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[bookmark: _Toc193333784][bookmark: _Toc193394723][bookmark: _Toc193404323]Introduction 
[bookmark: _Toc193394724][bookmark: _Toc193404127][bookmark: _Toc193404324][bookmark: _Toc193333785]The decision to become a pioneer or a follower of a new product or new market is probably the toughest strategic decision that a business faces when it starts a new product or enters a new market. The possible advantages and risks of both approaches vary and often depend on internal ability and external market conditions. First movers in pioneer companies often succeed early in the market and get early brand recognition, whereas company follower benefits from the learning of pioneers' successes and failures, thus reducing the risk and cost (Gómez et al, 2022).
[bookmark: _Toc193394725][bookmark: _Toc193404128][bookmark: _Toc193404325][bookmark: _Toc193394726]To get a background of both strategies and pursue and master their advantages, this essay takes the example of successful pioneer and follower enterprises. Moreover, it studies the product life cycle (PLC) strategies adopted by such companies to attain the growth and continue in the realm of being competitive (Udokporo et al., 2021). It will also provide a critical analysis of the PLC model in order to asses its appropriateness in being used to make strategic marketing decisions. In conclusion, this essay intends to discuss thoroughly on how the selected strategy is capable of the association of businesses to the competitive market and succeed at the end of this discussion (Iveson et al., 2022).
[bookmark: _Toc193404326]2.1 Key advantages of being a Pioneer Company
Being a pioneer company, or a first mover, refers to businesses that enter a market or introduce a product before competitors. This strategy offers several advantages that can lead to long-term success if executed effectively (Ansharuddin, 2025).
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[bookmark: _Toc193401566]Figure 1: Advantages of the market pioneer strategy
Market Leadership and Brand Recognition: When pioneers become first into the market they often set themselves up as a market leader by being the first to sell a product or service. This early entry allows them to not only shape consumer preferences but also set the industry standards and establish themselves as a strong brand (Azhar et al., 2024).  Thus, for example soft drinks such as Coca-Cola have become so associated, because it got in the market early, and in the late 19th century (Sak et al., 2024). In the same vein, Amazon, the first mover in e-commerce, was able to achieve a commanding market share, and became a top leader of the world.
Customer Loyalty and Switching Costs: Early entrants are able to build strong relationship with their customers, which is ideal in terms of saving customers from switching to the followers. It also creates switching costs for consumers; create guardians for consumers if products are integrated nowadays within their existing routines or ecosystems. For instance, in the smartphone industry pioneer Apple using the iPhone created an ecosystem of devices and services allowing customers to stay in the Apple ecosystem is costly choice for customers (Galib et al., 2024).
Technological Leadership: Research and Development (R&D) heavy spending is one of the typical things done by pioneers to launch innovative products. The leadership of technology, however, can hinder competitors entering the market. In an example of such technologies, Tesla disrupted the complete EV market with cutting edge battery technology and autonomous driving features that made it extremely hard for new entrants (Watanabe et al., 2022).
Economies of Scale: Early movers can enjoy economies of scale since they will produce at higher volumes at an earlier stage than the competition. That cost advantage gives them the advantage of being able to cut prices or to reinvest to come up with even more innovation. We see this in case of Gillette, pioneer in razor technology, which exploited economies of scale leading to domination of the shaving industry for well over decades (Asmild et al., 2024).
[bookmark: _Toc193333787][bookmark: _Toc193394728]Control over Distribution Channels: Often, pioneers get fingers in the proverbial pie for the distribution channels before competitors have even entered the market. That control puts better product availability up and visibility. For example, Procter & Gamble (P&G) had built good relations with retailers from early times; thereby its products were given prominent shelf space (Wollenberg et al., 2024).
[bookmark: _Toc193404327]2.2 Key advantages of being a Follower company
A follower strategy refers to entering a market after the pioneer and taking advantage of the pioneer’s existing groundwork. In spite of this seeming lack of originality, following can produce advantages, which if pursued, can result in great success.
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[bookmark: _Toc193401567]Figure 2: Advantages of being a Follower company.
Reduced Risk and Uncertainty: Following the pioneers gives follower companies the benefit of monitoring their successes and failures. This decreases the risk of new product entries or market entries because they won’t have to make the mistakes the pioneer made (Yadav et al., 2024). Take a Samsung company as an example, although the iPhone was quite popular, Samsung has entered the smartphone market by watching this popularity and adding its design and features to look better than the iPhone. Huawei used Huawei as telecom infrastructure market, following the deployment of established players and eventually become a top competitor (Smith, 2024).
Lower R&D Costs: In this manner, imitating and further developing pioneer's innovations can be followed at low research and development (R&D) cost by followers. Through this approach, they do not need to worry about developing entirely new technology as this would take too much time and be difficult to manage. Oftentimes, many generic drug manufacturers become successful by reproducing and selling drugs once a pioneering pharmaceutical company’s patents have expired (Dalwai and Salehi, 2021).
Enhanced Marketing Efficiency: By knowing what market segments and consumer preferences the pioneer is targeting, the market segments and consumer preferences can be followed by followers, resulting in followers’ marketing efforts being more effective. This can also enable them to improve their marketing campaigns by avoiding the mistakes which the pioneer (Nahar et al. 2024) has made. Pepsi is a perfect example of this since initially it sought to position itself as an alternative to Coca Cola positioning on the back of Coca Cola’s established brand recognition appealing to consumers looking for some variety (Jewel and Kalam, 2022).
Capitalizing on Established Infrastructure: The pioneers are in a position to leverage the infrastructure as well as the distribution channels. It cuts down on initial investment required to build their own infrastructure. As a case in point, Amazon Web Services (AWS) showed a lot of other cloud service providers how to follow the market and the customer aware to offer those competing services (Tawakkol, 2024).
[bookmark: _Toc193333788]Greater Flexibility: The follower companies tend to have the freedom to take chances in adapting their business to changing market conditions and customer desires. Thus, they can quickly adjust their strategies on basis of the experiences of the pioneer. For example, when Xiaomi began selling smartphones, they looked to the niche tech savvy consumer looking to buy their smartphone online and using customized Android software solving a problem that existed (Pantano et al., 2022).
[bookmark: _Toc193404328]2.3 Examples for Pioneer and Follower Company
Pioneer Companies:
· Coca-Cola: The first mass produced soft drink, Coca-Cola opened the industry in the late 19th century. And its success was due to innovative marketing including associating the drink with positive cultural symbols and advertising to the masses (Korte, 2025). By setting the industry standard for which pays more attention on branding and distribution, Coca-Cola had been able to establish itself as the only market leader (Rivera et al., 2024) in the beverage sector.
· Amazon: Amazon broke the mold with e-commerce on the grand scale. From an online bookstore to its varied product repertoire, the company started as an online bookstore which managed to expand quickly to different product categories, using technology and data to provide personalized customer experience. Amazon’s achievements in logistics and customer service have, up to now, set a new standard for online retail (Ologunebi et al., 2024).
· Apple: The Macintosh did for personal computing and the iPhone did for mobile computing what Apple did best. Apple became known for creating a device with innovative design, yet easy to use, and created a strong premium brand image with a loyal customer base. The success of Apple is the ability to integrate hardware, software and its services smoothly (Kauser et al., 2024).
· Tesla: On the electric vehicle (EV) front, Tesla was the first to adopt this market as an adherent of EVs as they could be high performance and added value. Tesla’s improvements on battery technology and autonomous driving capabilities have changed the entire vehicle industry landscape and accelerated the adoption for electric vehicles across the globe (Liu et al., 2025).
· Gillette: The innovation in the razor and marketing strategies embraced by Gillette revolutionized the shaving industry. Undoubtedly, the success of brand Gillette can be found in its product innovation and branding focus; thus, it was a leader in the personal care market for decades and its razor and blade business model became the main example of recurring revenue (Peterson et al., 2024).
Follower Companies:
· Samsung: Observing and improving upon the innovations of the pioneer companies, Samsung successfully entered into various electronics markets. However, Samsung followed Apple’s lead in the smartphone market, but differentiated itself, with larger screens, different products, and more marketing (Kornelakis and Petrakaki, 2024).
· Huawei: Huawei followed telecom infrastructure market players' established path and made huge amount of investment on R&D to produce competitive products and services. Huawei’s success is that the company can offer cost effective solutions and adapt to the local market (Yang and Zhang, 2025).
· Pepsi: Now, Pepsi broke into the soft drink market as a replacement to Coca-Cola and stood for this new generation. It succeeded in Pepsi’s marketing campaigns and product innovations which helped it capture a huge chunk of market share and compete competitively with (Anukeerthi and Subburayan, 2024).
· Xiaomi: When the company dived into the smartphone market it had been specialized towards online sales and affordable products. Xiaomi quickly gained market share in Asia and abroad using price sensitive customers and social media marketing (Wang, 2015).
· Facebook: After MySpace and other platforms, Facebook came into the social media market. Thus, Facebook was able to separate itself from MySpace by having a cleaner interface, more features, and a larger focus on real identities (Allcott et al., 2024).
[bookmark: _Toc193333789][bookmark: _Toc193394729][bookmark: _Toc193404132][bookmark: _Toc193404330]3.1 Growth and Maturity Stage of PLC for Pioneers and Followers
Initial market presence is an opportunity in itself; however having had a unique leap of call on the market, pioneer companies will have critical strategic imperatives in that their products, in their relatively nascent phase of the product life cycle (PLC), will need to find their way through the PCB (Dwivedi et al., 2022). Pioneers need to improve product quality, reliability and innovation to cope with surge in demand and new competitors that come up during growth stage. Tesla directly does this by continuously improving its electric vehicles while adding features such as advanced Autopilot and longer battery life to keep up with competition (Bahrami and Yaghoubi, 2024). Similarly, the company is expanding product lines and catering to different market segments by offering different model of iPhones.[image: ]
[bookmark: _Toc193401568]Figure 3:Building a Sustainable Competitive Advantage

[bookmark: _Toc193394730][bookmark: _Toc193404133][bookmark: _Toc193404331][bookmark: _Toc193333790]Given the growth imperative, geographical and demographic expansion is a key driver as well. Strategically, Netflix transitioned from a DVD rental service in the US to a global streaming powerhouse with the smart move to grow its reach. Secondly, new channels are used to increase distribution coverage to ensure broader access (Hsiao, 2024). This has been shown through the retail partnerships that Starbucks has started to make — opening stores in high traffic areas — for example. Price adjustment also helps to penetrate the market and Amazon, as an example, is making adjustments in the price to attract the price sensible consumers and to keep an exit by potential entrants (Baranidharan and Kulkarni, 2024).
[bookmark: _Toc193394731][bookmark: _Toc193404134][bookmark: _Toc193404332][bookmark: _Toc193394732]Therefore, during mature stage of marketing, growth stabilizes and competition increases and therefore pioneers have to adopt adaptive strategies. It becomes critical to modify the market through finding new applications for existing products or by targeting untapped markets. This approach enabled DuPont then to extend Teflon’s lifespan to multiple industries. The demand can be reinvigorated by altering features or style of the product, for example, Gillette’s constant innovations in its razor technology (Aydemir, 2024). By adjusting the marketing mix – changing the price, promotion and distribution – the life can be breathed into mature products. One of the reasons Coca-Cola’s brand is still relevant is that it never lets the creative juices dry up. However, in both Walmart’s path to cost leadership through streamlined operation and optimized marketing, they manage to stay profitable. Quality or the provision of excellent service is still important, and BMW is known to provide high performance vehicles packed with latest technology (Rafiq et al., 2025). A pioneer in operating systems, Microsoft makes sure Windows remains relevant by always keeping it updated, and Intel’s continuous microprocessor innovations make it relevant. Using such strategies, pioneers can keep its competitive advantage in the storm of the shaking of market dynamics and technological disruptions (Dugbartey, 2025).
[bookmark: _Toc193394733][bookmark: _Toc193404333][bookmark: _Toc193333791]3.2 Growth and Maturity Stage of PLC for Followers
[bookmark: _Toc193394734][bookmark: _Toc193404136][bookmark: _Toc193404334]When existing companies enter, they follow, observe the strategy of pioneers and their market reception. As a result, they can refine their approach to capture tremendous market share. In the growth stage, the emphasis of followers is to quickly dominate the market and to do this, they tend to offer products that are similar to products already on the market with additional features or different pricing. For example, Samsung excelled by making the iPhone’s design and features better, while the Huawei relied on a posterized telecom infrastructure that positioned it as a major player (Fang et al., 2024).
[bookmark: _Toc193394735][bookmark: _Toc193404137][bookmark: _Toc193404335]Pioneers put up the infrastructure and distribution networks, and followers capitalize on that by dramatically reducing initial investment requirements. Amazon’s Web Services (AWS) was followed by numerous cloud service providers and this already used existing market awareness to introduce competing services. Targeted marketing also differentiates Pepsi from Coca Cola as Pepsi targeted those who wanted something different, with Pepsi repositioning itself as a form of Coca Cola alternative (Patel et al., 2024).
[bookmark: _Toc193394736][bookmark: _Toc193404138][bookmark: _Toc193404336]In the maturity stage, follower companies need to distinguish themselves in order to not get perceived as nothing but imitators. Nevertheless, the most common strategy continues to be to focus on cost leadership, as generic drug manufacturers in industries like pharmaceuticals thrive by replication and selling off-patent drugs. Additionally, superior customer support or more customization options can be value-added services that give you a competitive edge (Atkinson and Atkinson, 2024).
[bookmark: _Toc193394738][bookmark: _Toc193404337]3.3 Critical Analysis of the Growth and Maturity Stages in PLC
It is found that strategic choices of both pioneer and follower companies throughout the PLC have profound implications to long-term success. The PLC framework is a structured way to understand the market’s evolution and describes the stages of introduction, growth, maturity and decline. Nevertheless, it must be acknowledged that it has limitations (Jeong and Lee, 2024).
[bookmark: _Toc193394739][bookmark: _Toc193404141][bookmark: _Toc193404338][bookmark: _Toc193333792][bookmark: _Toc193394740][bookmark: _Toc193404142][bookmark: _Toc193404339]The result of this is that this model has the advantage of being able to predict existing shifts in demand, competitive intensity and consumer behaviour. However, it is mostly a descriptive tool rather than a predictive one. That time frame and the intensity vary immensely based on product category, technological advancement and market dynamics. In addition, the model makes the linear, sequential progression assumption, which is not true in the real world product cycles. Depending on the individual products, they may go through multiple cycles of growth and decline, or be revived by the innovation (Bertsatos et al., 2025). There is also another major limitation that the model does not consider the sales volume, instead taking the view of market share, he takes into consideration many other yet important things notably customer satisfaction, profitability, and brand equity. There may be high selling but product unprofitable because of high marketing costs or low margins. A brand staying loyal to customers may also suffer from declining sales because of the changing consumer preferences or disruptive technologies (Yuan et al., 2024). There may not be a choice for a pioneer or a follower, in particular it is dependent on the industry dynamics. However, pioneering has some disadvantages such as high R&D costs and uncertain market acceptance. When it came to digital photography, Kodak pioneered it but was unable to adapt its business model to a fast changing environment and was passed over by competitors like Canon and Nikon. On the contrary, while the reduction of risk and cost efficiency is beneficial to followers, the established brands must differentiate themselves from others to avoid being covered up by them (Lourenço et al., 2024).
[bookmark: _Toc193394741][bookmark: _Toc193404340]3.4 Compare and contrast the Growth and Maturity stages for Pioneer and Follower companies.
	Strategy
	Pioneer Companies
	Follower Companies

	Growth Stage
	Bolster product quality; expand product line; reach new markets; increase distribution; strategic pricing.
	Rapid market penetration via similar products with added features or lower prices; capitalize on established infrastructure.

	Maturity Stage
	Market modification; product modification; modify marketing mix; cost leadership; differentiation through quality/service.
	Cost leadership; value-added services; adapt quickly to market changes.

	Overall
	Adapt strategies to the dynamics of each PLC stage for sustained growth and competitive advantage.
	Refine approach by observing pioneer's strategies for market share.



[bookmark: _Toc193333793][bookmark: _Toc193394742][bookmark: _Toc193404341]4.0 Conclusion
[bookmark: _Toc193394743][bookmark: _Toc193404145][bookmark: _Toc193404342][bookmark: _Toc193333794]In short, being a pioneer or follower in a company is an intricate choice that is based on internal and external factors. But though pioneer companies can become market leaders in the long run, the follower companies can also succeed by making modifications and improvements to exiting products. In the end, only that strategy is the most effective one, and that depends on what a company knows about its strengths and weaknesses and is able to take into account the market conditions and how customer needs may change. To be successful in a competitive market, a balanced approach that incorporates the contributions of the PLC model alongside other tools of analysis would be useful.
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