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[bookmark: _Toc193994697]Introduction
Companies usually enter a market as a pioneer or as a follower in the competitive business landscape. First movers, however, tend to get first mover advantages, set industry standards, build great brand recognition and many other advantages. On the other hand, pioneers can share the experiences with the followers; help them refine existing products to win the market share. A pioneer company is acknowledged to be the firm that is being the first to engage in a new activity within its operating industry based on product or service innovation. 
Thesis statement of this essay is aiming to prove that both pioneer and follower companies face challenges and evaluate the product life cycle stages to gain competitive advantages in respective industries. 
[bookmark: _Toc193994698]1. Advantages and Risks of Being a Pioneer vs. a Follower in the Market
Advantages of Being a Pioneer
Pioneers possess first move advantage, which not only allows them to establish industry standard and also to influence consumer preference before any of the competitors make an entry in the market. Economies of scale help the first movers to benefit from that can minimize production costs and create good supply chains for further growth (Omran & Baek, 2021). The chance of developing proprietary technologies, patents, or trademarks that present barriers to later competitors is creating advantages in its operating market. For example, as a pioneer company the automotive industry venture, McLaren Group, traces its history back to 1963 while specialising in high-performance road cars as well as Formula 1 racing cars (McLaren, 2025). Lastly, in contemporary days, the sustainability focus of McLaren Group is limited within its vehicles. 
Early market share allows low prices, which are more profitable than high prices, and thus captures share for low price pioneers who can charge high prices before the competition reaches critical mass, as it does not face pricing pressure. Pioneers are able to set customer expectations to establish market trends that result in a long-term competitive advantage to new entrants (Hepp & Loosen, 2021). For example, pioneer and inventor brand, Mercedes-Benz offers sportier and higher-performance drives that attract celebrities towards the products (Sundaram, 2024). Celebrities turn to high-performance versions of standard Mercedes-Benz models with AMG manufactures for having thrill of driving. Apart from that performance-oriented models, such as Mercedes AMG G63 supports the 4.0L twin-turbo V8 engine delivering 577 horsepower which showcases both status and power. Therefore, product innovation works as an advantage for the management of pioneer companies to improve its brand awareness and image to grab attention from the target audience. 
Risks of Being a Pioneer
Financial risks exist for pioneers because that has high research and development (R&D) costs to dedicate significant amounts to innovation and infrastructure. High market uncertainty exists, as one cannot assume that consumers will buy the product or that demand will increase drastically (Zhang et al., 2021). Sprinters are left behind quickly with rapid technological advancements, leading them to product obsolescence and requiring continuous innovation to compete in the industry. 
Reportedly, strong resistance towards changes can be a significant risk for tech pioneers while implementing new technologies with the members at the lowest level of organisational hierarchy adapting changes. lack of interest in EV expertise by the traditional automotive industry creates employment barriers for Tesla to hire engineers who specialise in electric vehicle technology. Specialized EV expertise remains insufficient in many experienced engineers, which creates a skill shortage in the market. The acquisition of suitable workers is impeded by dual factors including doubts about EV sustainability along with fast-paced innovation (Acharya, 2023). Adapting sustainability frameworks that are indicating organisational concerns regarding people, planet, prosperity, processes and products can be a challenge for firms to manage its operations in its operating industry (Carboni, 2024). Thus, changing operational frameworks and maintaining business operations in a new way creates challenges for pioneer firms. 
Advantages of Being a Follower
Playing the pioneer’s role has market risks but it allows the followers to study the success and failure of the pioneers in the market. Thus, it decreases the R&D costs, which helps them to spend extra resources in marketing, product improvements, and strategic pricing decisions. The follower analyses the customer feedback, introduces the improved versions of the product, in order to rectify the flaws and weaknesses of the pioneer (Douek et al., 2023). Followers can enter a market with a ready developed consumer landscape by following market education efforts of pioneers. Follower companies can work in the market by acknowledging the full potential of its innovative products and optimum business model to manage success in the operating market (Bdo, 2023). As an example, Tesla has a capability to expand its marketing activities as EV ventures and the Tesla Roadster model has implemented aerodynamics with drag reduction technologies similar to the high performing models of EV companies (Electric vehicle hub, 2025). High quality automobile offerings by Tesla Roadster have revolutionized the battery system of the EV vehicles and also has gained enough marketing preferences. Its strategy for entering India includes a proposed manufacturing plant with an annual capacity of 500,000 vehicles at an investment of $2-3 billion. The company has also indicated its intent to launch an affordable model priced between 20-25 lakh to appeal to Indian consumers.
The management of follower companies can generate success by implementing strategies that are developed based on the challenges that its pioneers are facing. For example, Aston Martin is working on improving its sustainability strategy and forming parts of a £2 billion investment in terms of managing technologies (Astonmartin, 2024). Aston Martin has set a target to reach net-zero emissions by 2039 through its product development of electric vehicles and hybrid cars and sustainable production methods. The financial commitment supports operational improvements to fulfil worldwide environmental commitments. Aston Martin is working as a follower company in the EV industry and it is focused on improving its sustainability practices based on the challenges faced by Tesla as a pioneer of the EV industry. Therefore, the follower companies get an advantage of operating in the industry while learning from the mistakes of its industrial pioneers. 
Risks of Being a Follower
[bookmark: _368kxo2nc6uu]Pioneers have already a consumer base of existing clients with strong emotional links. In particular, that is subject to entry barriers due to patents and to economies of scale and distribution networks that favour early movers strongly. Pricing pressure forces them to compete on cost and that narrows profit margins and thus restricts long term profitability of pioneers (Gómez-Nava et al., 2022). Because pioneers set industry standards, followers may fall short on credibility that takes significant marketing and strategic partners. In some cases, if the pioneer’s product is too innovative and the follower is unable to differentiate. Follower companies can face a significant amount of negotiation from its target audience while operating in the market with an existing innovation. As per the research of Larsson & Nielsen (2021), followership can bring pressure of comparison in operating markets while increasing the chances of negotiation among the customers. 
The customers have chances of comparing prices and product quality of followers and pioneer companies along with its authenticity and quality of products or services for a better business performance. For example, operating profit of Samsung has become 6.5 trillion won compared to the estimation of 7.7 trillion won during the last quarter of the financial year 2024 (Jin & Lee, 2025). Operating profit numbers for the past quarter reached 6.5 trillion won while showing a 29% decrease from 9.18 trillion won in the previous operating profit. HBM chips which power AI servers create the main barrier for Samsung Electronics to fulfil increasing market demand. HBM sales have driven SK Hynix to generate 8.1 trillion operating profit in the same quarter even while Samsung lags behind this sector. Samsung incurred additional expenses that dealt a blow to its profitability since it invested heavily in research and development costs. As a result, it can be stated that the management of Samsung is facing issues due to lack of innovation regarding the trends of semiconductors in the market. Thus, the management of follower companies can face challenges due to its poor abilities of innovation as per the market demands. 
Advantages of Being a Pioneer vs. a Follower with Examples
Being a pioneer company gives the first mover advantage to them which helps in setting industry standards, building brand recognition, and capturing market early. Economies of scale, customer loyalty and technological leadership create advantages for firms to manage business operations. For example, Coca-Cola pioneered the soft drinks industry and held the commanding streak due to its branding, and spread globally. When it came to the Smartphone industry, there was only Apple’s iPhone that pioneered an iPhone brand and a group of loyal customers. However, research and development (R&D) costs are high, market uncertainty and the risk of imitation are present (Apple, 2024). Nokia has been a pioneer that was unable to sustain innovation and lost market share to the more adaptive followers. The follower companies benefit from learning from pioneers’ successes and failures, minimizing the high R&D costs, and strengthening the existing products. 
While Apple is a leader in the Smartphone business, Samsung, as a follower of the industry, watched Apple’s creativity and markets diverse models with affordable pricing and occupied a considerable market share (Vox, 2024). Facebook too was not the first social media platform, but caught up in being the most scalable and yielded the best user experience. Despite advantages, there are brand loyalty challenges and market entry barriers, the followers struggle. Follower companies are also capable of avoiding legal complications as it has the opportunities of mitigating the chances of facing similar challenges faced by its pioneer. In this context, Zoom as a follower company can get competitive advantages by avoiding complications regarding customers associated with product used by initiating minor changes in its operational strategies. 
As depicted by Gómez et al., (2022), a follower company can achieve competitive advantages through the incorporation of differentiation and cost leadership strategies to enter in a new market following footsteps of pioneers. Based on this, the management of follower companies can operate with competitive pricing strategies compared to the pioneer companies to manage its business operations successfully. For example, Zoom is working as an all-in-one application that is available at a lower price rate compared to Microsoft and capable of reducing user complexities (Zoom, 2024). Hence, it can be highlighted that the management of Zoom is working on reducing user complexities and price range compared with Microsoft as a pioneer affirm in terms of operating successfully in the operating market. 
[bookmark: _3sv1xbxkdndu][bookmark: _Toc193994699]2. Sustaining Growth and Competitive Advantage at International Level via Product Life Cycle Strategies
The Product Life Cycle includes four stages, namely, Introduction, Growth, Maturity, and Decline. At each stage, pioneer as well as follower companies chose to adopt particular strategies to sustain growth and competitive advantage. According to Wang et al. (2021), the stages of product life cycle strategies of businesses are required to synchronise with the product design, product service and product manufacturing stage in markets. Both pioneer and follower companies are able to incorporate the product design, product service and product manufacturing stages in Introduction, Growth, Maturity, and Decline to synchronise with the market demand with its operations. The product life cycle strategies that are appropriate for the management of pioneer and follower companies are explained below with real life examples. 
Introduction Stage Strategies
These pioneers invest heavily in marketing, research and consumer education. The use market penetration strategy to penetrate the market by launching their products in the market even before the massive advertising to set up itself as the leader in the industry. The Introduction phase sees the company overall dedicated to innovation and entering the market (Alfawaire & Atan, 2021). The hybrid vehicles development is an example of how life cycle approaches and eco design principles are used to understand and mitigate the environmental impacts in respect to conventional engines. ​
As an example, the management of Porsche is working as a Pioneer for the hybrid electric cars as it has launched Semper Vivus in 1901 (Porsche, 2024). It is indicating that the management of pioneer companies focusing on products or services manages an end-to-end project commitments strategy to introduce new products in the market. Thus, the implementation of effective resource management strategies can be helpful for pioneer and follower companies to manage their business performance with competitive advantages. 
Growth Stage Strategies
Applying the fortress strategies are effective for pioneer companies to operate with unique value proposition for attracting customers. Pioneer companies can work with fortress strategies helps firms to prioritise consumer loyalty and satisfaction through unique business operations (Kerrigan, 2023). Implementation of the fortress strategies in organisational operations is effective for firms to generate first comers’ advantage in its operating market. In contrast to this, the follower companies can work with attack stratagems by fostering uniqueness to the product or services of pioneer companies. For example, in case of enjoying a paid premium or luxury and superior service, specifically for longer trips consumers can utilise both ridesharing apps Ola and Uber (Saxena, 2024). Thus, Uber is pioneer company of ridesharing industry while Ola is a follower company and former one is following fortress, and the later one is operating with attack strategy. 
For instance, the management of Toyota is following a cycle of growth strategies aligned with each business stakeholder in its operating market for a better business performance (Toyota, 2024). As a result, it can be stated that the management of follower companies in the growth stage can strategically involve the perspectives of its stakeholders to manage business operations significantly. Therefore, the growth stage of the businesses is significant for firms to manage its competitive advantages while managing the stakeholder involvement with its operating market. 
Maturity Stage Strategies
As the market matures, competition intensifies and the market is saturated. To continue to make a profit, pioneers shift toward product diversification, cost cutting and market segmentation. New product lines and lime limited editions collaborations keep consumers interested in the name. Sales is sustained by loyalty programs, promotions, and bundling (Roberts et al., 2021). Niche marketing and lower competitive pricing are the followers’ focus. During Maturity, firms tend to differentiate the products and be environmentally sustainable. Businesses in the fashion-textile industry are adopting circular bio economy business models for embedding sustainability in their operations to stay competitive. ​For example, Apple has decided to diversify its production with products such as iPhones, AirPods, HomePods, and MacBooks (Forbes, 203). Thus, the management of Pioneer companies can rely on product diversification strategies for maintaining competitive position in its operating market. 
Decline Stage Strategies 
Pioneers and followers need to consider whether to revive, abandon or retreat their products. Declining brands may be bought, the product can be repositioned, and budget markets may be introduced (Wen et al., 2022). For example, the European Parliament emphasizes how businesses can help the consumers and the businesses alike, by promoting longer product lifetimes, which reduces the waste and encourages sustainable consumption.
[bookmark: _Toc193994700]Conclusion
A company’s resources, risk tolerance, and strategic objectives are what finally determine whether a company will pioneer or follow. Followers as well as the pioneers can succeed through adopting effective market strategies, innovation and customer awareness. Thesis statement of this essay has proved that both pioneer and follower companies face challenges in the market and evaluates the product life cycle stages to gain competitive advantages in respective industries. 
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