Page1

Prifysgol Cymru
% Y Drindod Dewi Sant

X University of Wales
Trinity Saint David

%

Master of Business Administration

Module: Marketing Management

Module code: LCMB7024

Assessment Component 1-

Essay

Student Name: Arifa Rehman
Student ID: 2422946
Instructor: Dr Jayalakshmi Gopalkrishnan
Date of Submission: 28.03.25

Word Count: 2545



Page2

1 INErOAUCTION. ... et e e e e e e e e e e e e e e e e e e e e 3
1.1 Background INformation...........cccuumiiiiiiiieeeee e 3
1.2 Definitions of KEY TEIMIS.......oovieiiiiiiee e 3

2.0 Key Advantages of Being a Pioneer Company.............cccciiiiiieiiiieeiieeeeeeee 5
2.1 Discussion, Analysis, and Critical Evaluation of the Advantages.........ccccccccceeeee... 5
2.2 Key Advantages of Being a Follower Company..........cccccccieeiiiiiiiiiiiiiciiieeee 5
2.3 Examples of Pioneer and Follower Companies............cooovveeiiiiiiiiiiiiiiieneee e eeeeeeeee 7

3.0 Product Life Cycle Strategies That Successful Companies Follow to Increase

Growth and Maintain Strong Competitive Advantage............cccccvvviiiiiiiiiiiieeeeeee s 8

3.1 Discussion, Analysis, and Critical Evaluation of the Growth and Maturity Stage of
PLC FOI PIONEEIS.......uiiiiieiieeeiieee ettt e e e e e e e e e e e e e e e e e s e e e e e s nnnnneeneees 8

3.2 Discussion, Analysis, and Critical Evaluation of the Growth and Maturity Stage Of
PLC FOr FOIOWETS. ...ttt e e e e e e e e e e e e e e e e e e e aannns 9

3.3 Examples of Pioneers and Followers and Analysis of how Each Stage provides

Strong Competitive Advantage. ...........ooiiiiiiiii 11

i O 0o ] g o] [V1=] o] o FUTEUT TR 13

D R I ENCES . ..o 14



Page3
1. Introduction

1.1 Background Information

Companies within competitive business environments use varying market entry
approaches to create significant impacts for their long-term achievement. Some
enterprises become pioneer providers through innovative product creation, but other
firms choose to stay behind pioneers by enhancing existing products. An early
advantage in market leadership emerges from pioneering businesses because of
recognized brand dominance but these companies confront obstacles when trying to
keep innovation going and resolve market uncertainties. The success of a product
varies between stages of the product life cycle because it impacts how well they hold or

battle for market leadership positions.

1.2 Definitions of Key Terms

A pioneer company launches fresh market offerings before anyone else in the
respective industry sector. Such corporations create industry guidelines through which
they construct brand awareness and obtain leading market positions (Chen, Ishida and
Mukherjee, 2023). These businesses transform original products while cutting expenses
and seeking unfulfiled market requirements, which leads to enhanced versions of

pioneer models, resulting in a better competitive position.

The business concept known as Product Life Cycle (PLC) follows a product from its
introduction to its decline stages. The four distinct phases of product development follow
introduction, then growth, which leads to maturity and finally results in decline (Ilveson,
Hultman and Davvetas, 2022).

During the growth stage consumer demand escalates as businesses enhance market
penetration while competitors multiply in number (Murakami, 2023). Companies work on
developing brand uniqueness while achieving maximum efficiency in production and

expanding their capacity to handle growing consumer needs. The growth stage
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frequently belongs to pioneers yet followers who develop enhanced products with

competitive prices challenge their leadership.

As markets become fully saturated, the maturity stage begins because customer growth
slows down. Businesses in this stage must handle aggressive competition by keeping
their customers satisfied, minimizing costs, and creating unique products to guarantee
profitability. The market saturation challenges that pioneer face led to followers
obtaining their power through strategic improvements that boost operational

effectiveness and introduce new solutions to gain customer interest.

The analysis investigates pioneer and follower company benefits along with their

competitive positioning through the product life cycle stages.
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2.0 Key Advantages of Being a Pioneer Company

2.1 Discussion, Analysis, and Critical Evaluation of the Advantages

Companies that enter the market as pioneering players gain various benefits which
create enduring competitive advantages. Leading the market emerges as a significant
benefit since the first company to enter establishes brand loyalty among customers
before other competitors launch their products (Dreiling and Bican, 2022). The early
market entry position grants pioneer the ability to define industry norms and mold
consumer choices while building brand worth which late developing competitors find
hard to oppose. The first movers typically acquire technological leadership position
since they have the chance to invent and patent new technologies that lock out
competitors from entering the market. The technological advantages that pioneer gain
give them the potential to reduce long-term production expenses through learning curve

mechanisms.

A company which takes pioneering position secures critical resources including
strategic locations alongside exclusive supplier agreements and advantageous
regulatory environments. Companies that establish themselves first receive substantial
advantages which lead to lower production costs along with improved operational
efficiencies (Wunker, 2012). The practice of pioneering provides numerous benefits to
organizations yet puts their operations at some degree of risk. First companies that
enter the market must deal with understanding customer needs and managing uncertain
market reaction along with high research expenses. When pioneers neglect innovation
and market change adaptation other companies can profit from their situations. The
pathway of pioneering brings noteworthy advantages as a trade-off against continuous

strategic dedication for leadership preservation.

2.2 Key Advantages of Being a Follower Company

Entering the market as a follower company presents strategic benefits which differ from
the difficulties pioneer companies encounter. The main benefit of being a follower
company includes minimized market ambiguity (Dreiling and Bican, 2022). Followers of

the market leverage pioneer firm R&D and customer education investments to gather
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data which enables them to make better strategic business choices. Followers of the
market can prevent expensive failures because they observe current market patterns

and consumer reactions to refine products according to actual market requirements.

Followers benefit from reduced expenses in their investments. Early technology
developers along with supply chain creators and regulatory adaptors face elevated
expenses in their venture. Following companies benefit from existing market
infrastructure because they can adopt established technologies at reduced pricing.
Followers use their lower startup expenses to reach operational effectiveness and
competitive prices which results in better cost leadership than pioneers (Obloj and
Obloj, 2016). Quick innovation adoption by following firms allows them to refine already
existing products while delivering improved services to customers. These market
entrants deploy advanced functionalities to solve pioneer weaknesses which leads them

to acquire market share after bypassing the original development expenses.

Follower companies gain flexibility that helps them respond rapidly to changes in the
market. The ability to change strategies and adapt technologies sets followers ahead of
pioneers since they need not remain confined by their original choices (Jain, 2018).
Followers can enter their market segment by using state-of-the-art processes which
pioneers might have already overcome. Followers leverage their ability to develop
efficiently and reduce the initial risks and improve products to establish competitive

advantages beyond pioneers who get there first.
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2.3 Examples of Pioneer and Follower Companies

Industry Pioneer Follower

Electric vehicle Tesla BYD

Soft Drinks Coca-Cola Pepsi

Smartphone Apple Google Pixel
(I-Phone)

Table: Pioneer and follower companies

The leader of the electric vehicle industry Tesla uses advanced battery sys tems to offer
high-end vehicles with autonomous capabilities while it builds expansive charging
facilities. The early entry of Tesla into the market let the company establish industry
standard practices that fostered powerful brand awareness (Mariani and Belitski, 2022).
By implementing cost-effective production while tapping into government incentives and
targeting multiple EV divisions BYD became a dominant follower that exceeded Tesla's

global EV sales numbers for the year 2023.

Since the late 19th century, Coca-Cola has maintained the status of world leader as the
pioneer of the classic soft drink brand, which established itself as worldwide recognition.
The company seized first-mover benefit to control worldwide markets because it
permitted investments in brand strength while diversifying its product line (Wunker,
2012). Pepsi reached market dominance by delivering a sweeter flavor and aggressive
advertising campaigns and snack food products, which allowed it to compete as a major

player with Coca-Cola.

Smartphone technology was revolutionized in 2007 when Apple released the iPhone,
which combined touchscreen interaction with an application space and automated
hardware-navigation. The product launch of Google Pixel came later to the smartphone
market, but the company chose excellent Al-driven software and advanced camera
features and complete Google ecosystem access as its strategic advantages (Markides
and Sosa, 2013). The Google Pixel appeals to consumers who seek Android-based

enhancements even though Apple introduced products earlier.
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Successful followers in the market attain their goals by enhancing pioneer models or
providing competitive prices together with modern technology advancements for market

penetration.

3.0 Product Life Cycle Strategies That Successful Companies Follow
to Increase Growth and Maintain Strong Competitive Advantage

3.1 Discussion, Analysis, and Critical Evaluation of the Growth and Maturity

Stage of PLC For Pioneers

Sales and
profits ()

Profits

Time

Product
development| Introduction Growth Maturity  Decline

Losses/
investment ($)

Figure: 1 (Kotler et al., 2020)

Growth stage Pioneer: Pioneer companies need to excel during the product life cycle
growth stage since this period decides whether their initial market entry will transform
into enduring market success. The demand for the product intensifies rapidly since
more consumers discover it, which drives market growth and increased sales levels.
Pioneer companies enjoy various benefits from being first to market because they earn
strong brand awareness combined with customer commitment and significant cost
advantages (lveson, Hultman and Davvetas, 2022). The market entry of follower
companies creates competition since they provide better quality or more economical

product options. A pioneer company needs to improve its product quality over time and
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market it aggressively as well as build better distribution networks to keep its leadership
role. The management of operational expenses and price sensitivity against new market
entrants became the key challenge for maintaining innovation. A pioneer company

which fails to innovate perpetually leaves itself exposed to followers who can take away

market share by improving weaknesses in the initial product.

Maturity stage Pioneer: Transformation within the maturity stage delivers opportunities
and difficulties that affect pioneers. Market completion looks after most potential
customers accept the product resulting in slowing sales growth (Mariani and Belitski,
2022). The market develops severe competition because firms need to engage in
applying unique offerings and contests over prices when following cost reduction to
survive. The advantage of pioneer market leadership and establishing a loyal user base
might become a disadvantage if pioneers do not adjust their operations to changing
customer needs and technological developments (Chen, Ishida and Mukherjee, 2023).
Companies that achieve success in this method use brand stretching along with market
categorizing techniques and process advancement to improve product strength. People
who introduce affordable or creative solutions tend to top pioneering companies when
pioneers fail to stay alert. The competitive advantage in maturity stage survives through
constant innovation together with efficient brand strategy and strategic partnerships

usage enhanced by market responsive approaches.

3.2 Discussion, Analysis, and Critical Evaluation of the Growth and Maturity
Stage Of PLC For Followers

Growth stage Follower: The growth stage drives follower companies to see sharp
market adoption growth although their development paths vary from pioneer companies.
Following companies manage market doubt more effectively because they collect
consumer response data from the product released by pioneers. This enables them to
deliver improved versions for lower prices with better manufacturing practices. The
research on consumer behavior enables follower companies to define better selling
points by improving their products and introducing market-friendly pricing structures.

Followers achieve price benefits by using advanced supply chains alongside improved
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manufacturing approaches which reduce their production costs beneath those of
pioneers (Bekele, and Zewdie, 2024). Followers during this stage must solve the
problem of differentiation because pioneers maintain their strong brand recognition and
customer loyalty whereas followers need to establish their own distinct characteristics of
features and pricing or service delivery. Followers who join a market after its initial
launch benefit only from limited time monopolies since competitive forces are already
present thus requiring strong marketing measures and expanded distribution systems

together with innovative solutions for achieving market success.

Maturity stage Follower: The market enters saturation which drives competition levels
up during the last stage. The stage requires pioneers who borrow customer loyalty from
established brand equity while dealing either with aging business procedures or
becoming too comfortable with their successes. Averting market maturity as a follower
tends to yield better cost structures combined with improved product quality alongside
consumer dynamic responsiveness (Dreiling and Bican, 2022). Followers achieve a
large market presence by introducing competitive products through focused promotion
strategies combined with product proliferation. Followers maintain the ability to
transform rapidly while launching new product versions or adopting new technologies at

a speed which outpaces pioneers who are restrained by old systems.

The long-term advantage often moves from pioneers to followers because followers
learn to enhance innovations and minimize costs while being flexible in changing

markets.
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3.3 Examples of Pioneers and Followers and Analysis of how Each Stage

provides Strong Competitive Advantage

M Tesla W BYD
2.0M

1.5M

1.0M

2018 2019 2020 2021 2022 2023 2024

(Richter, 2025b)

Over the last couple of years, BYD's company growth rapidly increased, and they
became mature. China is growing the world's large EV market in 2024. BYD adopts
market trends and transforms from old to new vehicles. This company's competition with
Tesla says a lot regarding BYD's maturity within the electric auto industry.
(Richter,2025b).

Other

. 10%
Keurig Dr Pepper

10%
Coca-Cola
40%
Nestlé

10%

PepsiCo
30% Investing.com

Figure 2: Market share Coca-Cola and others. (Slack, 2024)

Both Coca-Cola and Pepsi are international drinks bands with good Competition.

Coca-Cola is a drink engaged, while Pepsi is also dominant in appetizers. Both of them
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are moving towards trends like healthier food and sustainability, with Coca-Cola still

drink-focused while Pepsi varying more. (Slack, 2024).

Companies that enter the market early like Tesla and Coca-Cola and Apple achieve
strong market position through first-mover benefits that permit them to shape industry
rules and develop robust brand loyalty and receive early customer allegiance. Through
its innovation of advanced battery technology and the creation of the Supercharger
network and autonomous driving features Tesla became established as EV market's
leading company. Through its first-mover advantage Tesla shaped customer
perceptions which enabled the company to control the EV market until competitors
aligned their products. Famed soft drink producer Coca-Cola prospered from its status
as an industry trailblazer through both worldwide penetration and vigorous promotional
activities which turned it into one of the most universally recognizable brands (Dai, Jiang
and Wang, 2022). The iPhone release from Apple brought radical design changes and
exceptional user interfaces together with app network creation to establish itself as a

desirable smartphone leader.

During the growth and maturity stages follower companies like BYD, Pepsi and Google
Pixel join the market because they build upon pioneering efforts to enhance products,
minimize expenses and acquire consumer base. BYD managed to become the top
manufacturer of electric vehicles in the world by focusing on cost-effective production
and battery technology breakthroughs and market-wide EV product variety. BYD
followed Tesla by developing more affordable EVs that expanded markets and earned a
successful market position (Bekele, and Zewdie, 2024). Pepsi used its sweeter taste
along with diverse products to position itself against Coca-Cola and gain dominance by
running effective promotional activities. The late release of Google Pixel smartphones
included Al-powered software and exceptional camera capabilities along with integrated

compatibility with the Google platform to distinguish Pixel from Apple iPhone.

The pioneers who gain early market control through successful branding will benefit but
followers can establish solid market positions by developing better products and lower

costs networks with novel consumer solutions (Ilveson, Hultman and Davvetas, 2022).
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Pioneers form new industries, but followers can surpass them by providing improved
value along with advanced product innovations and optimized production methods

during the product life cycle’s latter periods.

4.0 Conclusion

The analysis between pioneer and follower companies demonstrates various benefits
that different organizations receive during each phase of product development while
they face distinct market obstacles. New companies like Tesla and Coca-Cola and
Apple achieve early business superiority through their role as product disruptors and
their influence on industry standards while creating recognizable brands. Organizations
excel at forming consumer interest and guiding market styles which enables them to
achieve leadership status throughout the introduction together with growth phases. The
growing competition and saturation risks alongside the task to maintain leadership
status become maijor challenges facing pioneer companies when industries mature and
evolve. A company needs sustained investments in products with marketing services for
the growth stage but must develop strategic differentiation techniques to maintain

maturation period success.

The follower companies like BYD along with Pepsi and Google Pixel select from proven
pioneer-developed concepts to launch cost-effective competitive products in the market.
The followers gain market assurance through clearer production processes and the
option to fulfill market gaps which pioneers missed. The maturity phase becomes more
favorable for followers who use cost-cutting methods to improve their products and
enhance their market reaction abilities. The quick adaptability of followers along with
their consumer insight capabilities helps them fight or beat pioneers in industry

competition.
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