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Introduction 

Every great idea starts with someone willing to take the first step. Pioneers are the 

bold risk-takers who introduce new innovations, shaping industries and setting trends. 

But not everyone has to be first to succeed. Followers play an equally important role 

by learning from pioneers, improving ideas, and making them more accessible. While 

pioneers push boundaries, followers perfect and expand on those innovations, 

ensuring progress continues. Both are essential in driving business and industry 

forward. Strategic decisions related to market entry together with product development 

for electric vehicles determine fundamental factors that determine business success 

in the rapidly changing market. Two major electric vehicle manufacturers named Tesla 

and Lucid Motors illustrate how companies may use pioneering and following 

approaches in their respective industries. As an EV industry front-runner Tesla 

transformed the automobile market through its electric vehicles which now lead 

technical development and branding and innovation across the sector. As a new EV 

startup Lucid Motors chose to imitate Tesla's footsteps yet develops its unique strategy 

within the premium market by emphasizing luxury, sports capabilities, and innovative 

features. 

Tesla serves as an example of pioneering advantage which produces market 

supremacy through technical discoveries and customer trust development. The 

pioneering status brings development expenses at high levels while making them 

vulnerable to potential competitive competition emerging. Lucid Motors benefits as a 

follower by using market knowledge but needs to establish differentiation along with 

brand recognition to succeed. 

This essay evaluates the strategic moves of Tesla and Lucid Motors through their 

product life cycle stages plus an examination of their pathway during introduction and 

growth phases and maturity stages. The evaluation between pioneer lead position and 

follower roles enables improved comprehension of electric vehicle market success or 

failure patterns through strategic business choices. 

Advantages of Pioneer 

Being a pioneer comes with both excitement. Pioneers get to shape industries, set 

trends, and enjoy the benefits of being first like strong brand recognition, customer 

loyalty,and market leadership. 



Market Leadership and Brand Recognition: Tesla has obtained market leadership 

through its early adopter position in the electric vehicle industry. The main benefit of 

being a pioneer in the sector involves dominating the early market share. Tesla 

pioneered mass electric vehicle production at high-performance standards and 

extended range capacity, quickly making it the leading electric vehicle market 

enterprise. In 2012, Tesla released the Model S, which showed electric vehicles could 

meet the highest performance standards and deliver luxury automotive features 

(Artopoulos, Friel and Hallak, 2013). The company's dominant market position 

enabled Tesla to develop an interconnected brand association with innovative, 

sustainable technology leadership. The primary status Tesla gained by entering the 

market ensures consumers select its brand when they want an electric vehicle. 

Technological Leadership and Innovation: The EV market leadership Tesla 

achieved lets it direct advancements that steer the automotive sector forward 

technologically. The industry observes Tesla continuously establishing benchmarks 

that force its competitors to keep pace. The company's Autopilot system development 

made Tesla the market leader in autonomous driving technology, which grants it an 

advantage over other automotive manufacturers. The Supercharger networks Tesla 

has built help address EV adoption barriers by providing extensive charging stations 

across different regions, which enable Tesla owners to embark on lengthy journeys. 

First-Mover Advantage and Economies of Scale: Companies that introduce 

products initially enjoy access to large-scale economies that help them obtain 

substantial market benefits. The early start in building its production operations 

enabled Tesla to decrease costs as it matured its manufacturing capabilities (Lanzolla 

and Giudici, 2017). The growing market demand for electric vehicles combined with 

production expansion has enabled Tesla to reduce unit costs, which, in turn, has led 

to the company investing in Gigafactories for battery manufacturing. The scale 

advantage allows Tesla to maintain competitive pricing and consistently enhance its 

products. 

Customer Loyalty and Network Effects: Building customer relationships becomes 

simpler for pioneers because they gain loyal followers early in the market. Early Tesla 

customers embraced owning an advanced electric car, so they stayed faithful to the 

brand and bought successive vehicle models from the company. Through dedicated 

advocacy, Tesla has created a robust fan base that serves as brand representatives 



who spread the word about Tesla through person-to-person recommendations. 

(Fischer, Henkel and Stern, 2020). 

Investor Confidence and Market Valuation: Tesla maintains its market-leading EV 

position, leading to increased investor belief and substantial market worth. The mass 

production of profitable electric vehicles by Tesla allowed the company to draw 

significant investments, which helped boost research activities and allowed it to 

expand globally. The market value of Tesla sometimes surpasses traditional 

automotive manufacturers because investors anticipate strong future growth based on 

its exceptional innovativeness and leadership position. 

Advantages of Follower 

Being a follower might not sound as exciting as being a pioneer, but it comes with big 

advantages. Followers get to learn from pioneers’ mistakes, reducing risks and saving 

money on research.Instead of guessing what works,they improve existing ideas, 

making products better and more affordable. They also enter a market where demand 

already exists, so convincing customers is easier. 

Reduced Risk and Learning from Pioneers: The dual electric vehicle market 

follower position enables Lucid Motors to avoid the high risks that Tesla faced when 

introducing new electric vehicles to the market for the first time. Lucid Motors will 

benefit from the expertise and technological breakthroughs that Tesla has developed 

in the market (Huang, Chou and Lee, 2010). The introduction of Lucid's products 

benefits from established technologies through the concentrated development of their 

current offerings. The all-electric luxury sedan called Lucid Air serves as Lucid Motors' 

response to Tesla's market success because it includes advanced technology 

alongside ultra-premium features and extended driving ranges. Observing Tesla's 

achievements and difficulties will allow Lucid to minimize possible threats and avoid 

errors. 

Cost Efficiency and Focused Investment: The cost-efficient business practices at 

Lucid Motors allow it to bypass the significant research and development expenses 

Tesla incurred during its initial development phase. Being a follower in the market 

enables Lucid Motors to effectively dedicate its resources to particular consumer 

groups (such as luxury electric vehicle purchasers) instead of conducting extensive 

widespread investments like pioneers. Lucid has directed financial resources toward 

enhancing technological excellence while pursuing manufacturing procedures that 



minimize expenses. The company presents superior vehicles with outstanding range 

capabilities and advanced technology features by maintaining affordable 

manufacturing expenses. 

Market Readiness and Customer Education: Lucid Motors gains an advantage from 

market readiness and informed customers because it did not face the same education 

and misconception battles that Tesla encountered. Lucid can establish its position as 

a luxury EV brand against Tesla by targeting owners who prefer high-end automobiles 

after standard electric vehicles become better recognized by customers. Lucid's 

vehicles will gain from rising customer acceptance of electric cars since Tesla led the 

market toward electric transportation benefits and better economic choices. 

Innovation and Differentiation: Lucid's follower position enables the company to 

establish itself through luxury and performance excellence. The Lucid Air outperforms 

the competition regarding industry-leading specifications, including a 517-mile range 

on one single charge and luxurious materials with advanced in-car technologies 

(Haleblian et al., 2012). Lucid dedicates its efforts to developing proprietary battery 

technology, giving the firm both a technological advantage and future expense 

benefits. 

Strategic Partnerships and Alliances: A follower position for Lucid Motors would 

enhance market success when it partners strategically with other companies to 

expand its presence. The company established agreements by acquiring autonomous 

driving expertise from Aptiv and battery manufacturing expertise from LG Chem. By 

creating these collaborations, Lucid can obtain essential expertise from well-

established businesses to accelerate its innovation process while improving product 

quality without independently funding all research and development expenses (BIE 

Executive, 2022). 

PLC of Pioneer and Follower 

In the business world, companies operate as either pioneers or followers, each playing 

a vital role in market development. Pioneers are the introducing new products, 

services, or technologies before anyone else. They take risks, invest in innovation, 

and set industry standards. On the other hand, followers observe these pioneers, learn 

from their successes and failures. 

Introduction Phase- Pioneer (Tesla's Early Years): When Tesla started its electric 

vehicle (EV) leadership story, it introduced the Roadster to the market in 2008. At the 



time, premium electric vehicles faced numerous obstacles as most consumers were 

skeptical about EVs. Tesla’s mission was to educate consumers about EV benefits, 

such as environmental impact reduction and long-term fuel savings. Public doubt 

revolved around charging infrastructure, range limitations, and vehicle capabilities. 

Tesla faced substantial financial difficulties due to high research costs and limited 

production capacity, relying heavily on venture capital and strategic investors like Elon 

Musk. By launching the Roadster, Tesla showcased its ability to build high-

performance EVs, positioning itself as a technological pioneer in the industry (Hooley 

et al., 2020). The Roadster was a milestone that sparked consumer interest and 

industry recognition, setting the stage for Tesla’s future growth despite high entry 

barriers. Such as Sony's early entry into personal electronics with the Walkman, Tesla 

positioned itself as an industry innovator despite initial skepticism. 

Introduction Phase - Followers (Lucid Motors' Entry): Lucid Motors entered the 

EV market in 2016 with its debut model, the Lucid Air sedan. Entering a market 

dominated by Tesla posed challenges in gaining consumer trust and market share. 

Lucid positioned itself as a luxury EV manufacturer, directly competing with Tesla’s 

Model S by offering premium features and a 517-mile range. The company leveraged 

Tesla’s existing infrastructure and consumer familiarity with EVs to introduce its own 

high-performance electric sedans (Kotler and Armstrong, 2018). This differentiation 

strategy allowed Lucid to capture interest from luxury car buyers seeking 

environmentally friendly alternatives without sacrificing performance. Lucid generated 

excitement through pre-orders, which helped establish its presence in the industry. 

Samsung's initial smartphone entry by targeting premium users against Apple's 

iPhone, Lucid aimed for high-end EV buyers. 

Growth Phase -Pionner (Expansion and Innovation): Tesla entered the growth 

phase in 2012 with the launch of the Model S, which revolutionized the EV market by 

combining luxury, performance, and an extended range. The Model S distinguished 

itself by proving that EVs could compete with gasoline-powered vehicles in 

performance and design. Increasing demand led Tesla to expand its production 

capabilities and global presence. Tesla employed a fortress strategy by continuously 

strengthening its brand presence and technological superiority. By building a network 

of Supercharger stations and ensuring software updates for existing vehicles, Tesla 

made it difficult for competitors to match its ecosystem. The company also introduced 

exclusive features such as over-the-air (OTA) software updates and continuous AI-



driven improvements to enhance driving efficiency. This strategic move ensured 

Tesla's dominance in the EV space while reinforcing customer loyalty. A key milestone 

was the launch of the Supercharger network, which addressed consumer concerns 

regarding long-distance travel (Kotler, Keller, and Chernev, 2021). Tesla also opened 

multiple Gigafactories to enhance battery production and achieve economies of scale, 

reducing costs and increasing affordability. These strategic moves allowed Tesla to 

strengthen its position in the global EV market while expanding its customer base. 

Apple’s expansion with the iPhone, Tesla's continuous innovation, ecosystem 

development, and aggressive global expansion secured its growth trajectory in the EV 

sector. 

Growth Phase -Follower (Building Brand and Expanding Market Share): During 

its growth phase, Lucid Motors focused on brand awareness and market expansion 

within the luxury EV sector. The Lucid Air directly competed with Tesla’s Model S and 

Model X, offering superior range and cutting-edge technology. The model’s 517-mile 

range positioned Lucid as a leader in EV efficiency. The company also built credibility 

through auto show appearances and strategic partnerships with battery suppliers like 

LG Chem and technology firms like Aptiv for autonomous driving integration (Hooley 

et al., 2020). Lucid also used market expansion strategies to reach more global 

customers. By targeting affluent customers in key markets such as the U.S., Europe, 

and the Middle East, Lucid expanded its footprint while maintaining exclusivity. The 

company emphasized early reservations, a direct-to-consumer sales model, and high-

performance benchmarks to build credibility. These strategies solidified Lucid’s 

presence as a strong Tesla competitor within the luxury EV segment. Lucid’s approach 

to exclusivity, early reservations, and high-quality manufacturing helped fuel demand. 

Rather than competing with Tesla’s mass-market appeal, Lucid targeted elite 

consumers prioritizing luxury, performance, and environmental sustainability. Such as 

Microsoft’s Windows OS surpassing IBM’s PC dominance, Lucid strategically 

positioned itself as a premium EV alternative while Tesla focused on broader markets. 

Maturity Phase-pionner  (Sustaining Market Leadership): Tesla’s current maturity 

phase focuses on maintaining its leadership in the EV industry by continuously 

innovating. To reach a broader audience, Tesla introduced the Model 3 and Model Y, 

making EVs more accessible to cost-conscious consumers. This product expansion 

helped sustain consumer interest and maintain market momentum. Tesla also 

prioritized autonomous driving technology, enhancing its Autopilot and Full Self-



Driving (FSD) features to strengthen its position as a leader in self-driving 

advancements. These innovations allow Tesla to diversify beyond EV manufacturing, 

integrating AI and automation into its broader business strategy. Maintaining brand 

loyalty and differentiating through technological advancements remain critical for 

Tesla’s long-term sustainability. Like Coca-Cola’s brand evolution and product 

diversification, Tesla sustains relevance through continuous innovation and market 

expansion (Elmore, 2014). 

Maturity Phase - Follower (Strategic Partnerships and Diversification): Lucid’s 

maturity phase emphasizes diversification and new product offerings to sustain market 

relevance. While the Lucid Air remains a luxury flagship, the company plans to 

introduce an electric SUV to cater to family-friendly EV demand. Expanding its product 

lineup enables Lucid to reach new market segments while adapting to increasing 

competition. Additionally, Lucid strengthens its market position by forming strategic 

alliances with global manufacturers to improve production scalability. As the EV market 

grows, Lucid’s success hinges on maintaining its brand differentiation and high-

performance standards while addressing evolving consumer needs. Similar to 

PepsiCo’s diversification beyond cola with acquisitions like Gatorade and Tropicana, 

Lucid expands into new EV categories to sustain growth. 

Decline Phase-Pionner  (Market Saturation and Competition Challenges): As the 

EV industry matures, Tesla faces potential decline due to increasing competition from 

legacy automakers and emerging brands. Companies like Ford, General Motors, and 

Rivian are introducing competitive EVs, leading to market saturation. Additionally, 

decreasing government incentives and economic downturns may reduce consumer 

demand. To counteract decline, Tesla invests in AI-driven automation, battery 

innovation, and energy solutions like solar technology to maintain relevance. Price 

wars with competitors impact profitability, making production efficiency a priority. Tesla 

also diversifies into robotics and AI to extend its market position and delay potential 

downturns. For example, BlackBerry’s decline in the smartphone market due to Apple 

and Android dominance, Tesla faces increasing competition from both established and 

emerging EV brands. 

Decline Phase Follower (Market Pressures and Sustainability Concerns): As EV 

adoption peaks, Lucid faces potential decline due to financial constraints and 

intensified competition from both luxury and mass-market brands. Scaling production 

efficiently while maintaining differentiation in technology remains a challenge. Supply 



chain disruptions, high operational costs, and investor concerns may impact long-term 

sustainability. To counteract decline, Lucid explores partnerships, expands into fleet 

services, and invests in next-generation battery technology. Repositioning itself 

through cost-cutting and new product categories, such as commercial EVs, could help 

prolong market viability. For example, HTC’s decline in the smartphone industry due 

to Apple and Samsung dominance, Lucid may struggle against Tesla, BMW, and 

Mercedes in the evolving EV landscape. 

Conclusion 

The electric vehicle industry reveals different strategic obstacles and advantages that 

pioneer Tesla faces compared to followers of Lucid Motors. Through its leading 

technological expertise, market principles, and constant product advances, Tesla 

firmly controls its EV leadership position.  

The follower position at Lucid Motors enables them to reduce their risks while 

benefiting from Tesla's accomplishments and mistakes. Lucid Motors positions itself 

through market strategy as a luxury EV vendor, aiming to obtain market share since 

its vehicles combine quality standards with exclusive features. Since Lucid enters the 

market with increased consumer knowledge of EVs, it can strategically use this 

opportunity to develop innovative product features through strategic partnerships. 

The product life cycle requires constant adaptation from pioneers and their follower 

competitors based on marketplace development with consumer taste changes. The 

future success of Tesla depends on its skill in developing new technology and 

expanding its production capacity. Lucid will centre its strategy on exploiting its high-

end brand attraction while creating a distinctiveness against Tesla and its rising 

competitors in the electric vehicle segment. Both companies face success challenges 

that extend beyond their ability to match market evolution together with the successful 

execution of their electric vehicle industry strategies. 
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