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[bookmark: _Toc194064495]Task 1A: Advantages of Being a Pioneer and Follower Company
[bookmark: _Toc194064496]1. Introduction 
This task discusses the two factors of market entry and timing of product launch, namely, as “pioneer” and “follower” companies. The definition of each strategy is given, and its advantages for a company are also discussed in this part. The critical analysis here enlightens the efficiency of these factors and the factors to be considered for companies to be successful. Both of these companies have different approaches to dealing with market competition and building a sustainable brand. In addition, both internal and external factors of the market are discussed in this analysis. Aim of this study is to provide an insightful and detailed analysis of the effectiveness and usefulness of these strategies.
[bookmark: _Toc194064497]2. Definition of Pioneer
A pioneer company can be defined as the first company to launch a new product in a certain market space. According to Olson et al. (2021), Pioneer companies or “Prospector” companies are the first to enter a market with a new product. According to this study, this strategy “leapfrogs competitors” and renders their own products. It was also stated that it paves the way to sell the new product or service or technology at “premium prices” with “limited distribution.” In addition, Pioneer companies can be defined based on their prior innovation and “industry disruptors.”
[bookmark: _Toc194064498]3. Advantages of being a Pioneer with Examples
The primary advantage of being a Pioneer company is that it has the “first-mover advantage.” This is a critical advantage as at the initial stages, the business has no competitors and it can build a customer base without significant competition in the same market space. The journal article enunciated by Menz et al. (2021) interpreted that pioneers or “first-movers” use “pre-emptive” strategies to shape the market competition in a market that “tips.” Again, it emphasises coupled distribution and networks due to “high fixed/low cost variables.” Another advantage noted is that pioneer companies are often able to create early market capitalisation with notable market shares, creating a category. On another hand, Beyeler and Jaeger-Erben (2022) identified that pioneer companies often enjoy an advantage of “acceptance of mistakes” and “space for trial and error.”
Brand awareness and brand recognition are other advantages in this case. Olson et al. (2021) opined that though pioneer companies face a tough challenge in “category creation”, more than 50% of the pioneer companies avail unmatched and unparalleled “customer engagement”, “sales lead” and “brand awareness.” Again, since “bargaining power” of suppliers and customers is limited, there is a huge scope for profitability. Companies such as Apple with iPhone, Tesla in the EV market and Amazon in the e-commerce sector are examples of pioneer companies. All of these brands were successful in availing the first-mover advantage as initially they grew without significant competition.
[bookmark: _Toc194064499]4. Detailed Example of a Successful Pioneer Company
A detailed case example of Tesla is studied here. Tesla is a pioneer in the global “Electric Vehicle” (EV) market, launching EVs in the primary stages of this market. As a pioneer in this market, Tesla was able to build brand awareness and brand recall as a leading and reliable EV manufacturer around the world. As a result, this company never had to make a significant investment in its marketing, meeting marketing goals with a “word-of-mouth” strategy. As reported, in 2021, Tesla spent $0 on marketing and invested a sum of $2984 in its “Research and Development” (R&D) (Armstrong, 2022). This innovation and improved technology were a source of customer satisfaction for this company, as it was able to grow sustainably.
Therefore, this case example shows that the pioneer strategy played a pivotal role in Tesla’s success. The journal article enunciated by de Almeida (2024) interpreted that Tesla is the global market leader in the EV sector with a market capitalisation of an estimated $790 billion as of December 2023. Thus, being the pioneer in this industry proved to be effective for Tesla. Again, it was reported that Tesla’s overall valuation metric was between 9 and 23.6 times that of its competitors (Liu, 2021).
[bookmark: _Toc194064500]5. Definition of Follower
Follower companies are often defined as the opposite of pioneer companies. This is because a follower company is defined as the business that follows a pioneer company. According to Thoumrungroje and Racela (2022), follower businesses often follow in the footsteps of the pioneer companies and enter that specific market. This is a great strategy as the market is already established and the customers are already made aware of the product or service. Rather than innovation and investment in new technologies, these companies follow the lead of the first-mover or simply the market leader. Quick implementation and “imitation strategy” can be defined as the primary strategy of these businesses.
[bookmark: _Toc194064501]6. Advantages of being a Follower with Examples
Launching a new product and creating a new product or service category is somewhat risky and prone to failure due to its uncertainty. However, entering into an established market following the strategies of the market leader is comparatively less risky.  According to Holzer et al. (2021), followers often avoid the mistakes made by the market leaders. This is a great advantage as these companies would benefit from a better product-market fit strategy. In addition, Olson et al. (2021) analysed that followers or “analysers” often understand and identify the true market potential with market research. This helps them implement a long-term sustainable approach with limited resources. In addition, this research also proposes that follower companies have more effective “customer acquisition” strategies than pioneer companies.
Again, in a hostile market, the followers often have certain benefits. As enunciated by Covin et al. (2000), followers could reduce their operating costs by avoiding innovation costs, while focusing on “pursuit of purchasing advantages.”  On another hand, a follower can identify the existing market gaps and propose to fill those. As mentioned by Thoumrungroje and Racela (2022), “analysers” or followers defend their core market by delivering more improved or cheaper products or services to the customers, to position themselves as more customer-friendly. Organisations such as Walmart in the retail and e-commerce industry and Samsung in the smartphone and electronics industry. These companies are successful in their respective industries as they can follow the established market and implement better branding and customer acquisition strategies than the pioneers. 
[bookmark: _Toc194064502]7. Detailed Example of a Successful Follower Company
Here, the detailed case example of Walmart is studied. Walmart is a leading e-commerce brand around the world. However, this company is not a pioneer to enter into this industry. Amazon was the pioneer, and though Amazon had the “first-mover advantage”, Walmart successfully followed the lead of Amazon and went on to become a successful brand. As reported, the e-commerce sales of Walmart in 2023 were estimated at $53.4 billion, which rose to $65.4 billion in 2024 (Ozbun, 2025). This shows a 22% rise in e-commerce sales. 
In addition, it was seen that customer acquisition and perception are critical factors for followers in an industry. Walmart has a strong brand recall and awareness. This is because it was reported that by 2023, an estimated 93% of customers around the world were familiar with the brand of Walmart (Ozbun, 2025). Walmart followed the technical integration same as Amazon, as this company was able to build a comprehensive digital platform to channel its sales and gain customer satisfaction through multiple distribution channels.
[bookmark: _Toc194064503]Task 1B: Product Life Cycle Strategies Implemented by Successful
[bookmark: _Toc194064504]1. Definition of Product Life Cycle
Product life cycle is a strategic framework that can assess different stages of a product in a market. As stated by Abdul-Azeez et al. (2024), “product life cycle” emphasises a discrete approach to manage and understand the curve of a product’s sales cycle from primary conception to its “end-of-life” stages. Various processes and factors such as “product development” “, product design”, “production”, “distribution”, pricing” and “disposal” are included in this framework. This enlightens the progress of a particular product from its launch in the market to its removal into four definite stages. The four stages of “product life cycle” are “Introduction”, “Growth”, “Maturity” and “Decline” respectively (Triguero et al. 2023).
It can be stated that “product life cycle” is helpful for businesses in making informed decisions. As mentioned by Rush and Roy (2023), “product life cycle” often defines the sustainability and exact lifetime of a product. Main aim of assessment of “product life cycle” is to minimize negative environmental and regulatory effects. In addition, organisations often assess to maximise resource efficiency. The journal article enunciated by Murakami (2024), the revenue and profitability of a product are at their peak at the maturity stage.
[bookmark: _Toc194064505]2. Diagram of Product Life Cycle
[image: ]
Figure 1: Product Life Cycle
(Source: Murakami, 2024)
Above figure depicts the “product life cycle” of a product. The four stages of this cycle, such as “introduction”, “growth”, “maturity” and “decline” are illustrated here.
[bookmark: _Toc194064506]3. Description of Product Life Cycle in the Growth Stage
At the Growth Stage, the two defence strategies, such as “Fortress or position defence strategy” and “Flanker strategy”.
“Position Defence Strategy” is defined as a strategy that focuses on core strength of an organisation. According to Eslami et al. (2022), “prospectus” companies use the “Fortress” or “Position Defence Strategy” to maintain customer loyalty by building awareness and brand perception. Main aim here is to minimise the “threat of competitors” and “threat of substitutes.” For example, Coca-Cola uses this strategy to counter new entrants and competitors in the market.
A company uses “Flanker Strategy” as a defensive strategy in the growth stage of “product life cycle.” In this case, the pioneer companies face a threat of new products launched by other companies to attract customers. Here, the pioneer company uses a new “flanker” brand. Hudes (2024) analysed that “Flanker Strategy” can be beneficial in expanding market share. Again, it also keeps the positioning of the existing brand intact.
Two attack strategies, such as “Frontal Attack Strategy” and “Leapfrog Strategy” are defined in this study.
Follower companies use the “Frontal Attack Strategy” by challenging the market leader (pioneer company). This is done by launching a similar product to the existing one as the pioneer one. Chang et al. (2021) noted that follower companies identify the customer exceptions and gaps in the existing product and offer those to the customers. Here, challenge to pioneer company is implemented by matching core strengths. 
Follower companies use “Leapfrog Strategy” as an indirect approach to target the pioneers in an industry. A new sector is developed here by applying strategies of “diversification” as the followers leap to reach the customers through different marketing channels (Chen and Sun, 2023). Marketing 4P is implemented here as it takes proper “pricing”, “product”, “place” and “promotions.” 
[bookmark: _Toc194064507]4. Description of Product Life Cycle in the Maturity Stage
Maturity is the third stage in the product life cycle. In this case, the market reaches a saturation point as growth in revenue eventually decreases. This is because revenue reaches its peak in this stage. According to Jensen et al. (2023), due to highest sales and market saturation, organisations and brands realise full potential of a specific market. It interprets increasing competition as “threat of new entrants” increasing eventually. Both the “pioneer” and “follower” companies excel in their product-market fit and market positioning at this stage. Aim is to increase market share by executing an efficient “customer acquisition” strategy.
“Increased Penetration Strategy” is a critical strategy used by both pioneer and follower companies to boost and surge sales. In this case, the existing market is penetrated with existing products or services. As stated by Mariam and Khaeruman (2024), this is done by aggressive marketing to cater to more customers. The “Tricomponent Attitude Model” can be applied here as it targets the behavioural “effects”, “cognition” and “conation.” “Promotion”, “Physical Distribution” and “Pricing” play a key role here. In addition, Tedry and Ellitan (2023) analysed that “Price Skimming” is changed to “Penetration Pricing” to attract “price sensitive customers.” Sales funnel needs to channel the leads with functional efficiency of the components. The marketing of Nestle is an example of “Increased Penetration Strategy”. Here, Nestle uses its existing products and prolongs their life cycle.
It is followed by “Extended Use Strategy” by follower and pioneer companies in maturity stage of “product life cycle.” In this case, new variants of a product are introduced. New markets are also targeted. According to Cartwright (2021), main purpose of this strategy is to extend the life cycle of a product by increasing its sales. Improved quality metrics and modifications in the product are followed in this strategy to satisfy other needs of customers. 
[bookmark: _Toc194064508]5. Advantages and Disadvantages of the Product Life Cycle
Advantages
It can be stated that a proper understanding of “product life cycle” could be beneficial for organisations. This is because Kumar et al. (2023) stated that “Cost Management and Cost Reduction” is a significant advantage of this cycle. This is because companies can use price skimming to increase return and profitability in growth stage, followed by price penetration to reduce it. This interprets informed communication and decision-making. Again, it increases the sustainability of a brand as it can estimate the sales and profitability cycle of a product. In addition, companies could improve their products by satisfying customer needs in the “growth” stage of this cycle. It is followed by proper “marketing”, customer “targeting”, “segmentation” and “positioning” (Kearney et al. 2021). 
Disadvantages
Although the four stages of product life cycle are well differentiated, it can be stated that predicting end of a stage and beginning of another is relatively difficult. In addition, Quernheim et al. (2023) stated that “product life cycle” is not a general concept as it is controlled by certain internal and external factors. Also, poor management of this cycle can lead to quick decline of a product. Furthermore, product life cycle could lead to poor inventory management due to ineffective product development and improvement could lead to waste in resources. 
[bookmark: _Toc194064509]6. Conclusion
After analysing all these facts and information, it can be concluded that product life cycle is a critical factor to manage a business. This research shows that sales growth is highest in the “growth” stage. It was followed by the “maturity” stage, where market saturation is met and sales increase is minimised. It can be concluded that pioneer organisations use the “Position Defence Strategy”, followed by “Frontal Attack” strategy used by follower companies. Further conclusions can be drawn that pioneer companies face the risk of entering a new market, however, they enjoy market share without significant competition. In addition, follower companies achieve market share by customer acquisition.
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