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[bookmark: _Toc194030861]Introduction
In today’s business environment, characterised by higher levels of competition, a company faces a crossroads: whether to be a pioneer or a follower. A pioneer is an entity in a specific sector that introduces new products, services, or technologies, which form the basis for trends and demand (Dreiling and Bican, 2022). At the same time, followers enter the market after the pioneers have had a chance to initially enter and often enhance the product to better meet the market's needs (Parry and Sarma, 2019). Each has its benefits and liabilities, and the ability to be a first mover or a follower defines the direction of many organisations’ development and their market positions.
[image: ]
Figure 1: Pioneer vs Follower (Dreiling and Bican, 2022)
The Product Life Cycle (PLC) concept is a marketing model that provides insights into the various changes that occur to products and the types of marketing strategies appropriate for a given product at different phases (Elangovan, 2020). The PLC has four phases, which include introduction, growth, maturity and decline. Nevertheless, this essay will focus on discussing the growth and maturity stages that any company, whether pioneer or follower, must explore to sustain its market share, customer loyalty, and competitive advantage.
This essay will outline and reflect on the benefits of being a first mover over a follower, discuss the various activities employed by corporations during the growth and maturity stages of the product life cycle, and explain, with examples, how these activities contribute to achieving sustainable success and market saturation.
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[bookmark: _Toc194030863]Advantages of Being a Pioneer
A pioneer is the first mover, a provider of a unique product or service, a developer of a novel technique when it comes to the market, which has the difficulty among its responsibilities of creating and defining the demand for the marketing offering. This means that the first organisation to enter a particular market has enormous benefits because it has the opportunity to determine the rules of competition in the field (Montaguti and Zammit, 2017). A pioneer is able to establish a readily identifiable customer following that associates the brand with the category. This gives a company the first-mover advantage, increased chances of making good profits, and enjoying long-term market dominance, as consumers are likely to purchase goods from familiar brands.
For instance, Apple developed the first iPhone and launched it to the market, forcing other producers to create new lines of products. This allowed Apple to strengthen its position and ensure demand among consumers as competitors emerged. Consumers remained loyal due to the product’s release, modern design, and its association with the company’s ecosystem (Chen et al., 2023). Likewise, Tesla introduced the concept of electric cars to the automobile market and became the market leader in this area. Thus, Tesla managed to occupy a niche that allowed its product to perform well while also serving a socially responsible function by being environmentally friendly (Wu et al., 2021). This characteristic enabled Tesla to cultivate a devoted legion of consumers driven by both environmental concerns and a passion for advanced technology. These strategies enabled both Apple and Tesla to maintain and retain their loyal customer base, despite facing heightened market competition.
That is why pioneers are free to establish specific technological frameworks which other companies are unable to avoid. For instance, Amazon, in its early years, not only created the online selling business but also developed the AWS cloud service, which significantly shaped the entire cloud industry, leaving competitors with no option but to follow suit. Nevertheless, this advantage offers some problems (Tien and Ngoc, 2019). Pricing and risk costs, primarily including the inherent costs of innovation and market uncertainty, pose significant risks to firms. They should invest a considerable amount of capital in research and development, as they generally operate in an uncertain market; hence, their success is not assured.
[bookmark: _Toc194030864]Advantages of Being a Follower
Market pioneers may start the lead, but followers may opt to join with less risk and a head start. By observing the experiences of pioneers, followers can adopt best practices and avoid the mistakes made by those who came before them. It also makes followers creep instead of charging ahead and making many mistakes that pioneers make at the early stages (Gotteland et al., 2020). They need to seize and create opportunities depending on existing and potential customer demands, trends, or reviews.
It is also advisable for a follower to offer something different from the initial product or service that they initially introduced. The pioneers help followers utilise the market knowledge available to them. For instance, Samsung embarked on the quest to produce smartphones after Apple, standing on the foundation laid down by this company (Ford, 2020). By cutting prices and enhancing other aspects, such as screen size and battery capacity, the company became a strong rival of Apple and established a market niche.
Followers also benefit from lower research and development costs, as they can utilise the developed technologies and ideas to advance their own. This enables them to introduce new products into the market as quickly and cheaply as the pioneers, who are forced to absorb development costs (Cai et al., 2020). Nokia, in fact, later joined the mobile phone business after Motorola, and its early models, although not as well-known as Motorola's, gained acceptance. The company enhanced these models and made them affordable for the public.
On the other hand, followers must struggle with the concept of differentiation. Many need to devise strategies to participate in a market already dominated by pioneers (Montaguti and Zammit, 2017). For instance, Pepsi has traditionally positioned its brand as superior to Coca-Cola's, despite being the original brand. However, followers can always gain the necessary market share by providing higher-quality products, better services, and lower costs to customers than established brands.
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For a better understanding of the differences in the advantages of each strategy, the following table presents a detailed list of benefits for pioneers and followers:
	Aspect
	Pioneer Companies
	Follower Companies

	Market Entry
	First to market with innovation, creating initial demand.
	Enter the market after demand has been established, thereby reducing market uncertainty.

	Customer Loyalty
	Build early customer loyalty to create a strong and long-lasting foundation.
	Must find ways to differentiate and attract customers from established brands.

	Cost of Innovation
	High initial investment in research, development, and market education.
	Lower investment in R&D, benefiting from established market trends.

	Technology Leadership
	Can establish technological standards and patents.
	Can leverage existing technologies and improve on them.

	Competitive Advantage
	Strong, initial brand positioning and dominance.
	Must innovate and differentiate to carve out a niche.


Table 1: Comparison of Advantages: Pioneers vs. Followers
In summary, both pioneers and followers are vital in the formation of markets, as each offers unique benefits. Organisational pioneers have several advantages, including being market pioneers, brand awareness champions, and contributors to technology standards (Wu et al., 2021). However, at the same time, they also entail certain risks, primarily related to the high costs of innovation and market risks (Giachetti and Pira, 2022). On the other hand, followers can achieve a lower risk, less investment in research and development, and a better evolution of existing products based on customers’ feedback and leaders’ experience. However, in differentiation, it may prove challenging for followers, but they can leverage the market created by pioneers to offer better and more competitive products (Gómez et al., 2022). Nonetheless, the key to both approaches lies within the organisation’s ability to change and create a competitive edge. It is always essential for both pioneers and followers to find their niche and thrive in the particular domain of the market they have chosen; for them, it is imperative to adapt to technological shifts.
[bookmark: _Toc194030866]PLC Strategies in the Growth and Maturity Stages 
The Product Life Cycle (PLC) is a cyclical model that identifies the key stages a product passes through to be considered part of that particular life cycle (Elangovan, 2020). Out of all the stages of the PLC, growth and maturity, where firms seek to sustain their growth and ensure they stay ahead of their competitors, is the most important. 
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Figure 2: Product Life Cycle (PLC) (Elangovan, 2020)
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Overview of PLC Stages
· Introduction Stage: It is characterised by a high level of newness, which makes pioneers typically dominate it. The market penetration is low, and efforts are being made to raise awareness of the product's importance in the market (Iveson et al., 2022).
· Growth Stage: Sales growth accelerates, and businesses face keen competition, struggling to gain consumers’ acceptance of their products. Not only do the pioneers have aspirations to increase their scope and improve their services, but the followers also share the same sentiment.
· Maturity Stage: This stage marks the slowdown in market expansion, as the market is almost entirely saturated (Otte et al., 2019). Businesses have placed their efforts on market share, product positioning and improved customer retention.
· Decline Stage: Products are no longer popular, for instance, due to technological advances, competitive products or customer tastes and preferences (Kornelakis and Petrakaki, 2024).
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The growth stage of the Product Life Cycle (PLC) is characterised by more demand and competition in the market (Suntsova, 2024). At this stage, new businesses must grow, expand their market share, and diversify their offerings.
Pioneers' Strategies in the Growth Stage
1. Product Development and Line Extensions: The concept of product development involves pioneers extending their product lines into the market. Apple, for instance, introduced multiple iPhones after the initial release, each with different prices and functionalities, catering to various needs (Kafoe, 2025). This approach helped the Apple Company to increase its sales and gain new demand from the market.
2. Brand Reinforcement: During the growth stage, there is increased expenditure to enhance customer acceptance of the brand. Tesla is a prime example. With features such as Autopilot and over-the-air (OTA) software updates, Tesla significantly contributes to the EV industry’s standards and strengthens its market position (Wu et al., 2021).
3. Marketing Strategies: The pioneers tend to be aggressive marketers, ensuring they effectively capture the market. To displace Amazon, a competitor must match and sometimes surpass the company’s investments in logistics, delivery services, and digital marketing (Olorunfemi, 2024). At the growth stage, customer convenience, driven by fast delivery and the availability of a wide range of products, contributed to Amazon’s market expansion.
Followers' Strategies in the Growth Stage
1. Product Differentiation: Followers enter the market by focusing on differentiation. Samsung entered the market after Apple and quickly captured a significant market share, primarily due to its larger screen, improved battery life, and flexible solutions (Wu et al., n.d).
2. Competitive Pricing: Followers typically offer very low prices to attract price-sensitive consumers (Rakita et al., 2017). For instance, Nokia produced low-cost phones with similar functions to the Apple iPhone and dominated the global market.
3. Technological Adoption: While employing the concepts of Follower, they remain crucial to the development of new technology by building upon existing inventions. Following Honda's launch of the Prius, Toyota also entered the hybrid vehicle market. It introduced vehicles with greater fuel efficiency at lower prices, which enabled Toyota to establish a significant market share in the segment.
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The maturity stage of the product life cycle (PLC) is characterised by slow growth in sales because the consumer market is almost saturated with the product (Cohen and Muñoz, 2017). At this stage, the companies focus on key objectives, including preserving market share, contributing to brand identification, and product differentiation to avoid decline.
Pioneers' Strategies in the Maturity Stage
1. Produce Portfolio: In the maturity stage of the product life cycle, firms strive to expand their product offerings. For instance, McDonald's serves healthier products that include vegetables and fruit, in addition to introducing items common to specific regions. This enables McDonald’s to capture new customers while retaining its regular customers (McDonald and Gao, 2019).
2. Brand Loyalty and Reinforcement: In the maturity stage, pioneers focus on enhancing brand loyalty. Apple also expands its ecosystem, integrating iCloud, Apple Music, and Apple Pay with its products. This strategy preserves the customer within the appliance and enhances the bond with the Apple brand.
3. Cost Competitiveness: Due to increased market competition, pioneers strive to strike a balance between costs and competitiveness. Tesla has also aimed to produce more affordable car models, such as the Model 3, targeting a broader market that is still associated with innovation (Wu et al., 2021).
Followers' Strategies in the Maturity Stage
1. Market Share Acquisition: One of the primary reasons is that followers are often involved in aggressive marketing. Samsung has not only paid for advertisements but has also created campaigns emphasising features such as the camera, battery life of the smartphone, and price compared to iPhones (Rakita et al., 2017).
2. Niche Market Demographics: It may be a smart strategy for Followers to choose niche markets in order to avoid confrontation. Furthermore, Burger King recognises that it is not merely a clone of McDonald's, but rather a competitor with a distinct niche in flame-grilled burgers (Kornelakis and Petrakaki, 2024).
3. Cost Leadership: Typically, followers employ cost leadership strategies. Currently, Coca-Cola faces competition from other juices and beverages, particularly from Pepsi, which utilises lower prices and coupons as a demonstration of its scale advantage (Kafoe, 2025).
[bookmark: _Toc194030870]Technological Impact in the PLC Stages
Recently developed technologies, such as AI, machine learning, and big data, have also boosted growth in the Growth stage and the Maturity stage of the Product Life Cycle (PLC). All these technologies can help both pioneers and imitators enhance the quality of their goods and services, optimise their communication with customers, and adapt to changes in customers’ needs and wants (Olorunfemi, 2024). For instance, Amazon utilises AI to provide its customers with the best recommendations for products they are interested in; Tesla also employs AI to protect its self-driving car feature, called Autopilot (Mohammadi et al., 2017). They assist organisations in sustaining competition and the longevity of their business at the maturity stage.
[bookmark: _Toc194030871]

Conclusion 
In conclusion, both pioneers and followers are crucial in the market, as they employ different approaches in the battle to outcompete one another. First movers are able to grow the market by securing their occupation of a new market, creating customer goodwill, and shaping the market. However, they also suffer from high costs of innovation and market risk factors that hinder their performance. Those who enter a market second enjoy less risk and lower research costs than pioneers and are usually able to build upon the first technology introduced. However, the issue of differentiation presents the followers with a problem that can be solved by building on the foundation provided by leaders to improve and tailor the services and products available on the market. 
The application of the Product Life Cycle (PLC) measures in the growth and maturity stages is crucial for both types of firms. The leaders focus on development, brand strengthening, and introducing new products, while the followers utilise low prices, product enhancements, and promotions to maintain their position. Technology has become increasingly crucial for marketing activities, as leaders and followers utilise AI, automation, and digital tools in their marketing processes. In the future, emerging technologies such as AI, big data, and AR will revolutionise the market by providing an opportunity for a personal, efficient, and effective way to reach customers. To survive and continue growing in the next stage of their development, companies must be able to evolve and implement available technologies.
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