focus their efforts on making superior 

product designs and increasing quality because these actions create 

marketplace differentiation against competition. The company needs to 

innovate continuously to fulfil shifting customer demands and compete 

successfully in the marketplace (Johnson, 2022). 

 Expansion of Distribution Channels: Through distribution network 

expansion, the product becomes accessible to a wider customer base, which 

results in greater sales. A strategic partnership between multiple retail channels 

that includes online and offline stores will substantially enhance the distribution 

network (Taylor, 2022). 

Maturity Stage 

The maturity stage specifically shows reduced sales expansion because products 

establish their maximum market share. Market position sustainability and profitability 
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become the main priorities when competition reaches its peak in the maturity stage. 

Key strategies include: 

Decline Stage 

After a product fails to satisfy market demands or when competitors present powerful 

challenges, the declination phase starts with decreasing sales along with profit 

reduction. The strategic decision for companies rests between updating the product or 

exiting the market entirely (Taylor, 2022). The decline stage calls for organisations to 

reduce costs while they eliminate feeble items and test small target markets. A decline 

scenario in business requires organisations to transfer resources toward opportunities 

that bring better profits (Brown, 2021). The proper management during the decline 

stage helps firms to optimise the leftover value and create an orderly market departure. 

Cost Leadership: As competition intensifies, manufacturers normally choose to 

reduce their costs for maintaining profitability. Organisations at this stage optimise 

their supply chains while obtaining scalable advantages and improve their 

manufacturing procedures (Brown, 2021). 

Market Segmentation: Market demand becomes more stable when organisations 

concentrate on focusing their efforts toward individual customer groups. Companies 

achieve renewed customer interest through targeted marketing initiatives along with 

products specifically designed for different audience segments (Jones, 2023). 

Product Refresh and Repackaging: The product's branding elements, including 

features and packaging alongside its design specifications, need improvement to 

attract renewed interest from consumers. Constant product updates encourage 

consumers that the product keeps improving so they maintain their interest (Smith, 

2023). 

Enhancing Service and Support: The quality of customer care experiences together 

with post-purchase support generates a product advantage compared to its 

marketplace competitors. The establishment of solid relationships with patrons leads 

to strengthened commitment and additional customer buys (Taylor, 2022). 
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Promotional Offers: Mass purchases and demand stimulus come from promotional 

and special offers combined with discount programs. The mentioned tactics serve both 

purposes of inventory liquidation for new product acquisitions (Jones 2023). 

The proper strategies must differ between the growth and maturity phases of the PLC. 

During growth, firms aggressively expand their market presence through 

differentiation strategies, after which maturity requires them to preserve their market 

share with cost leadership combined with market segmentation and refreshed 

products and improved customer experiences. The proper handling of these phases 

results in enduring product achievement along with market dominance. 

 

Strategies for Growth and Competitive Advantage in Pioneer and Follower 

Companies 

Throughout their product life cycle, pioneer and follower companies adopt specialised 

yet successful methods to drive expansion and protect their market position. 

Knowledge of these strategic differences between pioneer and follower businesses 

enables a clear understanding of their respective methods. These strategies are 

shown through three companies, with Apple functioning as a pioneer while Samsung 

operates as a follower alongside Nike utilising both strategies. 

Apple company operates as a pioneer by constantly launching groundbreaking 

products which bring revolutionary changes to markets. Throughout its product cycle, 

Apple implements various growth and competitive advantage methods, which include: 

Innovation and First-Mover Advantage: Apple maintains steady product innovation 

through its iPhone, iPad, and Mac line, which grants them substantial market 

domination because of their first-mover position (Smith 2023). 

Strong Branding and Ecosystem: Through its well-built integrated systems, Apple 

creates smooth interconnections between products and services, which leads to 

increased customer dedication and continuous buying (Johnson, 2022). 
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Premium Pricing Strategy: Through its valuable brand capital, Apple implements 

premium pricing models to establish itself as an upscale brand that sustains maximum 

profits along with market standing (Taylor 2022). 

Continuous R&D Investment: Through excessive investments in research and 

development, Apple remains at the forefront of technology while evaluating market 

requirements (Brown, 2021). 

Customer Experience Focus: Through sharp attention to delivering outstanding 

customer experiences at every point of contact, Apple builds strong customer 

commitment and satisfaction (Jones, 2023). 

The successful follower strategy of Samsung allows the company to duplicate and 

enhance industry innovations, especially within the electronics segment. Its strategies 

include: 

Rapid Imitation and Improvement: Samsung observes market trends created by 

leading companies such as Apple, after which it adds enhanced features to gain a 

customer base (Smith, 2023). 

Wide Product Range: The diverse product assortment of Samsung meets consumer 

demands across multiple budget ranges, including both budget-friendly buyers and 

high-end purchasers (Johnson, 2022). 

Aggressive Marketing: The company dedicates substantial funds to every marketing 

initiative so its products gain effective worldwide market penetration (Taylor, 2022). 

Focus on Technology and Design: The company dedicates significant attention to 

advancing technology and design improvements to build better user experiences that 

attract customers from competitors (Brown, 2021). 

Strategic Alliances and Partnerships: Multiple technology and service providers 

partner with Samsung to boost product strengths and expand market presence, which 

strengthens their market dominance (Jones, 2023). 
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Nike achieves leadership by uniting pioneer and follower strategies in its market 

approach to athletic apparel. Its strategies include: 

Brand Innovation and Evolution: The continuous product innovation at Nike through 

technologies such as Flyknit and React foam enables the company to prevent market 

displacement (Smith, 2023). 

Strategic Endorsements: The sports company leverages athlete endorsements to 

demonstrate its pioneering position in the market while following what outside 

competitors initiate (Johnson, 2022). 

Customer-Centric Approach: The company enhances its products through customer 

input and market trends management, which connects innovative development to 

existing customer preferences (Taylor, 2022). 

Diverse Product Portfolio: The wide product range at Nike, which includes running 

shoes and sportswear, enables market expansion into different segments (Brown, 

2021). 

Sustainability Initiatives: Nike builds its brand reputation with sustainable practices 

and eco-friendly materials which attract environmentally conscious customers in line 

with modern market trends (Jones, 2023). 

The path to optimisation of growth and maintenance of competitive advantage requires 

pioneer and follower companies to develop specific strategic approaches. The 

leadership strategies of Apple depend on innovation, whereas Samsung grows by 

creating multiple product lines, and Nike builds its market dominance with innovative 

products supported by market-responsive approaches.  
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Conclusion 

The successful implementation of product life cycle (PLC) strategies proves essential 

for businesses that need to thrive while keeping their competitive leadership. The 

pioneering companies like Apple use both innovation powers and early mover benefits 

to lead their markets through setting common industry benchmarks. Samsung 

functions excellently as a follower company which swiftly adopts pioneer innovations 

before refining them to capture big market shares while fulfilling multiple consumer 

demands. Nike successfully utilises pioneering with the following strategies to reach 

wide consumer appeal, which secures their ongoing market presence. The strategic 

approaches of these companies demonstrate the effectiveness of leading innovations 

together with strategic improvements or their combination as business models to reach 

sustainable market success throughout the PLC.  
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