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“Leader businesses are the first to present a new item or innovation to the market. In contrast, fan companies enter the market after observing the success or failure of the leaders. While pioneers can set the rate for industry standards and shape consumer practices, fans can take advantage of the lessons discovered by leaders to avoid threats and improve their item offerings” (Porter, 1980).
“Comprehending the advantages of being a fan or a leader can lighten up the strategic options that businesses make to place themselves efficiently in the market. In Addition, Product Life Cycle (PLC) strategies are vital for both kinds of organizations, specifically in the development and maturity phases, to preserve competitive benefit and guarantee consistent success” (Kotler & Armstrong, 2018). This essay checks out the benefits of being a fan and a leader, with real-world examples. It examines the PLC techniques that enable businesses to flourish in the growth and maturity stages of their items.
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“Pioneer companies, typically described as first movers, are those that introduce new items or developments into a market before anyone else. There are several advantages to being a leader in a market, though it is very crucial to acknowledge that this position likewise features challenges and threats” (Porter, 1980).
1. First-Mover Advantage:
“The most considerable benefit of being a leader is the first-mover advantage. When a service is the extremely first to present a brand-new service and product, it can develop a dominant position in the market and construct brand acknowledgment before rivals get in the scene. The pioneering business winds up being associated with the development, making it the go-to brand name for customers” (Porter, 1980).
For example, “Apple was a leader in the clever gadget industry with the launch of the iPhone in 2007. The iPhone set the requirement for cellphones, and Apple might construct a huge customer base that was devoted to the brand name, even as rivals like Samsung and Huawei got into the marketplace. Apple's ability to capture market share early on allowed it to maintain a premium position in the market” (Linzmayer, 2004).
2. Brand Loyalty and Customer Relationships:
“Being a pioneer frequently allows organizations to create strong consumer relationships and brand name dedication. Customers tend to associate the pioneering business with reliability, innovation, and quality. This commitment is essential for long-lasting success, as it gives the company a stable consumer base that is less likely to switch to rivals” (Chaudhuri and Holbrook, 2001).
“Tesla is an excellent example of a pioneer in the electric car (EV) market. Tesla's ingenious method of EVs has established a strong, dedicated following of clients who value the brand's sustainability efforts, ingenious technology, and performance. As a result, Tesla remains the dominant gamer in the electric cars and truck market, regardless of the entrance of other lorry producers into the EV area” (Vynck, 2021).
3. Capability to Set Industry Standards:
“Pioneers have the power to specify market requirements, forming the expectations of both rivals and clients. By presenting new products or services, leaders set the tone for the entire industry, figuring out the functions, rates, designs, and user experience that others need to follow” (Porter, 1985).
“Amazon transformed the retail market by providing the concept of online shopping with quick shipping and a large choice of items. As a leader in e-commerce, Amazon has set the bar for client service, shipment speed, and user experience, forcing other businesses to embrace equivalent practices” (Kantor and Streitfeld, 2015).
4. Control Over Market Development:
“Leaders are normally in a position to form the trajectory of market advancement. With early market entry, they can impact not simply customer requirements but similarly the regulative environment, technological developments, and distribution networks. This control provides considerable benefits for market development” (Lieberman and Montgomery, 1988).
“Microsoft, with its supremacy in the software market through Windows, formed the specific computing market. Business's early entry into the OS area enabled it to handle the improvement of software and hardware compatibility, making it a requirement for PCs worldwide” (Bresnahan and Greenstein, 1999).
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“While leaders delight in various benefits, fan businesses likewise have distinct benefits. A fan is a business that goes into the marketplace after the leader has already developed its product or service. Followers can avoid the dangers of getting in touch with being first to market and take advantage of discovering the pioneer's successes and errors” (Golder and Tellis, 1993).


1. Lower Risk and Reduced Uncertainty:
“Amongst the main benefits for fan business is the ability to discover the errors and successes of the leaders. They do not deal with the same level of unpredictability as they can analyze the leader's market strategy and item effectiveness before committing significant resources” (Boulding and Christen, 2001).
“Google was not the very first online search engine on the internet. However, it was discovered from the restrictions of earlier search engines like Yahoo and AltaVista. Google's focus on a cleaner, quicker, and more important search experience permitted it to leapfrog its rivals and end up being the marketplace leader” (Koller, 2014).
2. Chance to Refine and Improve Products:
Follower businesses have the advantage of having the capability to improve and enhance existing products. They can observe the weak points of the pioneering item and establish a better variation that fulfills consumer needs much better. This strategy allows fans to avoid the experimental phase that leaders regularly go through.
“Samsung is a prime example in the cellphone market. It followed Apple's iPhone, and Samsung quickly wound up being a dominant gamer by utilizing better hardware, more functions, and competitive costs. Samsung's ability to enhance its items and present developments like better cameras and larger screens assisted it completely effectively with Apple” (Chesbrough, 2007).
3. Cost Advantages and Economies of Scale:
Fans can often take advantage of the economies of scale that leaders develop as they grow. They incur high research and development expenses due to the fact that leaders are the first to establish and present innovations. Follower companies, nevertheless, can benefit from established facilities, lower production expenses, and better rates of power, allowing them to supply competitive products at lower costs.
“Microsoft followed the lead of early personal computer producers; however, it gained substantial market share through the Windows operating system. By making Windows suitable with a variety of hardware, Microsoft could quickly attain economies of scale, offering cost-effective software to consumers worldwide” (Cusumano, 2004).
4. Faster Time to Market:
“Fans can often bring items to market quicker than leaders since they can observe the experimentations of the initial product. By surpassing these early products, fans can profit from existing needs and use a fine-tuned, competitive product without the comprehensive development time that leaders handle” (Kim & Mauborgne, 2005).
“Sony followed the lead of Nintendo and Sega in the video game console market and released the PlayStation, which rapidly got appeal. Sony gained from the mistakes of its rivals and improved the video gaming experience to produce a console that interested a broad audience” (Johnson, 2011).
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These stages include Introduction, Growth, Maturity, and Decline, each needing distinct techniques to preserve product significance, market share, and profitability. In this analysis, we focus on the Growth and Maturity stages, where the bulk of an item's market success is determined. Both pioneer and follower businesses need to adapt their techniques in these stages to maintain a competitive advantage.
Brief Overview of the Introduction and Decline Stages
Introduction Stage: “In this phase, an item is new to the marketplace, and sales growth is slow. The primary objective is to create awareness and establish a client base. Companies need to concentrate on marketing, building distribution channels, and offering introductory rates or promos to bring in early adopters. Expenses are generally high due to research, development, and marketing, while profits are negative or low” (Kotler & Keller, 2016).
Decline Stage: “The product gets in the decrease phase when its sales begin to reduce, typically due to market saturation, new contending items, or changing consumer preferences. Companies may decrease production costs, terminate the product, or attempt to transform it by checking out niche markets. The primary difficulty is deciding whether to innovate, minimize costs, or stage out the product completely” (Kotler & Keller, 2016).
Now, we will concentrate on the strategies utilized by companies throughout the Growth and Maturity phases of the PLC.
Growth Stage Strategies
“The Growth Stage of the PLC is characterized by increasing sales, growing market acceptance, and expanding competition. In this phase, companies should scale production, fine-tune the item, and separate it from rivals. Both pioneer and fan companies deal with different challenges and opportunities during this stage” (Kotler & Armstrong, 2018).


Pioneer Companies in the Growth Stage
Pioneer companies are the first movers in the market and concentrate on taking advantage of their early lead by expanding their market existence, enhancing product features, and building client loyalty. The key strategies for leader companies in this stage include:
1. Apple (iPhone): “Apple transformed the mobile phone market with the iPhone in 2007. Throughout its development stage, Apple concentrated on product distinction by regularly adding new features like improved electronic cameras, faster processors, and larger screens. The company constructed strong brand name loyalty through its integrated ecosystem of iPhone, Mac, and iPad, encouraging consumers to invest in future items. Additionally, Apple broadened internationally, establishing a wide circulation network to meet the growing demand for smartphones and solidify its market supremacy” (Linzmayer, 2011).
2. Tesla (Electric Vehicles): In the growth stage, “Tesla made substantial strides in the electric automobile market by presenting designs like the Model S, Model X, and Model 3 while also enhancing battery technology and extending the driving range to make EVs more enticing to consumers. In addition, Tesla broadened its market presence by constructing an international network of supercharger stations, supplying quick and available charging, which played a vital role in encouraging consumers to adopt electric vehicles” (Vance, 2015).
3. Amazon (E-commerce): “Amazon was a leader in the e-commerce industry. In the development stage, the business broadened its product offerings, enhanced logistics and shipment systems, and introduced Amazon Prime to cultivate customer loyalty. Its fast development was fueled by consistent development and growth in global markets” (Stone, 2013).

Follower Companies in the Growth Stage
Fan businesses get into the market after pioneers have developed a product. They can improve the original item, present improvements, and target more comprehensive consumer segments. Their strategies typically focus on improving the offering and gaining market share.
1. Samsung (Smartphones): “After Apple's iPhone launch, Samsung became a key rival in the smartphone market by focusing on product differentiation with functions like larger screens (Galaxy Note), advanced electronic camera innovation, and longer battery life. The business adopted aggressive rates, using mobile phones at numerous cost points, consisting of spending plans and premium designs, to record a broader market share. Furthermore, Samsung employed ingenious marketing, highlighting its device benefits over Apple's iPhone and partnering with mobile carriers to increase consumer adoption and broaden its reach” (Chaudhury, 2016).
2. Microsoft (Windows OS): “Microsoft's Windows OS gained a considerable market share by offering compatibility throughout numerous hardware, unlike Apple, which was limited to its own devices. The business's licensing design permitted computer producers to widely adopt Windows, additionally expanding its reach” (Cusumano, 2010).
3. Huawei (Smartphones): “Huawei followed the success of industry leaders like Apple and Samsung in the smartphone market by positioning itself as a strong rival. The business focused on offering competitive prices to draw in a wide variety of consumers, from budget-conscious purchasers to superior consumers. Huawei likewise differentiated itself with premium video cameras and long battery life, which became essential selling points for their gadgets, specifically in the extremely competitive smart device market. The brand name broadened its presence worldwide, aggressively going into both emerging markets and developed regions. Huawei's method of supplying feature-rich smartphones at numerous rate points helped it catch substantial market share, making it among the top smartphone manufacturers worldwide. Despite facing difficulties like trade constraints, Huawei continued to push and innovate for market development.” (Gartner, 2020).
Maturity Stage Strategies
“When the item reaches widespread market acceptance and development slows, the Maturity Stage happens. Companies in this stage face intense competition and must focus on optimizing success and safeguarding market share. Differentiation, customer loyalty, and expense management are important for companies in the maturity stage” (Kotler et al., 2015).
Pioneer Companies in the Maturity Stage
Leader companies, having developed a dominant market presence, must concentrate on maintaining clients, separating their products, and handling growing competitors. Techniques for pioneer business throughout the maturity stage include.
1. Coca-Cola (Soft Drinks): “Coca-Cola preserved consumer interest through item diversity, presenting versions like Diet Coke, Coca-Cola Zero, and flavored choices to attract health-conscious consumers. The business also invested in international marketing campaigns such as "Share a Coke" to enhance brand commitment and remain top of mind. In addition, Coca-Cola formed tactical collaborations with junk food sports, restaurants, and chain events to boost item presence and strengthen its supremacy in the beverage market” (Kotler & Armstrong, 2018).
2. McDonald's (Fast Food): “McDonald's, a pioneer in the fast food industry, is likewise in the maturity stage. The business has strengthened its market position by continually presenting new menu items, concentrating on client loyalty programs, and broadening worldwide while preserving its core item offerings”(Kotler & Keller, 2016).
3. Apple (MacBooks and iPhones): “Apple broadened its community by incorporating services like iCloud, Apple Music, and Apple Pay, motivating customer loyalty and making it harder to change to competitors. The company likewise presented lower-cost alternatives, like the iPhone SE, to bring in price-sensitive clients while keeping its exceptional lineup. In addition, Apple focused on sustainability initiatives, utilizing recycled materials and minimizing its environmental effect, appealing to eco-conscious customers in a competitive market” (Lashinsky, 2012).

Follower Companies in the Maturity Stage
Fan companies must focus on cost efficiency, product enhancements, and differentiation to catch market share and stay competitive in the maturity stage. Strategies used by followers in this stage consist of.
1. Samsung (Smartphones): “Samsung separated itself from the crowded smartphone market by introducing innovative foldable smartphones like the Galaxy Z Fold and Z Flip. The business also adopted aggressive prices, offering premium devices at competitive costs to attract clients seeking top-quality functions without the Apple rate tag. Additionally, Samsung targeted brand-new segments such as gaming mobile phones and collapsible devices, catering to varied consumer needs and differentiating its brand name” (Satariano, 2019).
2. Pepsi (Soft Drinks): Pepsi, as a follower in the soda market, has reached the maturity stage, contending straight with Coca-Cola. The company concentrates on product diversity (e.g., Diet Pepsi, Pepsi Zero), strong marketing projects, and tactical partnerships to keep its market position and cater to moving customer preferences.
3. Google (Search and Advertising): As the search engine market matured, Google broadened into sectors like cloud computing, artificial intelligence, and hardware (e.g., Pixel phones) to stay relevant and continue growing. Additionally, Google's acquisitions of companies like YouTube and Nest helped diversify its income streams and go into brand-new markets, guaranteeing continual growth.
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In conclusion, the journey of both pioneer and follower business through the Product Life Cycle (PLC) reveals different paths to success, each with special advantages and obstacles. Pioneer businesses, such as Apple, Tesla, and Amazon, have an advantage from first-mover benefits, permitting them to set market trends, shape consumer habits, and construct strong brand loyalty. However, these companies also deal with the difficulties of high initial financial investment, market uncertainties, and the dangers of introducing untried developments.
Follower businesses, like Samsung, Microsoft, and Huawei, capitalize on the lessons found out from leaders. By refining and offering competitive options, followers can acquire substantial market share and speed up development without the same level of unpredictability dealt with by leaders.
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