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[bookmark: _pimbxnjzj5ki]Introduction:
In this dynamic business world, businesses follow each other based on products, services and competitive edge. Pioneer and follower are two concepts in this business atmosphere which refers to first comers and other businesses. The present study effectively highlights the benefits of pioneer and follower businesses with real-world examples. The second part of this study highlights product life cycle strategies that are used by the pioneer and follower businesses to enhance their competitive edge with real-world examples. 
[bookmark: _nflcpng32exj]1. Question 1: 
As per Chen et al. (2023), businesses frequently have to decide whether to be innovators, the first to launch a new product, service, or idea, or followers, who join the market later and build on the foundation of innovators. Both approaches have produced outstanding success stories and have special benefits. There are some specific benefits enjoyed by the businesses whether Pioneer or follower businesses. 
Pioneer businesses:
By launching innovative goods or services, pioneer businesses open up new markets or transform ones that already exist. These businesses are the inventors of any product or service ideas which create a revolutionary approach in the business world (Wieser et al. 2021). For example, iPhones and iPads by Apple are one of the premium innovations ever invented in the history of technology. These two products changed the vision of smart technologies like robotics, AI and microchip concepts. However, there are several benefits to being a pioneer:
Time-to-market advantage: Before competitors enter the market, pioneers can build a strong brand and a devoted following. For example, Apple Inc. uses a blue ocean innovation approach which helps the business to develop a new market segment with new products and become a market leader without much competition (Scarlat and Panduru, 2021). 
Monopoly edges: Pioneers can establish industry norms and influence customer preferences by entering markets early. For example, Amazon is denoted as one of the market leaders in the e-commerce industry. There are lots of online shopping sites present currently but still Amazon is the most trusted market leader for the customers (Watanabe et al. 2022). 
High-tech advancement:Through patenting inventions, pioneer businesses can make it more difficult for new entrants to enter the market (Ruiz-Ortega et al. 2023). For example, Tesla is the market leader in the Electric vehicle industry in the business and holds exceptional control over technological advancements. As a result, it enjoyed monopoly technical leadership in the EV market for several years and still Tesla is the most trusted electric vehicle for consumers globally (Hopkins and Lazonick, 2024). 
High-end pricing approaches: Due to very little competition, pioneer businesses were able to demand higher rates and set a market pricing landmark as well. Apple Inc. is the most effective example of high-end or top-tier pricing strategies which is still relevant in the smartphone and technology industry due to its high brand valuation and image globally. 
Globalisation opportunities: Pioneers have an operational advantage in terms of globalisation since they acquire knowledge about different consumer behaviour and product development from an early perspective. 
And Coca-Cola: Coca-Cola is one of the most successful soft drink brands. It became a pioneer by capturing a major share of the market. The brand has maintained its lead over competitors by delivering a strong message of happiness and optimism to consumers while upholding strong company values.
Larry Page: Larry Page co-founded one of the biggest tech companies of the modern era. He played a key role in developing one of the world’s best search engines, which provides any kind of information within seconds.
One effective example of Pioneer businesses is Sekisui house company in Japan which is well-known for its zero-waste approach in the construction industry. In the current age, the incorporation of circular economy practices has changed the concept of construction Sekisui houses are the very first business to bring the concept of Zero-energy homes or ZEH (Chau et al. 2024). As an outcome, it changes the overall concept of eco-friendly construction globally. Many other businesses are focused on following their technology and strategies to create Zero-energy houses with eco-friendly approaches. 
Moreover, Ginkgo Bioworks is transforming the way that biology is used to address challenging issues in a variety of sectors and become a Pioneer leader in the biotechnology industry. Their platform enables the development of sustainable substitutes for conventional chemicals, medications, and materials by using AI, automation, machine learning, and genetic engineering to "program" cells like that of programming computers (Asin-Garcia et al. 2024). Ginkgo Bioworks is paving the road for a future in which biology drives the industry in more effective and clean ways by democratizing access to biological design.
Followers businesses: 
In the business world, Followers are the businesses which enter an existing market after the Pioneers have already introduced a product or a service (Kamp et al. 2021). Instead of being inventors, followers observe the market atmosphere, learn from the mistakes and failures of market leaders and refine their approaches for better outcomes. Followers get benefits through focusing on improvisation of the existing offering that helps to optimise costs and develop better market positions. 
Lowering risk perspectives: followers can make better judgments by learning from the pioneers' achievements and mistakes. It can help them to refine their strategies and improvise their approaches to attract diverse customers. Sometimes followers focus on different customer bases compared to Pioneer businesses for better exposure and market edges. For example, Samsung introduced Android phones at a cheaper price compared to Apple's iPhones. 
Lesser operational costs: Followers might build on current discoveries instead of starting from scratch which makes them more advanced and their research and development (R&D) expenses are much cheaper compared to Pioneer businesses (Paulus and Hermanto, 2022). In addition, they save money on brand awareness and market education, which pioneers often spend a lot of money on. For example, SharkNinja is an immediate follower of Dyson brand and offers vacuum cleaners with similar features to Dyson including power suction and cordless designs. The company follows the trends of Dyson to improve its products rather than invest in research and development to invent new technology. 
Market Insight: By evaluating and analysing the pioneer's experience, followers are better able to comprehend customer preferences and market demand. They have a very clear image of customer’s demands and preferences which helps in product development majorly. They can improve their products or services to better suit the demands of their clients thanks to this understanding. For instance, companies like Bissell and Hoover, which capitalized on their existing market presence and incorporated Dyson's innovations into their product lines, are examples of other followers. By emphasizing affordability and particular customer needs, these companies were able to establish themselves in the vacuum industry.
Established Infrastructure: Pioneers started from scratch which they focused on developing integrated supply chains, laws, regulations and effective distribution channels to establish a new market segment. However, followers frequently enter in the market with only focus on streamlining their operations that helps to reduce its instructure costs because everything has been established already. 
High-end brand Positioning: While pioneers concentrate on innovation, followers can concentrate on brand positioning themselves as providing greater value, improved quality, or affordability. Pioneers are the inventors who created the market segment while followers are the trendsetters who develops new market approaches with their brand performance in future. They can take advantage of the pioneer's efforts to create a market by presenting themselves as the "better alternative."
One of the great examples of a follower company is Pepsi, which entered the soft-drink market after Coca-Cola but utilised smart commercial tactics to forge its route. Pepsi set its brand image through aggressive marketing that catered to younger consumers and introduced the well-known Pepsi Challenge in the 1970s when people favoured the sweeter flavour. Pepsi proved that a follower can achieve the same level of growth and improvement as the pioneer by adjusting and inventing over time, expanding its product line and becoming a worldwide powerhouse (Chen, 2023). 
Another effective example of a follower business is AirBnb which followed Couchsurfing who invented free house sharing in 2004. By allowing hosts to charge for their spaces, Airbnb, which was founded in 2008, transformed the idea into a successful business venture. Airbnb gained credibility and expanded internationally, revolutionizing travel while Couchsurfing remained specialized due to a lack of services like customer service, safe payments, and reviews (Polisetty and Kurian, 2021). 
[bookmark: _g5fpw4ygnrfj]2. Question 2: 
Successful pioneer and follower businesses focus on these stages majorly and apply distinct strategies in every stage to increase their growth and maintain a competitive edge. The product life cycle process involves four major stages such as,
Tesla (Electric Cars) – Tesla was one of the first to mass-produce electric vehicles, setting industry standards and building a strong brand image in sustainable transportation.
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Figure 1: Product life cycle
(Source: The Street, 2021)
· Introduction (Pioneer leads and Followers observe); 
· Growth (Pioneer defend while followers attack); 
· Maturity (Pioneers sustain while followers compete); 
· Decline (Pioneer harvest while followers focus niche) (Iveson et al. 2022). 
During the growth stage firms effectively focus on expansion and pay attention to changing shares to maximise profits. However, businesses adopt different strategies to extend their growth and success in this such as, 
Preemptive Defense strategy: 
Businesses initiate from the very beginning where they invest in research, and development and build strong market approaches. Moreover, they started to educate customers about the products and build strong client-business relationships. For example, Tesla invested in research and development to create awareness about sustainability and benefits of electric vehicles over contemporary combustion vehicles (Kshetri et al., 2022). 
Market observation strategy:
Followers begin their journey by observing the footprints of the Pioneer in the market. They observe mistakes, failures, customer perspectives, changing market demands and trends to refine their designs and approach target customers with redeveloped offerings. For example, Samsung identified flaws in the iPhone before launching their Galaxy series in the market which has quite similar features but at a much lower price point (Hai, 2023). 
Mobile defence strategy:
With time, market demands change spontaneously, in the growth stage, Pioneer businesses effectively focus on scaling up approaches where they increase production based on market demands. Moreover, they focus on expanding distribution channels as well to cut off competitive risks. For example, Netflix started to increase its production level during the COVID-19 period because customers' demands for diverse content were high at that time and Netflix ensured to reach its customers globally before rivals could reach them (Anindita, 2021). 
Frontal attack strategy:
This strategy is all about protecting market values and strengthening a business's present position in a highly competitive stage. It is significantly reliable in the Growth stage and maturity stage of PLC where competition increases and businesses start to focus on market leadership. Consistent improvement of products through leveraging innovations and technologies helps businesses to dilute risks of competitiveness in the market. For example, Dyson changed its innovations and introduced more diverse approaches in its vacuum cleaners and protects innovations with patents to reduce the risk of coping (Riva et al. 2023).  
In the maturity stage of the PLC model, growth or success rate started to slow down as the markets started to become saturated and competition levels increased. Hence, businesses started to focus on defending market shares gradually and expanding product lifespan to improve their productivity, potentiality and profitability, the following strategies were effectively used by the businesses to expand their market position. 
Product differentiation strategy:
For larger businesses significantly for Pioneer's, when the product starts to mature, businesses must be reliable with its features, quality and design through introducing variants. It is a simple way for businesses to stick to the competition and develop curiosity among target customers. As per Banerjee et al. (2023), Apple Inc. keeps introducing different iPhones every year with new model designs and features like camera quality, faster chip processors and IoS updates. It helps the company to be relevant in the market as well as creates hype among customers even in saturated markets like technology. Consistent innovation and marketing help to create anticipation and drive global sales for businesses. 
Brand reinforcement strategy: 
This approach effectively helps to create emotional links and rewarding repeat customers are powerful strategies that help strengthen brand loyalty, making it harder for competitors to lure customers away. For example, Starbucks has mastered this approach through its Rewards Program, which goes beyond simple discounts and personalises offers based on customers' preferences and buying habits, making each interaction feel unique. The regular members earn "Stars" for every purchase that can be redeemed for free drinks, food, or exclusive merchandise from Starbucks (Gao et al. 2021). 
In addition, Starbucks focused on improving the overall experience of its customers by offering features like early access, new products every month, birthday rewards and developing emotional connections with the customers. As an outcome, it can be seen that loyal or existing customers are highly motivated to keep returning even in a high-end and competitive market like the Coffee or cafe sector. This type of customer loyalty is effective in boosting sales but it creates word-of-mouth awareness that helps Starbucks to create a strong competitive edge. 
Competitive pricing strategy:
Within a saturated market where competition is effective high market price sensitivity for specific products increases which makes markets more complicated for businesses. In this situation, competitive pricing and strategic promotions an effective ways to link customers and maintain market shares accurately. Businesses use different pricing approaches such as discounts, loyalty rewards, product bundling, long-run rewards and lowering costs to appeal to price-focused customers while developing market valuation. One of the effective examples of this strategy is Pepsi which leverages competitive pricing for decades to compete with market giants like Coca-cola. 
It frequently provides price promotions and discounts which makes its products more accessible and effective for price-concerned audiences. However, the company also employs innovative marketing strategies, especially at high-profile occasions like the Super Bowl, when Pepsi supports halftime performances and releases eye-catching advertisements. These marketing tactics help Pepsi stay current and hold onto its market share in the very competitive beverage business by reinforcing its brand presence and presenting it as a daring, young alternative.
Market expansion and diversification strategy: 
Diversification and market extension are important strategies used for maintaining growth, significantly in local markets reaching saturation and where competition level is significantly high. Organizations might access untapped or new audiences by venturing into new locations in which they can be viable and satisfy changing customer expectations by diversifying their services. Netflix is a prime illustration market expansion as it started in the USA but currently, it is one of the largest video streaming businesses globally. After initially concentrating on the market in the United States, Netflix sought to acquire a worldwide audience and now offers its streaming service in more than 190 nations. In addition to this growth, Netflix distinguished itself from rivals by creating original series like The Stranger Things and The Witcher, embracing content variety. 
Advantages of PLC:
Strategic planning: PLC helps firms to create targeted and integrated strategies for every stage from introduction to dedication which improvise its growth approaches more concisely and clear. 
Resource allocations: PLC guides businesses to distribute resources accurately like marketing budgets and operations costs in growth and maturity stages (Vendrell-Herrero et al. 2022). 
Market awareness: PLC serves in-depth knowledge about market dynamics, and competitive and changing customer behaviours at different stages which helps to strategize approaches in different stages.  
Disadvantages of PLC:
Incapability to predict issues: PLC is unable to provide insights about product lifespans because every product does not have a linear lifespan that results in market misconception for the brands sometime.
Oversimplification: PLC tactics gradually ignore outside influences such as economic changes changing market trends, advancements in technology, or moves made by competitors. These are highly important for enhancing customer engagement in global markets. 
Limited Flexibility: Plc might result in strict tactics that stifle creativity or adaptation for brands sometimes. 
[bookmark: _hcv4wwsk1j6w]Conclusion:
Lastly, it can be concluded that the PLC model offers a theoretical framework for managing goods in various stages, as well as illustrations of the pioneer and follower methods, growth stage tactics like leapfrogging and differentiation, and maturity stage tactics like market adaptation. However, because markets are always shifting, any businessperson using this technique must be prepared to adapt sometimes due to certain restrictions.
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