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Introduction 
Product launching time for business marketing is necessary which helps business marketers to promote their product in a new market, increase sales and draw the attention of the customers. It provides a well-structured checklist to the marketers which further ensures success in the market. The right time of launching also allows marketers to get an idea about the target audience, available budget, and market competition and provide ideas about strategic decisions. As per Ghasemi et al., (2022), along with the right products and features, the right time is equally important to fill the gap and fulfil the needs of the customers. 
Besides this, understanding the product life cycle is also important for launching a product in a new or established market. In this context, Stark, (2022), opined that a product’s life cycle enables an organisation to understand the current market scenario in a particular place which ultimately helps to maximise the profitability of the product. For operating business activity in a competitive landscape, the right timing and understanding of the product provide a competitive advantage to the company. If an organisation does not launch its product at the right time then it further affects the interest of the customers and puts a negative impact on sales growth. Hence, these factors allow a company to promote its product in a new market in an effective manner.
This assignment will provide an in-depth knowledge of marketing management by providing concepts of pioneer and follower companies. Furthermore, to get an overview of these concepts real-life examples along with product lifecycle strategies will be considered.
[bookmark: _k5h976ra4ndr][bookmark: _Toc193305229]Task 1
The advantages of being a pioneer and follower company associated with examples of successful pioneer and follower companies   
In terms of business, companies are mainly classified either as pioneers or as followers based on their approach to entering the market. According to Armstrong et al. (2018), pioneers or early entrants are considered to be the first firms who introduce new products, services, and business models. This approach aids in securing early benefits like brand awareness, market dominance, and technological superiority in the relevant market. On the contrary, Hooley et al. (2020), states that followers or late entrants are those who enter the market subsequently, utilising the valuable insights and experiences of pioneers. This, in turn, helps to enhance products, minimise risks, and optimise business strategies. In respective sectors, many well-established companies have established themselves as strong and reliable pioneers. These pioneers have set industry benchmarks, by shaping market dynamics, and paved the way for followers to build upon their innovations. The study suggested that both pioneer and follower companies have unique advantages. 
As a pioneer company, the advantages lie in being the first company in the market to gain strong brand recognition and customer loyalty before the entry of rivals (Huang et al. 2024). They can control the market with their established standards, tailor market expectations, and impact customers' needs. An early entry into the market helps the company to minimise cost, scale production, and set a cost-benefit (Parra‐Requena et al. 2024). It also aids in securing the trademarks of the products, patents, and innovative technologies that foster challenges in entry to the market. In addition, the early entrants have a high-profit potential as they can charge premium costs because of a lack of direct competition. Furthermore, pioneers mostly establish a robust relationship with distributors and suppliers. This in turn causes barriers for new entrants in the market, eventually reducing the competition. 
Toyota is well known for its revolutionary entry into the automobile industry with lean manufacturing called the Toyota Production System for optimising efficiency and reducing waste (Denner et al. 2025). This company is also known as a pioneer in hybrid vehicles with the launch of the Toyota Prius in 1997. Toyota was able to gain a strong reputation for reliability and innovation in fuel efficiency. IBM pioneered Personal Computing & Enterprise Technology by introducing the first commercial computers, including mainframes and the IBM PC in 1981. This led to a basic foundation of enterprise IT solutions and modern personal computing. IBM’s early entry into the IT sector provided brand loyalty and long-term partnerships. Tesla pioneered in Electric Vehicles & Autonomous Driving aspects. They are known for revolutionising the electric vehicle (EV) sector with the latest self-driving technology, energy storage solutions, and advanced driving technology (Baier et al. 2025). Their entry into this market made the EVs mainstream and desirable for many customers. Additionally, helped Tesla to establish a strong fan base and premium market positioning. Google is well known for transforming Search Engines & Online Advertising. They disrupted the search engine sector with its PageRank algorithm, by suggesting maximum relevant search outcomes. Google is also known for pioneering digital advertising via Google Ads that transformed online marketing. Being the first, Google was able to create a big advertising network that generates revenue in billions. 
Considering the beneficial aspects of a follower company, they have the opportunity to learn from the successes and mistakes of pioneers (Wang and Jiang, 2025). This further helps in saving money by reducing the extra expenses on research and development (R&D). Based on customer feedback and existing market gaps, late entrants can tailor and enhance the existing products. In terms of risk factors, followers have lower risk as pioneers tend to take on high risks by introducing new products in the market (Elhajjar, 2024). Thus, followers can enter the market with certainty about current trends and marketing circumstances. The late entrants attain benefits over early entrants with lower production costs and more efficient technologies. In terms of easier customer acquisition, followers can identify the dissatisfied customers of pioneers by providing better service or products. Additionally, by observing the marketing strategies of pioneers, followers can refine their current marketing and branding initiatives for greater impact.  
Based on the above-stated pioneer companies, it had many followers in the industry, like Hyundai being a follower of Toyota. Hyundai adopted the lean manufacturing aspects and later on introduced hybrid or electric vehicles in the market (Yang et al. 2025). Being a follower, they improvised the hybrid technology and eventually developed electric vehicles to advance beyond hybrids. Apple.Inc., being a well-established brand is a follower of IBM in Personal Computers & Enterprise Computing. This company further differentiated itself by emphasising its user experience, smooth integration, and unique designs to attract customers in the premium segment. Similarly, in terms of EVs and energy storage, Volkswagen (ID Series) is considered a follower. They utilised existing dealer networks and factories to scale EV production faster than Tesla (Kang, 2024). In Search Engines & Online Advertising, Bing is considered to be a follower of Google. Bing, as Microsoft's search engine gained benefits of being a follower in strategies. The integration of an extensive product ecosystem allowed Microsoft to increase Bing’s visibility among users and drive search traffic.
Therefore, based on the above analysis it can be stated that being a pioneer and follower holds respective advantages, each benefiting in different ways. The examples used in this section further support the fact that pioneer companies gain early market control and set industry standards. This in turn helps the followers to employ existing knowledge to refine products and optimise approaches for market competitiveness.
[bookmark: _s5f2pyyfl59l][bookmark: _Toc193305230]Task 2
The Product life cycle strategies of successful pioneer and follower companies with examples of different pioneer and follower MNCs
Successful pioneer companies implement a continuous product life cycle to increase growth and maintain a competitive advantage. As Robert and Moncaut, (2024), suggested during the introduction of product launching pioneer firms focus on creating awareness and building a customer base for the upcoming product. For example, Tesla introduced its latest EV models while creating a buzz around its innovative selling points through strategic marketing and partnerships. The follower companies, on the other hand, observe and learn from the pioneer’s strategies and strategise plans to avoid the same failures that pioneers faced. These brands refine their strategies before entering the market based on the review of the products launched by pioneer companies. Honda, for example, abstracted Toyota’s success with hybrid vehicles and developed its own hybrid models such as the Civic Hybrid (Çubukcu et al. 2024). 
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Figure: Product Life Cycle
(Source: Hooley et al., 2020, p 291)
As stated by, Peters, (2024), when the market is in the growth phase, pioneers continue to improve and innovate their products, widen their product line, intensify marketing activities, make strategic alliances, and engage in research and development. Toyota, for example, has been upgrading and developing its hybrid cars continuously, widening its product line to accommodate various segments of customers. IBM has also spent significantly on research and development, creating new-age solutions like Watson, its artificial intelligence solution (Banai and Nirenberg, 2024). Pioneers develop and enhance products, constantly upgrading and enhancing them. They diversify into new product lines to serve various customer segments and raise marketing levels to gain brand prominence. Pioneers create strategic alliances and engage in R&D to maintain competitive advantage. Followers replicate and mimic pioneers' actions, targeting niche markets and charging competitive prices to capture market share. Google, on the other hand, has diversified its product line to various innovative offerings such as Google Maps and Google Cloud. Nike has also upped its marketing game, tying up with sports stars and celebrities to endorse its brand (Li et al. 2024).
Pellegrino, (2024), asserted followers, in contrast, replicate and modify pioneers' tactics, target niche markets, provide competitive pricing, build complementary products, and create partnerships. Honda, for instance, has concentrated on creating fuel-efficient cars, aiming at customers who value environmental conservation (Yang et al. 2025). Capgemini has provided competitive pricing for its IT advisory services, winning customers who are seeking affordable options. Mercedes Benz has created complementary products, such as its Mercedes-AMG line, aimed at consumers who seek high-performance cars. Yahoo has partnered with Google and Microsoft in order to enhance its search engine functionality.
As for strategic market maturity amplification, pioneers concentrate on consolidating market share, improving operations, diversifying into new markets, and investing in brand support. Dominic et al. (2024), demonstrated these brands also track and react to competitors in the market to look out for variations in the maturity stage. Toyota, for example, has centralized its market position in the hybrid car business, streamlining its operations in an effort to save money and be more efficient. However, Eckert et al. (2024), asserted in this stage pioneers diversify into new markets, venturing into neighbouring markets or industries to increase revenue streams. For example, IBM diversified into other segments, like cloud computing and AI, making large investments in R&D in a bid to get ahead of the competition. They spend on brand upkeep, continuing to invest in branding and marketing activities. Pioneers also track and react to competition, closely tracking them and reacting to their moves. Followers counter pioneers, competing with them head-on through aggressive marketing, pricing, or innovation. Google made an investment in maintaining brands by keeping spending on advertising and promotions in an attempt to keep itself top in brands. Nike has tracked and reacted to competitors and updated its tactics to remain competitive.
Hongbin et al. (2025), stated that followers, however, disrupt pioneers, prioritise customer retention, look for new channels of distribution, create new products, and make strategic acquisitions. Honda, for example, has disrupted Toyota's dominance in hybrid car sales by creating new products like the Honda Clarity. Capgemini has emphasised customer retention, building good relationships with customers to keep their business. Mercedes Benz has innovated new distribution channels, like online selling websites, to penetrate wider markets. Yahoo has innovated new products, like its Yahoo Finance website, to win new customers. Adidas has contemplated strategic acquisitions, buying firms like Reebok to diversify its product range.
Moreover, according to, Kotler and Armstrong, (2018), in the decline stage, followers and pioneers are concerned with harvesting current products, cutting investments, looking for new markets or products, and thinking of divestment. Both followers and pioneers reap currently available products and aim to maximise profits from them. The brands lower their investment in losing products or markets and venture into new markets or products. Firms think about divestment, disposing of losing products or businesses to concentrate on more lucrative lines. Toyota has, for example, harvested its current products with the aim of bringing the maximum revenue from its mature product lines. IBM has cut investments in its declining products, like its hardware business, and ventured into new markets, like cloud computing and artificial intelligence (Stark, 2022). Google has ventured into new markets, including healthcare and finance, and divested, disposing of its Motorola Mobility division (Hooley et al. 2008). Nike has reaped its current products, emphasising revenue maximisation from its current product lines, and ventured into new markets, including digital sports.
Finally, effective pioneer and follower firms employ different product life cycle strategies to enhance growth and sustain competitive advantage. By recognising the various phases of the product life cycle and modifying their strategies in response, businesses are able to remain competitive and enjoy long-term success. Whether it's a matter of product innovation and refinement, product line extension, or extending into new markets, businesses need to be prepared to change and evolve in order to remain competitive in this era of fast-paced business.
[bookmark: _5ybs8rodx7jw][bookmark: _Toc193305231]Conclusion
This report has provided a concept of marketing management and also stated the importance of launch timing and product life cycle to enter a new market. In order to complete this report the entire content has been subdivided into two sections in which the advantages and examples of pioneer and follower companies have been described. In the first section benefits of pioneer companies have been described in examples of Toyota, IBM and Tesla have been considered. It has been depicted that being a pioneer a company can enter the product or services at an early stage in the market though drawing the attention of the customers becomes easy for them. Moreover, follower companies get the advantage of understanding the market scenario after observing the challenges and opportunities faced by the pioneer ones. Through this process, the follower companies can make strategic decisions to overcome such challenges in the market. In this report, the business activities of Hyundai, Volkswagen and Apple Inc. have been discussed as a follower company. The second section discussed the product life cycle and its importance in increasing sales, and performance of an organisation. The “Product life cycle” described in this report states four stages "introduction", "growth", "maturity" and "decline" of a particular product. By implementing strategies after understanding the product lifecycle companies can create awareness about the product among the customer base and also can generate new leads. Pioneer companies can approach their unique selling points to their customers whereas the follower company can make effective partnerships from this process.
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