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[bookmark: _Toc193835670]Introduction 
In strategic marketing, the core decision to be a pioneer or a follower is crucial enough when launching a new product or entering a new market. Based on a 2024 survey among marketers, it has been observed that 83% of people stated that effective marketing, such as marketing through social media platforms, helped to increase exposure and 73% stated that it increased website traffic (Statista, 2024). A pioneer company is responsible for introducing innovations fast, through which it is possible to gain a fast-mover advantage, greater brand recognition, and consumer loyalty, whereas it faces high risks. On the other hand, a follower company learns from the pioneer and improves its existing products or services to avoid early-stage pitfalls. This essay demonstrates the advantages of each strategy with real life examples and life cycle strategies related to successful pioneer and follower companies. 
· Personalised marketing is going to take a large portion in the market. 
· Huge investments can be seen in personalising the marketing strategy, by hyper personalisation it is possible to analyse vast amounts of data to cater tailored content across the globe. 
· Already more than 70% of customers get advertisements tailored to interest and shopping habits. 
· Predictive analytics through AI has already received an investment of USD 18.89 billion in 2024 and it is expected to have a growth of 28.3% from 2025 to 2030.
[bookmark: _Toc193835671]1a. Advantages of being a pioneer and follower company
[bookmark: _Toc193835672]Definition of pioneer 
A pioneer business indicates the business of a pioneer company related to the promoted activity or promoted product of the organisation which is carried on by it in its tax relief period (Deshmukh and Tare, 2024). Moreover, it can be stated that a pioneer organisation first introduced a new idea, product or technique and took the risk to disrupt the status quo. 
[bookmark: _Toc193835673]Advantages of being a pioneer with examples 
Being a pioneer in the market provides several strategic advantages that can ensure long-term success:
· First-mover advantage: Pioneers are able to gain early access to the market share and consumer loyalty before competitors enter the market. For instance, Apple, the American multinational corporation and technology company of the USA, is a prime example of a pioneer company. It has created a tech culture that is synonymous with innovation. In 2024, Apple released the iOS 18 operating system version by leveraging AI to enhance user experience (Akhtar, 2024). One notable feature of this advanced system is to lock an app when handing over the phone to someone else, which secures sensitive information most. Through greater advancements, Apple was capable of increasing its profit of $330 million (Rs. 2746 Crore) in March ending 2024 in India and revenue from operations increased to Rs. 66,727 crore in 2024 from Rs. 49,188 crore in 2023 (Figure 1). 
[image: ]
Figure 1: Financial results of Apple in India in 2024
(Source: Kamal, 2024)
· Greater brand recognition and customer loyalty: Early entrants became synonymous with products or services, making it difficult for followers to displace them easily (Bombiak, 2023). For example, Coca-Cola was one of the first companies that mass-produced soft drinks and developed its brand reputation globally. With the global recognition, Coca-Cola is still able to maintain its high brand value such as US$106.45 billion in 2024, although the value remains flat compared to 2023 (Figure 2). 
[image: ]
Figure 2: Brand value of Coca Cola from 2006 to 2024
(Source: Statista, 2024)
· Strong control over supply chain: Through early market entry, pioneers are capable of establishing adequate relationships with suppliers and distribution channels. 
[bookmark: _Toc193835674]One detailed example of a successful pioneer company
Tesla can be considered as one of the most successful pioneer companies that revolutionized the electric vehicle industry. In 2024, Tesla had the highest market share of 18% worldwide in the electric vehicle industry, followed by BYD Group with 16% (Figure 3). 
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Figure 3: Global market share of top 5 manufacturers in the EV market 
(Source: Statista, 2025)
Before Tesla, EVs were considered as quite impractical due to their limited range and poor performance, whereas after introducing high performance electric cars with long battery life, Tesla totally disrupted the automotive sector (Jacobides et al., 2023). In 2024, Tesla sold the Model Y and Model 3 most by 372,613 units and 189,903 units respectively in the USA and total EV sales in this nation grew 7.3% year over year (Teslarati, 2025). Despite competition from traditional automakers, the early innovation of Tesla in terms of supercharger network and advanced battery technology helped the firm to stay competitive. 
[bookmark: _Toc193835675]Definition of follower 
A follower company indicates a business that enters within the market after a pioneer and learns from the pioneer’s success and mistakes (Dreiling and Bican, 2022). Followers mostly refine existing products, reduce the cost structure, and leverage improved technologies to gain high market share. 
[bookmark: _Toc193835676]Advantages of being a follower with examples 
Being a follower in the market is effective to offer certain advantages which can lead to success by minimizing risks:
· Developed market understanding: Followers can get the scope to analyze customers' preferences most and refine the products properly. For instance, Burger King can be considered as a follower company of McDonald’s whereas at present, it is considered as the 3rd largest burger chain (by US system sales). As of 2024, the total revenue of the firm was US$2.3 billion and net sales climbed 26% to US$2.3 billion compared to the previous year (Cnbc, 2025). 
· Lower risk regarding market uncertainty: Pioneers always face high uncertainty based on customer acceptance, whereas followers enter within the proven markets (Cirik and Makadok, 2023). As an impact, there is a possibility to face low risks as they are well known with the market and able to acquire changes based on changing demands. 
· Capability for offering competitive pricing: Without any such burden of high investments, followers can be able to acquire cost-effective production strategies as well as offer better pricing (Cirik and Makadok, 2023). For example, Xiaomi entered the smartphone market after Apple and Samsung, but captured significant market share by offering high quality devices at the lowest price. Xiaomi has been identified as one of the top vendors in the smartphone shipment market with a market share of 13% in Q4 2024 worldwide whereas Apple took the leading position with a market share of 23% (Figure 4). 
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Figure 4: Share of top vendors in the smartphone shipment market from Q1 2021 to Q4 2024
(Source: Canalys, 2025)
[bookmark: _Toc193835677]One detailed example of a successful fast follower company
Google can be considered as a prime example of a fast follower company, as when it launched in the search engine industry, there were other search engines like Yahoo and others already established. However, Google was able to refine the concept of search engine by developing a superior algorithm, PageRank, which delivered relevant search results than other engines (Ridgway, 2023). Google is considered as the king of search engines that processes more than 99,000 searches per second and over 8.5 billion search queries are made here each day (Pangarkar, 2025). Google also helps to search effectively through the Google Ads, which transforms online advertising. Above all, Google outperformed its competitors quickly and ensured that a well-executed follower strategy is relevant to lead the market. 
[bookmark: _Toc193835678]1b. Impact of product life cycle strategies to increase the growth of the pioneer and follower companies 
[bookmark: _Toc193835679]Definition of product lifecycle model
A product lifecycle model consists of particular stages through which a product goes from its introduction to its decline (Restuccia et al., 2016). Here, a new product is introduced within the marketplace, it grows as well as matures, and when it loses appeal and sales decline, it is terminated. 
[bookmark: _Toc193835680]Diagram of the model
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Figure 5: Product lifecycle model 
(Source: Lecture 6, slide 14)
As per above, the product lifecycle model has four stages such as introduction, growth, maturity, and decline. As a product moves through the cycle, the strategies seem to be well related to promotion, competition, pricing, distribution, and market information, which can possibly be changed as well as required. 
[bookmark: _Toc193835681]Description and examples of Product Life Cycle strategies in the growth stage of the model
In the growth stage of the product lifecycle, companies need to focus on improving the market share, strengthening the brand presence, and overcoming competitors. Hence, below defensive and attack strategies can be taken into focus here:
Defensive strategies 
· Fortress or Position Defense Strategy: It mainly involves the strengthening of an organization’s existing market position by reinforcing consumer loyalty, improving the product quality and ensuring a strong investment in branding (Lavery, 2024). In growth stage developing and strengthening the brand loyalty through generating customer satisfaction is crucial. Through this strategy in the growth stage, a brands goes for aggressive marketing to expand its market share. For example, focus can be provided on Coca-Cola as this firm integrates fortress strategy by investing in advertising, brand recognition, and product differentiation continuously. In 2023, the firm spent a total of US$5.01 billion for advertising purposes only, a 20% increase from the previous year and which was the highest among all previous years (Figure 6). 
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Figure 6: Advertising spending of Coca-Cola from 2014 to 2023 
(Source: Statista, 2024)
Emotional connection is also well-developed by the brand with consumers to retain them for the long-term by offering consistent product quality in the growth stage. As an impact, it serves 715 million customers in 29 different countries (Coca-colahellenic, 2025). 
· Flanker Strategy: In growth stage, brands often face challenges from the existing products or the new products. That is why, Flanker strategy mainly involves introducing a secondary product for protecting the main product from rising competitors (Malekpour et al., 2024). It is useful only when a company is facing competition from lower cost or niche-focused products in the market. As an example, focus can be provided on Samsung as the firm applied the flanker strategy to offer different smartphone models in various price segments. The Samsung Galaxy S series mostly competes with premium brands like Apple, and at the same time, the Galaxy A series and M series mostly target budget-conscious consumers to prevent them from using Xiaomi and Realme. It helped the firm to beat Apple from becoming the world’s biggest smartphone brand with a 20.8% market share in Q1 2024, boosted due to strong sales of its Galaxy S24 series (The Times of India, 2024). 
Attack strategies
· Frontal Attack Strategy: This strategy consists of challenging a market leader directly by offering a similar product with more attractive features, competitive pricing structure and superior customer service (Sawaftah et al., 2021). It requires high investment in the area of marketing, product development, and distribution in growth stage of any product. For instance, Pepsi uses a frontal attack strategy against Coca-Cola by positioning itself as the dynamic alternative in terms of product innovation (Pepsi Max) and competitive pricing in a new market when it is at the growth stage (Czinkota et al., 2021). 
· Leapfrog Strategy: This strategy involves the bypassing of current competitors by coming up with a new product that involves superior technology, innovation, and latest features (Chen and Sun, 2023). For instance, in growth stage Netflix leapfrogged the traditional video rental business by investing strong amounts in high-speed content delivery such as US$17 billion in 2024 (The Economic Times, 2025). Moreover, Netflix plans to increase its cash content spend even more in 2025, such as US$18 billion to offer greater quality streaming services to its customers. 
[bookmark: _Toc193835682]Description and examples of Product Life Cycle (PLC) strategies in the maturity stage of the model
In the maturity stage of the PLC, sales growth seems to be reduced as the market becomes saturated and competition increases. Two common strategies can be used here that are evaluated below: 
· Increased penetration strategy: This strategy helps business firms to gain a large market share of the existing market by targeting new consumers and encouraging repeat purchases (Adamu, 2023). These can be achieved by offering certain promotional deals, improving the area of distribution, and enhancing product features suitably. As an example, focus can be provided on Unilever’s Dove as the product has well maintained its position in the personal care market by improving its marketing strategies. By introducing such new variants like Dove Men+Care, Dove is capable of attracting its new customer segment carefully. Google Trends reported that search interest regarding “whole body deodorants” increased by more than 1000% in the past 12 months, and hence, Dove Men+Care's new whole-body deo is quite popular among customers (Unilever, 2024).
For example, Dove has developed a product line appealing to a wide range of women. As the brand matured, Dove refined its target market, increasingly focusing on young women rather than solely on older women. Currently, Dove actively emphasizes products and marketing that resonate with young women, representing their refined target segment. 
· Global marketing expansion strategy: At the maturity stage, brand increases its exposure and try to reach more customers. This strategy helps businesses to enter new geographic markets where the product demand is increasing day by day (Rana et al., 2021). Companies prefer to expand internationally for increasing the revenue area when the domestic market becomes saturated. In this regard, the example of Starbucks can be taken into focus as the firm expanded into emerging markets such as China and India for sustaining the growth as most of the markets of North America seemed to be saturated. By offering region-specific beverages, the firm is capable of developing a strong customer base. As of 2024, Starbucks operates nearly 457 stores across India through its joint venture with the “Tata Consumer Products Limited” (Nucleus_AI, 2025). Moreover, the firm has announced its rapid expansion, such as opening 1 store every 3 days, creating 4300 or more jobs and reaching 1000 outlets by the end of 2028. 
[bookmark: _Toc193835683]Conclusion 
Based on the overall context, it can be concluded that the decision of being a pioneer or a follower is quite essential in the area of strategic marketing as both of them offer distinct advantages. Pioneers are able to gain first mover advantage observed in companies like Apple and Tesla. On the other hand, followers face less risk like Google. With the help of effective product lifecycle management strategies like fortress defense, leapfrogging, and global expansion, it is possible to expand the business growth in emerging markets and deal with the competitiveness suitably. 
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