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[bookmark: _Toc21044]Introduction 
In strategic marketing, companies must make an important decision – whether to become pioneers by innovating new products and technologies or to follow preset market paths. Each of these stances has its own unique benefits and challenges, which influence success over time. This report examines the strategies of pioneers and followers, with Uber as the pioneer and Lyft as a follower, as well as Whole Foods (pioneer) and Thrive Market (follower) in the organic foods industry and Boeing (pioneer) and Airbus (follower) in aviation. Through the lens of these strategies, this report analyses how companies manage the product life cycle in order to stimulate growth and remain competitive. The analysis sheds light on the best strategies for entering the market and how these strategies affect the business's sustainability and profitability. 
[bookmark: _Toc21045]Advantages of being a pioneer and follower company. 
Advantages of being a pioneer 
Uber (pioneer) 
As a pioneer, a company can be first in the market and, hence, become a market leader, get a first-mover advantage and so set industry standards. When Uber came in as the first major ride-hailing platform, it revolutionised the way people use their vehicles in metropolitan cities with app-based ride-hailing, cashless transactions, and dynamic pricing. The one great plus of being a pioneer is being able to dictate the market. Uber was able to grow very rapidly, becoming a dominant force in major cities before any competitors (Olson et al., 2021). It had quickly expanded early on, and developed a large set of drivers and a customer network, which is big enough to sustain its competitive advantage using network effects.  
 
[image: ] 
Figure: Uber’s business methods to expand worldwide. 
(Source: CNBC, 2022) 
One big plus is investor appeal. Uber raised billions in venture capital to innovate and grow explosively. Pioneers also set technological benchmarks. However, the algorithms that Uber used for ride matching and surge pricing became industry best practices. Large governments regulated taxi unions and managed to resist Uber with enough force for it to require licensing and legal affairs energy as well as a bunch of lobbying efforts (Valdez, 2022).  
Being a pioneer also has the advantage of brand recognition. Since Uber was the first major ride-hailing platform, it became associated with the service itself. The strong presence of the brand helped Uber to keep the customers' trust and loyalty as other firms like Lyft and Bolt appeared in the market (Samuel, 2024).  
Whole Foods  
In the same way, Whole Foods was the first to operate within the organic and natural food retail sector while maintaining high standards in quality and sustainability. Whole Foods established itself as the frontrunner in premium grocery retail by offering an extensive selection of organic products (Bulah et al., 2023). Whole Foods redefined consumer expectations, and loyal customers branded the store their go-to grocery shop. Even after the emergence of online marketplaces like Thrive Market, Whole Foods' dominance over the organic food sector was unmatched due to its brand identity and first-mover advantage in the sector. Whole Foods Market grew from 275 locations in 2008 to almost 500 in 2017. This was also the year they were purchased by Amazon for $13.7 billion (Statista, 2024). 
 
Figure:
 
Net sales of Whole Foods Market worldwide
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Source: 
Statista, 2024)
 

Boeing (Pioneer) 
Boeing is a prime example of a pioneer in the aviation sector. Through its advanced aircraft designs and engineering innovations, the company transformed commercial air travel. As the first major player in the industry, Boeing set the safety and efficiency benchmarks that make modern aviation what it is today (Lopes Rose, 2024). The company's initial success laid the foundation for strong relationships with airlines and long-term contracts before facing significant competition from Airbus. Boeing's longlasting role as a pioneer in the industry continues to drive competition in new technologies and aviation advancements, branding the company the first mover. 
 
Figure: Boeing Market Share
 
 

(Source: Hamilton, 2021) 
 
Advantages of being a follower 
Entering an already existing market means reducing risks and costs for a Follower company. As a result of this, Lyft positioned itself as a more community and ethicaloriented company that built customer loyalty on a driver-friendly approach, lower commission fees, and the possibility of tipping. Among the advantages, followers can learn from the pioneer's mistakes, like Uber's controversy regarding corporate culture, driver treatment, and regulatory conflicts, which Lyft avoided (Gómez et al., 2022). 
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Figure: Lyft cabs. 
(Source: Napolitano, 2024) 
Costs are also lowered for the followers, as they can adopt proven technologies and business models without spending major efforts on research and development. Riding towns in short periods was more valuable than expanding widely. Followers can never catch up to pioneers’ market share (Yang et al., 2025). Yet, the strategic advantages of being a follower are shown by Lyft’s leveraging of the groundwork laid by Uber, and their ability to improve customer satisfaction and remain profitable. 
Followers can also narrow the experience for customers by filling in gaps left by leaders. The dedication and responsiveness that Lyft had for driver-friendly terms of service and fairer wages and a desire for more flexible working conditions than the likes of Uber – helped them stand out (Dubal, 2023).  
In the organic grocery market, Thrive Market was a Whole Foods follower but set itself apart with a digital-first, membership-based model. Whole Foods created the organic market, and Thrive Market improved the model with competitively priced, consumer-direct convenience (Dianat and Hou, 2024). Thrive Market cut costs by eliminating physical stores, instead using an online marketplace, allowing them to cater to price-sensitive customers who value organics.  
 
Figure: Membership
-
Based Model
 

(Source: created by Author) 
In the aviation industry, Airbus was a later follower of Boeing but quickly became a strong contender through optimal efficiency and innovation focus. Boeing established industry standards, but there was market demand for more fuel-efficient aircraft which Airbus capitalised on. The A320neo series was in direct competition with Boeing's 737 models, providing better fuel economy and operational efficiency to airlines (Lo Verde, 2024).  
[bookmark: _Toc21046]Product life cycle that provides increased growth and maintains a strong competitive advantage for pioneer and follower companies. 
Product life cycle (PLC) is a very significant concept in marketing; the stages a product goes from the product’s introduction stage to its decline stage are the introduction, growth, maturation, and decline stages. The life cycle dynamics of a product are a focus of this discussion, which takes up how successful product pioneers, such as Uber, Whole Foods, and Boeing, have navigated the PLC to sustain competitive advantage. 
Strategies of Pioneer Companies: Uber Market Creation and Brand Awareness 
Following the introduction of Uber, the company’s first goal in the introduction stage was to educate the market and induce demand for the company’s newly introduced ridehailing service. Aggressive marketing strategies were used by the company that involved offering free rides, referral incentives, and driver bonuses to build a strong customer base for the company (Abbas et al., 2021). The ride matching feature was also made GPSbased, and other features such as cashless transactions and surge pricing were added to make the use convenient.  
Expansion and Network Effects 
Once market acceptance was confirmed, then Uber focused on its capacity to become geographically wide to gain a competitive advantage (Howcroft & Leaver, 2024). The company launched into new cities aggressively and would enter a market before its regulatory approvals were in place to generate demand from consumers that would apply pressure on authorities to legalise ride-hailing. Uber also increased the service it offered, with UberX for value-oriented clients, UberPOOL for shared rides, and UberEats for food delivery.  
Differentiation and Sustainability 
Facing saturation in the market and intensifying competition, Uber, like many other firms, started focusing on differentiation and operational efficiency. In the choice of investment, the company opted for AI-driven route optimisation, customer personalisation, and safety features like real-time tracking and background checks (Ushakov et al., 2022).  
Market Segmentation and Personalization 
Introducing personalisation in the market and understanding the behaviour of the consumers are done by Uber to enhance user engagement and maximise profitability as a pioneer. Other features, including fare estimates, ride suggestions, and loyalty programs, are added to improve user experience further with contextual features. Dynamic pricing is another tactic used by Uber wherein AI is used to dynamically price products to different consumer segments such that the firm can achieve maximum efficiency in serving them (Yan et al., 2019).  
Strategic Partnership and Ecosystem Expansion  
Uber has established itself as a dominator in transportation and other sectors through both partnerships and acquisitions, expanding its ecosystem strategically. Automated electric vehicles have been developed through collaborations with Toyota, Volvo, and other companies in the automotive industry; however, collaboration with payment providers simplifies transactions. One of the ways that (Uber Eats) diversifies its revenue 
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streams is by using the existing ride-hailing infrastructure (Anwar, Odeo, and Otieno, 2022).  
Whole Foods: Pioneering Organic Retail 
Ignition of Market Demand and Consumer Education 
Whole Foods initiated a transformation in the organic grocery sector by introducing natural, organic, and sustainable food products into mainstream retail. Unlike supermarket chains, Whole Foods created demand by educating shoppers on the benefits of organic eating (Gundala and Singh, 2021). The company further classed itself as a premium retailer, thereby guaranteeing high-quality products, unlike commodities offered by conventional grocery chains, to differentiate itself. 
 

Figure: Whole Foods Market Consumer Education Data (WholeFoods Magazine) 
(Source: Director, 2023) 
Expansion and Market Leadership 
During its period of growth, Whole Foods capitalised on the shifting trend to healthy eating. The company aggressively expanded into urban centres with affluent, environmentally conscious patrons (Lerner Patrón, 2024). It also broadened its scope of offerings by adding ready-to-eat organic meals, health supplements, and ethically sourced beauty products and bolstered its brand image further. 
Differentiation and Competitive Sustainability 
As competition increased from other supermarkets and online retailers, Whole Foods focused on ethical sourcing, sustainability, and exclusive product deals as a means to sustain market leadership (Vadakkepattet al.2021). It also used its strong brand identity to partner with Amazon, adopting digital shopping and home delivery services. Undoubtedly, these tactics enabled Whole Foods to remain dominant in the marketplace amid increasing competition. 
Boeing: Pioneering Commercial Aviation 
Innovation and Market Entry 
Boeing, one of the aviation pioneers, changed air travel forever with the first successful commercial jet airliner. In the introduction stage, the focus of the company strategy was 
“technological leadership,” meaning Boeing aircraft had to be and were the best in the industry in terms of performance, safety, and fuel efficiency (Vadakkepatt et al.2021). 
Expansion and Market Domination 
During the growth stage, Boeing enhanced its fleet with long-haul, domestic, and even cargo airline models to accommodate many different airline types (Grimme, Maertens and Bingemer, 2021). The company further built brand loyalty by continuously increasing fuel efficiency, aerodynamics, and comfort for passengers, thus strengthening bonds with airlines. 
Differentiation and Technological Advancement 
With the growing competitiveness from Airbus, Boeing invested significant capital towards R&D in lightweight materials, such as Lyft, Thrive Market, and Airbus have successfully navigated the Product Life Cycle (PLC) by adopting refined market entry strategies (Iveson, Hultman and Davvetas, 2022). AI for flight path optimisation and next-gen fuelefficient engines, and began developing Boeing Global Services, a subsidiary providing MRO and training services, fostering loyalty, sustainable revenue, and ensuring competitiveness. 
 

Figure: Visitors Observing Boeing Airliner Models at an Airshow 
(Source: Miller, 2024) 
Strategies of Follower Companies: Lyft 
Market Penetration and Differentiation 
Compared to Uber, Lyft did not have to educate the consumers about ride-hailing since the market was already set. Rather, it took the path of differentiation by positioning itself as a friendly and community-oriented alternative. To keep drivers unhappy with Uber’s pricing and undercut policy, Lyft was known to offer driver-friendly policies like lower commission fees and tipping options. This also used word-of-mouth marketing and social campaigns to create a strong emotional bond with its users (Ade et al., 2024).  
Competitive Pricing and Regional Focus 
At The growth stage, Lyft was focused more on regional growth rather than globalising. While Uber continued to blast off around the world, Lyft carried out its activities on U.S. soil and refined the services to make it a better experience. Competition in the price segment was utilised by the company, with price matching Uber and also offering discounts to frequent riders. Lyft also made strategic partnerships with major companies, such as Delta Airlines and Chase Bank, and incorporated ride-hailing benefits of corporate loyalty programs (Valderrama & Cameron, 2023). 
Service Innovation and Sustainability 
As the ride-hailing industry grew, Lyft took so many initiatives to differentiate itself again and again. The eco-friendly initiatives, such as partnerships with electric vehicle manufacturers, carbon offset programs, etc., made the company more attractive to environment-friendly consumers (Liu et al., 2024).  
Community Engagement and Corporate Social Responsibility 
As a follower, Lyft has been successful by strong community engagement and corporate social responsibility (CSR). Whereas Uber was aggressive about how it grew the company, Lyft approached things differently, proclaiming to be a socially responsible brand with ethical business practices. Lyft tries offering fairer wages, lower commission fees, and tipping options for drivers as well, thus fostering a more driver-friendly environment (Lyft, 2024). On the environmental front, the company's carbon-neutral rides and electric vehicle programs are in line with environmental concerns.  
Technology Adoption and Agile Adaptation 
Through adoption and agile adaptation to technology, Lyft has succeeded in the ridehailing industry to be competitive. The main lesson here is that by learning from Uber’s technology innovation, they quickly adopted Uber-proven features like real-time ride tracking, dynamic pricing, and scheduled rides.  
 
Thrive Market: Ethical and Affordable Online Retail 
Market Penetration and Niche Targeting 
With its affordability model, Thrive Market stepped into the organic grocery space as a competitor to Whole Foods. Whole Foods was already servicing a market for organic, sustainable food, but the steep pricing cut accessibility to many. Thrive Market tackled this problem by offering organic products at wholesale prices through a membershipbased model (Sreekumar, Raju and Siddique, 2022). Thrive Market was able to reduce operational costs by utilising e-commerce and direct-to-consumer sales, which, in turn, allowed the company to offer lower prices than Whole Foods.  
Subscription-Based Competitive Pricing 
Thrive Market leveraged the shift towards online grocery shopping, whereas Whole Foods centred its brand on physical retail locations. By putting a membership pricing strategy in place, the company guarantees an annual payment for access to discounted organic products. This strategic offer solidifies customer retention while simultaneously ensuring Thrive Market receives stable income (Okeyo, 2024).  
Sustainability and Ethically Sourced Items 
Thrive Market implemented carbon-neutral shipping, zero-waste packaging, and sustainably sourced products. This approach not only helped align consumer loyalty but also proved beneficial for promoting sustainability, leading to Thrive Market gaining popularity and a devoted shopper base (Alhawamdeh et al.2024).  
Airbus: Competing Against Boeing in Aerospace 
Strategic Market Entry and Competitive Differentiation 
Airbus, a laggard in the aerospace sector, positioned itself against Boing—the Boeing commercial aircraft pioneer. Instead of competing head-to-head with Boeing's earlier dominance, Airbus concentrated on building aircraft with greater fuel efficiency, wider cabins and quieter engines (Lo Verde, 2024).  
Technology Optimisation and Cost Efficiency 
While investing in new aviation technology is the motto of Boeing, Airbus has adopted and improved on existing innovations. Instead of creating new classes of aeroplanes, Airbus focused on redesigning planes to be more efficient and consume less fuel. With the A320neo series, which has better fuel economy than the 737 models from Boeing, Airbus gained significant market share without the R&D spending of Boeing (Lo Verde, 2024). 
Flexibility and Market Responsiveness 
Boeing miscalculated in a few areas, and that became an opportunity for Airbus. During the Boeing 737 MAX fiasco, when Boeing had safety as well as regulatory concerns, Airbus jumped at the opportunity to massively increase production and sign new airline contracts (Christianto and Smarandache, 2025).  
Comparison of the Strategies of Pioneers and Followers 
While both pioneers and followers operate in the same sector, their approaches differ in the Product Life Cycle (PLC) Strategies template. 
· Pioneers like Uber, Whole Foods, and Boeing devote significant resources to market creation, brand loyalty, and new innovations. 
· Examples of followers include Lyft, Thrive Market, and Airbus. These optimise business models, work on existing technologies, and find efficiencies in costs and offerings. 
An example of this is alongside Uber's aggressive geographic expansion, Lyft focused on deepening regional community ties. In the parallel case, instead of riding the demand, Thrive Market sought to increase the affordability and availability of organic food after Whole Foods started the trend. In commercial aviation, Boeing was the industry's leader until Airbus discovered the opportunity to outmanoeuvre Boeing's inflexible cost structures and rigid systems. 
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Prospector firms are first to market with new
products or services that render their own prod-
ucts obsolete or that leapfrog competitors’ offer-
ings. A trait of these firms is that they are pioneers
and market makers. These firms typically sell at
premium prices through limited distribution. Ex-
amples of prospectors include Apple, Tesla, and
Cisco.
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Uber arrived in April of 2014 in the city of Barcelona and in September to Madrid under the UberPop form
and started operating without a legal framework. This service contradicted the Spanish Law for Road Transport,
the main piece of legislation that regulates this market, which requires drivers and companies providing transpor-
tation services for a fee to possess a specific license. The government, rather than adapting regulations to allow
Uber to provide its service, did mostly nothing, while taxi associations moved on to strikes and judicial filings. In
particular, the Madrid Taxi Association filed a lawsuit against the company for infringing transportation regula-
tions. Uber threatened to leave if it obtained an unfavorable ruling, but that threat had no effect—probably
hining at the fact that when the exit option is not credible or relevant, the firm's threat to leave does not force
deregulation. On December 9, the Commercial Court No. 2 of Madrid ruled that Uber was not abiding by the
Spanish Law for Road Transport (in particular, with that established in Art. 22, 42, and 91) and rendered the
application inaccessible at the national level—effectively, as riders could no longer access the application or pay
e R B
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Despite significant progress being made on the study of the role of environmental conditions surrounding entry during the last.
years,this i till an apen question tha needs to be addressed (Zachary <t a1 2015). In partcular, the ield lacks knowledge on how the
extemal conditions that could affect the optimal fit between order of entry and firm-based factors (c., resources and capabiltes,
srategy or business models). As mentioned above, both maket growth and technological change have been recogaized as key di
mensions to consider when studying entry timing. Tels (201, p. A17) also suggest that these dimensions are important when he
argues that “a surge of later enteants learms from mistakes of pioncers, envisions opportunities and rides on the explosion of new
superiortechnologies”. Pioncers *focus on the small inital marke, aling o cavision thatvast mass market that they just opened up”
(rellis, 2014, p. A17). Accordingly, ou study pays special attntion to both dimensions, namely, to the role of new superior tech.
B e AT O g AR Lo
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Imitation offers several advantages, such as lower costs, reduced uncertainty, and the prevention
of potential “bugs.” Hence, in some cases, imitation is a more successful strategy than innova-
tion (Schewe 1996). After successfully @tehiig up with cutting-edge technology, follower firms
can potentially challenge the dominance of leading firms and expand their own market share.
Thus, technology imitation can be viewed as a late-mover advantage. Leaderfollower relationships,
involving both switching costs and technology imitation, can be seen in other markets, including
telecommunications (AT&T vs. T-Mobile) and GPUs (Nvidia vs. AMD).
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Brand Awareness and Customer loyalty
From the satisfaction of the consumer, we can predict the future purchase of the consumer. The
consumers that are more satisfied with the product will purchase more next time according to the
(Zeithaml, Berry, & Parasuraman, 1996) are recommended that the customers try to have the
satisfaction about the services and the goods and also give the less response towards the
competitors” products that they are offering in the market. Mostly, loyalty has been found as an
important part of brand awareness according to (Zeithaml, Berry, & Parasuraman, 1996). At the
same time, awareness and loyalty about the product are most of the time linked by many of the
researchers” study. Many of the others have considered it as the relation between the competitors'
products whereas some of the others even did not get any of the direction and are unidirectional
Brand awareness tends to the customers that are product satisfied or is not complete without the
other variables that are mediating. They mostly tend to be used as the most important purpose of
the repurchase and to devote the name of the brand for their connection (Zeithaml, Berry, &
Parasuraman, 1996)
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Despite these declarations of intent, Uber's resistance to regulatory conformity contin-
ued. Having appealed four legal challenges over five years in the UK, in February 2021 the
UK Supreme Court finally ruled that Uber drivers are to be classed as workers as opposed
to self.employed and are thus entitled to holiday pay, a company pension and the
national minimum wage (Naughton, 2021). This was followed in December 2021 by a
new European Commission proposal to recognise drivers as “employees” entitled to a
‘minimum wage, holiday pay, unemployment and health benefits. These developments
will have a significant impact on Uber's operating costs, and has far-reaching impli-
cations for platforms generally (Venkataramakrishnan & Croft, 2021).

Moral legitimacy has also been undermined through Uber's poor handling of contro-
versies. As Begkos and Antonopoulou (2020) note, platform companies (and users) have
‘manipulated technologies that measure and manage digital platform performance, in
order to fabricate metrics and blur others’ evaluations. For example, Uber has been
accused of gaming regulations using its software tool Greyball. Uber created a fake
version of the app populated with “ghost cars” in order to deceive law enforcement
agencies in situations where it has violated regulations (Calo & Rosenblat, 2017). This
Software was authorised by Uber's legal department and applied in various geographies
(Wong, 2017). Similarly, transparency concerns surfaced when it became apparent that
hackers had breached the personal data of 57 million Uber customers/drivers. Uber failed
to notify individuals and regulators and instead paid the hackers $100,000 on condition
they would keep quiet (Newcomer, 2017). Further tensions have been amplified by media
accounts of corporate culture. A class action concerning gender and racial discrimi-
nation, sexual harassment and problematic workplace practices in Uber's headquarters,
resulted in a payment of $10 m to 285 women and 135 men of colour for financial and
emotional harm (Mishra & Raman, 2018).
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When a user has taken past Uber trips, the service recommends nearby destinations. Uber has also developed
route-based pricing, which assesses how much a passenger is willing to pay depending on criteria such as the
destination, time of day, and location, using artificial intelligence (AI). As a result of this, Uber has used artficial
intelligence (AI) to monitor its drivers for any suspicious conduct. Automated vehicles, powered by artficial
intelligence and sensors, are being hailed as the future of shared transportation. According to studics, there would be
6.2 million fewer drivers on the road by 2030 if autonomous flects are more profitable. As Al improves in
transportation, firms like Uber, which depend on artificial intelligence (Al to create foutes and accurately predict
journey durations, also benefit. As a consequence, mass transportation that utilizes many vehicles is more
dependable and cost-cflective.
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Segmentation is the way a market divides its customers into people with similar needs and
characteristics and directs consumers to respond to 2 product's offeing. A market consiss of many
buyers, and chey can differ in terms of needs, resources, locations, nature of purchases, and buying
paterns. Market segmentation is very importan for PT. AJS Bumiputera to understand the needs
and characteristic of consumers in the Medan area. By targeting the upper middle clas, the company
can adjust the offeings that are more in line with their expectations and needs. As one employee said,
“itis very important for the company to continue to evaluate and expand the marker. For example,
by exploring the younger age segment or underserved groups, the company can find new
opportunities o increase market penetration.” In addition, by using more in-depth data analysis, PT.
AJS Bumiputera can be more precise in adjusting products and marketing steategis for cach segment,
thereby increasing the effectiveness and cfficiency of their marketing efforts. However, there is
potential o explore market segmentation to increase overall market penetration. Market segmentation
s the process of dividing a market into groups of buyers or consumers who have homogencous
characteristics or rits and can be meaningful to the company. With market segmentation, companics
will be able to determine and compare existing marker opportunities and will be able to adjust
products or marketing programs and determine marketing budgets according to the navure of the
segment (Ernawati, 2020)
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2.5.2 Strategies Employed to Reduce Multihoming

One of the best methods of reducing multihoming among users s to make the perceived benefit of
multihoming be less than the perceived cost of multihoming (Eisenmann et al., 2006; Gawer &
Cusumano, 2008). A clear strategy that is being taken up by Uber and Lyft is to try to create a
benefit of singlehoming and thereby reduce the benefit of multihoming (Table 1). On the rider side
of the platform, this can be seen in some of the incentives and partnerships that they have rolled
out in the past couple of years. For Uber, a partnership with American Express has created a
program that gives all American Express Platinum cardholders a credit of $15 per month, and $20
of credit in December (Uber, 2020). Lyft has partnered with Chase, to provide all cardholders with
5% rewards on all rides, and for the Chase Sapphire Reserve cardholders, 15% discount and 10x
points on all rides taken with Lyft as part of a free year-long subscription to LyftPink (Lyft, 2020).
Additionally, Lyt has struck a partnership with Delfa Airlines, that provides all Delta Skymiles
members with a matched Skymile for every dollar spent on Lyft (Lyft, 2020). These incentives
and partnerships seek to make it become more beneficial for riders to continue to prioritize using
their services, in order to receive the full benefits provided by these third-party vendors — thereby

reducing the perceived value of multihoming, and enhancing the value of their network.




image23.jpg
Meanwhile, electric yeliclos (EVs) s guining fast adoption
due to thei z¢ro tailpipe emissions. In ODMD services, Door-
Dash reported that over 56 millon orders were fulfilled using
Tow or no-emissions vehicles [S]. The foreseen increasing EVs
in ODMD service can be atributed to several factors. Firsly,
as EVs continue to penetrate the car market, it is becoming
increasingly common for delivery drivers to use their own EVs
to complete meal delivery tasks. Secondly, shared delivery
companies. have launched pilot programs to encourage EV
owners to participate in ride-hailing and on-demand delivery
services. For instance, Uber provides an additional one-dollar
subsidy for trips completed by fully electric vehicles [6].
Thirdly. local and state governments are also implementing
regulations to guide the clectrification of shared mobility
services. The Clean Miles Standard proposed in California,
for exampl, requires transportation network companies such
as Uber and Lyf to achieve 90% clectric vehicle miles traveled
(eVMT) by 2030 [7]. Both Uber and Lyt have committed
o transitioning o a 100% EV fleet [8], [9]. Despite these
initiaives, challenges such as limited range. high upfront
purchase price, unevenly distributed charging stations, and
long charging time have delayed the transtion 1o a purely
EV delivery ficet. Most on-demand mobility and delivery
companies in the U.S. currently operate a mixed delivery fleet
consisting of conventional gasoline-fueled vehicles and electric
vehicles. which offers opportunitis to curtail GHG emissions
B i sl Sionas 1P MV ek whihied s
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rides, track their vehicle's location in real-time, and make cashless transactions, thereby
enhancing the overall customer experience (Lee & Tan, 2013). Examples of prominent taxi-
hailing companies include Uber, Lyft, and Didi Chuxing, among others. From a marketing
perspective, the performance of taxi-hailing companies refers to their ability to effectively
attract, engage, and retain customers while maximizing profitability and brand value
(Abdullah & Mohd-Any, 2018). Marketing performance encompasses various key
indicators, including customer acquisition rates, user engagement metrics, brand
awareness, customer satisfaction levels, and revenue generation. A high marketing
performance for taxi-hailing companies signifies their success in establishing a strong
market presence, capturing market share, and fostering positive relationships with both
passengers and drivers (Kim & Lee, 2017).

Maintaining a high marketing performance is crucial for taxi-hailing companies because in
a highly competitive market environment, where multiple players vie for the attention and
loyalty of consumers, superior marketing performance enables companies to differentiate
themselves and stand out amidst the competition (Huong et al., 2018). In this way, effective
marketing strategies help to communicate the unique value propositions of the company,
such as reliability, safety, affordability, and convenience, thus influencing consumer
perceptions and preferences. Also, a high marketing performance directly correlates with
business growth and revenue generation for taxi-hailing companies (Namulindwa et al.,
2021). This is because by consistently attracting new customers, retaining existing ones,
and increasing user engagement, companies can expand their customer base and increase
the frequency of ride bookings. This, in tum, translates into higher revenues and
profitability, as well as enhanced shareholder value.
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Though firms have relied upon performance-based variable pay for some
time (e.g., the use of bonuses and commission systems to influence worker
behavior),® my rescarch on the on-demand ride hail industry suggests that
algorithmic wage discrimination raises new and distinctive set of concerns.
In contrast to more traditional forms of variable pay, algorithmic wage
discrimination—whether practiced through Amazon’s “bonuses” and
scorecards or Uber’s work allocation systems, dynamic pricing and
incentives—arises from (and functions akin to) to the practice of “price
discrimination,” in which individual consumers are charged as much as a firm
determines they are willing to pay.! As a labor management practice,
algorithmic wage discrimination allows firms to personalize and differentiate
wages for workers in ways unknown to them, paying them to behave in ways
that the firm desires, perhaps as little as the system determines that they may
be willing to accept. Given the information asymmetry between workers and
the firm, companies can calculate the exact wage rates necessary to
incentivize desired behaviors, while workers can only guess as to why they
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To mitigate such imbalance, dynamic pricing (DP) is employed by ride-hailing platforms to
balance supply and demand both temporally and spatially. Uber refers to its DP decisions as surge
‘multipliers, meaning that when demand is very high relative to supply the base fare is multiplied

by a multiplier that is greater than one.
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Another important aspect of ride-hailing is that platforms like Uber exercise power over
cconomic transactions via the design and governance infrastructure (c.g. rating system,
algorithmic surveillance, allocation of tasks, price control, etc.) which ultimately limits
workers” agency (see Vallas and Schor 2020). While platforms cede control over some
aspects of the labour process (e.g. allowing workers to log in or log out of the platform), the
deployment of algorithmic management to control prices, allocation of rides, and rating
system is shown to increase work intensity, long working hours, and social isolation among

workers (Anwar and Graham, 2021; Gandini, 2019).°
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Driver expenses

All driving expenses, for rideshare or personal use, fall into two categories: fixed costs and
marginal costs. Fixed costs are the upfront costs associated with owning a car, like the cost of the
vehicle itself (e.g., car payments), vehicle registration, and personal car insurance (required by law
in the U.S.).(n.5) Marginal costs are the costs of driving each mile on the road, including fuel and
repairs and depreciation.

To estimate costs for a typical driver on the Lyft platform, we focus on the marginal costs a driver
takes on while driving on the Lyft platform — the incremental costs of providing rideshare services.
This is because unlike, say, a lawn care contractor who might buy a specialized vehicle to run their
business, Lyft drivers typically use something they already own — their car — and put it to work.

Driving on the Lyft platform allows drivers to monetize two assets: their effort and their car. Most
drive on Lyft to supplement their income from another job, bridge between full-time jobs, or
generate income between other responsibilities such as providing child- or eldercare. For this
reason, 94% of drivers drive fewer than 20 hours per week. And the median U.S. driver drove 1,647
engaged miles and spent only 75 engaged hours on the platform in 2023, about 3.75% of the
average full-time work year. This data reflects that for most drivers, driving on Lyft is a short-term or
supplemental way to use both their time and automobile.
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niche and follower dynamics unfolded quickly in the second phase. Key events that seem to have shaken up the industry in the
Netherlands were the introduction of Ojah in 2009, a firm producing intermediary meat substitute products, and the launch of the
Vegetarian Butcher in 2010, a brand which commercialized Ojah’s products. In the US, key events were the occurrence of meat
substitute firms Beyond Meat, Impossible Foods, and Sweet Earth around the same time. Food retailers engaged with the industry most
quickly in efforts to pick-up these newcomers’ novel products. For example, we observe that in the Netherlands, it took only two years
for the major retailer Jumbo to launch the Vegetarian Butcher's products. Shortly after, second mover Albert Heijn followed suit and
introduced the Vegetarian Butcher products to its stores. In the US, the first mover was even more agile. Whilst founded in 2009,
Beyond Meat only introduced its first commercial product in 2012 and within months the newcomer announced its partnership with
‘Whole Foods. Second mover and major retailer Walmart announced the launch of Beyond Meat frozen products in 2015.

‘There are notable differences between firm types. Whilst retailers are observed as being ‘frontrunners’ in engaging with plant-based
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Commercial aviation accidents, though exceedingly rare, come at a large human, economic, and
social cost. Therefore, different stakeholders in industry and government have collaborated to
develop standard processes for developing aircraft and assessing their safety, the most popular
being the Society of Automotive Engincers’ (SAE) Acrospace Recommended Practices (ARPs)
4754 and 4761. However, most of the engincering techniques used for aircraft development and
safety assessment were developed in the mid-20" century and formalized into these standards in
the 1990s. Modern aircraft often involve complex interactions between hardware, software, and
humans, and the engineering techniques used to analyze these systems have not kept up with the
pace of technological development.

This thesis studies two recent accidents involving the Boeing 737 MAX (Lion Air flight JT610
and Ethiopian Airlines flight ET302) to identify the limitations that still exist in aviation safety
assessment guidance that have contributed to these accidents. A new accident analysis
methodology called Causal Analysis based on Systems Theory (CAST) was applied to the 737
MAX accidents to understand why the complex interactions leading to the accidents were not
identified during the safety assessment process. The analysis uncovered four main limitations in
safety assessment guidance that contributed to the accidents: (a) limited integration of human
factors and safety, (b) limited guidance for identifying assumptions, (c) limited ability to capture
non-failure based causal scenarios, and (d) limited ability to understand complex nonlinear causal
relationships.

A new hazard analysis tool called System-Theoretic Process Analysis (STPA) was then applied to
the same systems involved in the 737 MAX accidents to evaluate whether STPA can be used to
address the identified limitations. STPA’s scenario-based framework that incorporates humans and
software into the hazard analysis was found to support validation of human response assumptions,
identification of new assumptions, assessing safety of intended behavior, and understanding
circular causality or otherwise non-lincar causal factors.




image31.jpg
6.1. Managerial implications

The findings of this study have implications for grocery retailers and supply chain managers
seeking to navigate the post-pandemic landscape effectively. By understanding the drivers
behind shifts in consumer behavior and adapting service provision accordingly, stakeholders can
position themselves to thrive in an increasingly digital and dynamic marketplace. The
significance of this study is to provide effective help to supply chain managers in situations
involving public safety incidents. Because we’ve lived through the pandemic and realized how
disruptive it is to the grocery supply chain and how difficult it is to get back to normal
operations. Supply chain managers should see this pandemic as an important reference and learn
from it to deal with various external and internal supply chain risks in the future. As discussed
earlier, consumer preferences are constantly evolving, therefore grocery supply chain managers
should plan to keep their supply chain responsive and adaptable to these changing preferences.
Investing in technologies that enable real-time inventory visibility, state-of-the-art demand
forecasting, logistics systems optimization, flexible contingency plans, communication with
customers and personalized offers will be crucial for long-term success and staying ahead of the
curve
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6.1. Managerial implications

The findings of this study have implications for grocery retailers and supply chain managers
seeking to navigate the post-pandemic landscape effectively. By understanding the drivers
behind shifts in consumer behavior and adapting service provision accordingly, stakeholders can
position themselves to thrive in an increasingly digital and dynamic marketplace. The
significance of this study is to provide effective help to supply chain managers in situations
involving public safety incidents. Because we’ve lived through the pandemic and realized how
disruptive it is to the grocery supply chain and how difficult it is to get back to normal
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earlier, consumer preferences are constantly evolving, therefore grocery supply chain managers
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forecasting, logistics systems optimization, flexible contingency plans, communication with
customers and personalized offers will be crucial for long-term success and staying ahead of the
curve
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Boeing’s focus on aftermarket services set it apart from Airbus, which
traditionally emphasized aircraft production over services. Although Airbus
has expanded its services division in recent years, Boeing’s early investments
in this area positioned it as a leader in aircraft maintenance and services, an
essential factor in generating recurring revenue and enhancing customer
loyalty.

In recent years, Boeing has faced significant challenges, particularly with the
737 MAX. Following two fatal crashes in 2018 and 2019, the 737 MAX was
grounded worldwide, leading to a crisis for the company. Investigations
revealed issues with the aircraft’s software, and Boeing faced widespread
criticism for its handling of the situation [12].

The grounding of the 737 MAX, combined with the impact of the COVID-
19 pandemic on the aviation industry, resulted in significant financial losses
for Boeing.

Moreover, Boeing has experienced complications with its wide-body jets,
particularly the 787 Dreamliner. Issues related to manufacturing defects,
including concerns over structural integrity, resulted in delays in deliveries.
The production of the 777X, another of Boeing’s flagship models, has also
faced setbacks due to a combination of technical challenges and market
conditions, causing additional strain on the company’s recovery efforts [41].
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Consumers perceive organic foods as more nutritious, natural, and environmentally friendly
than non-organic or conventional foods. Since organic foods developed, studies on con-
sumer behavior and organic foods have contributed significantly to its development. The
presesent study aims to identify the factors affecting consumer buying behaviour toward
organic foods in the United States. Survey data are collected from 770 consumers in the
Midwest, United States. ANOVA, multiple linear regression, factor analysis, independent t-
tests, and hierarchical multiple regression analysis are used to analyze the collected primary
data. This research confirms health consciousness, consumer knowledge, perceived or
subjective norms, and perception of price influence consumers' attitudes toward buying
organic foods. Availability is another factor that affected the purchase intentions of consum-
ers. Age, education, and income are demographic factors that also impact consumers’ buy-
ing behavior. The findings help marketers of organic foods design strategies to succeed in
the US's fast-growing organic foods market.
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Philanthropic responsibility may represent a company's
beliefs and is scen to have the greatest impact on consumer
loyalty and organisational support. Previous studics in the
banking sector repeatedly found a good link between
charitable duty and customer loyalty, with strong evidence to
back it up. Vo et al. [55] performed a thorough investigation
of the influence of customer satisfaction on customer loyalty,
as well as the role of Corporate Social Responsibility (CSR) in
moulding customer views, in the Victnamese banking
industry. The study revealed that the banks actively engage in
CSR practices, including philanthropy, and experience high
levels of customer loyalty. The findings indicated that
customers tend to develop strong emotional connections with
banks that actively give back to society and support social
causes. Such philanthropic initiatives are perceived positively
by customers, who view such banks as institutions with a
genuine commitment to social welfare and community
development. Thus, customers will be inclined to support and
remain loyal to socially responsible institutions.

Similarly, Dwidienawati et al. [56] investigated the link
between customer happiness, customer loyalty, and Corporate
Social Responsibility in the banking sector. Customers are
more likely to remain loal to banks that exhibit a commitment
to society and the environment and engage in philanthropic
activities, according to the authors, who focused on banks in
Jakarta. The authors highlighted the significance of CSR as a
driver of customer loyalty and emphasised that customers have
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The Aircraft Manufacturing Industry has a long and complex
history, shaped by advancements in technology, geopolitical forces,
and the rising demand for global air travel.

Initially, the industry had a monopolistic structure, with Bocing as a
main player covering almost the whole demand.

However, by the late 20th century, it consolidated into a duopoly,
with Bocing and Airbus emerging as the dominant players.

Boeing, founded in 1916 in the United States, initially specialized in
military aireraft before expanding into the commercial sector.

‘The introduction of iconic models like the 707 and 747 solidified its
position as a market leader.

Airbus, instead, was founded in 1970 as a European consortium
aimed at creating a competitive alternative to challenge the
American dominance in aircraft manufacturing.

With innovative models such as the A300 and later the A320, Airbus
rapidly gained market share, challenging Bocing's supremacy.

Both companies have benefited from substantial government
support, which has been a subject of international trade disputes.
The competition between Airbus and Bocing has defined the
industry’s landscape, influencing _technological advancements,
global trade policies and cconomic strategics. Today, the civil
aircraft manufacturing indusiry remains largely a duopoly, with
these two firms competing for dominance through technological
innovation, strategic partnerships, and a deep understanding of
market needs.

The core objective of this thesis is to conduct a detailed analysis of
the duopolistic Civil Aircraft Manufacturing market, providing an
overall understanding of the dynamics driving the civil aircraft
manufacturing industry.

‘The study wil trace the historical development of both companics,
analyzing the path that led them to establish themselves as leaders
in the global aviation sector. Following, a thorough market analysis
will explore the current competitive dynamics and key strategic
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“This raises a critical question: are we sacrificing transparency and predictability for the perceived efficiency of
AI? While AT undoubtedly offers benefits, its integration into complex systems like air traffic control and
flight management demands meticulous oversight and rigorous testing. The recent trend suggests a potential
for increasing chaos in airports, not due to a lack of safety standards, but due to the unintended consequences
of technological advancement.[7.8.9]

The Bocing 737 MAX saga serves as a stark reminder of the potential pitfalls of over-reliance on Artificial
Intelligence (AT) in critical systems, particularly in aviation. While AT offers the promise of enhanced efficiency
and safety, the MAX's troubled history reveals a darker side: the dangers of opaque algorithms, inadequate
testing, and a potential erosion of human control.

The crux of the matter is in the design and implementation of the Maneuvering Characteristics Augmentation
System (MCAS), an Al-powered flight control system designed to compensate for acrodynamic changes
introduced by the MAX's larger engines. MCAS, triggered by a single (AoA) sensor, could repeatedly force
the nose of the aircraft downwards, overriding pilot input. This flawed design, coupled with a lack of pilot
training on the system and its potential failure modes, contributed significantly to the two tragic crashes that
grounded the 737 MAX.
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