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[bookmark: _Toc193898852]1. Introduction
In today’s intensely competitive business environment, companies face a choice, at market entry, of being pioneers or following. In pioneer strategies, the organization introduces itself as the first or an early entrant such that the company can dominate the markets and influence the industry standards (Gotteland et al., 2020). On the contrary, a follower strategy is to enter an already existing market and utilize the knowledge from the pioneers to enhance their products and lowers the risk. Individual approaches have benefits and downsides on longer–term profitability.  
The product life cycle (PLC) is one of the crucial strategic concepts that include introduction, growth, maturity, and decline (Iveson et al., 2022). In the introduction stage, pioneers focus on innovation whereas followers tend to enter the market in the growth stage, hence leveraging cost efficiencies and better features of the product. Advantages for the first movers are brand loyalty, technological leadership and economies of scale, while the late entrants benefit from existing demand and well-developed technology.  Apple iPhone has been a successful pioneer and companies such as Samsung as follower, perfected smartphone technology with competitive advantage. Firms use the differentiation and cost leadership approaches during growth and maturity stages to preserve market positions. These trade-offs allow businesses to be most competitive at all stages in their product life cycles.

[bookmark: _Toc193898853]2. Advantages of Being a Pioneer
A pioneer company is a company that is the first to introduce a new product, service, or technology (Ortt and Kamp, 2022). These are some of the strategic advantages of the first-mover position, as it gives companies an early opportunity to dominate the industry, set industry standards, and obtain long-term customer loyalty. Nevertheless, the ultimate success of a pioneer relies on its capacity to harness such benefits while taming the limitations inherent in a first-moved advantage.
1. First-Mover Advantage: Establishing Brand Recognition and Early Market Share
Among the major benefits of being a pioneer, the first-mover advantage is one of the greatest advantages since it gives the company brand recognition and the ability to be the first business in a market before the competition (Xie et al. 2021). Once the pioneer is the first to introduce to the consumer, this can create strong brand recall, meaning it is the default choice. Moreover, the pioneers secure a substantial market share at early stages, which becomes difficult to challenge for the new entrants. 
For instance, Amazon, in the mid-1990s, revolutionized online shopping by being the first e-commerce in the region (Ntumba, et al. 2023). Being the first major company to make a comprehensive online trading platform, Amazon created a solid customer trust, captured too big to ignore the market segment and optimized logistic and supply chains before other companies. Therefore, although many companies came into the e-commerce market later, Amazon always dominated the e-commerce market as it went on innovating and expanding its services.
2. Technological Leadership: Setting Industry Standards and Driving Innovation
Setting industry standards and investing heavily in research and development (R&D) is the key to gaining technological leadership advantages of pioneer companies (Giachetti and Pira, 2022). This means they can patent it and thus make it very difficult for competitors to get into the field. Pioneers can set the technological standard, shape customer expectations, and if they fail to do so, they could end up pulling competitors further away from it. 
A clear example is Tesla, which was the first to enter the electric vehicle (EV) industry (Lang et al. 2021). High-performance electric cars were considered impractical by many at the time Tesla introduced them. It is because of its early adoption of pushing the boundaries in its battery technology, charging infrastructure, and software integration that Tesla set the standard for EV performance and efficiency in the industry. Therefore, enterprises like Ford, Volkswagen and General Motors have had to follow and adapt to Tesla’s innovations rather than creating a market of their own.
3. Customer Loyalty and High Switching Costs
One of the other major benefits of being a pioneer is that it allows the pioneer to develop some customer loyalty and to develop high switching costs that prevent the customers from switching the brands easily (Shah and Khan, 2022). Early Adopter are less likely to switch from Pioneering Brand even if Competitor Brands offered almost the same products with their emotional and functional attachment. 
For instance, Apple was the first to come up with the modern smartphone industry after it ventured into the industry with the release of an iPhone in the year 2007 (Park, 2022). Apple managed to get people attached to it by intelligently hooking people into an easily accessible and elegant user interface, an attractive design, and an ongoing ecosystem of a variety of devices (MacBooks, iPads, Apple Watch, etc). Those who buy into Apple’s ecosystem typically find it quite inconvenient to switch to Android or Windows alternatives for their apps, plus cloud storage plus device support.


[bookmark: _Toc193898854]3. Advantages of Being a Follower
Being a pioneer has its advantages as a first mover, but many organizations capitalize on being a follower, which means entering markets after the pioneer with the use of groundwork already ready. Park and Yi (2024) stated that follower companies reduce risks, bring down the cost and refine innovations from consumer feedback. Followers can take advantage of being behind and learn success and failure from the success or failure of the pioneering competitors and thus capture most of the market without investing the same resources on research and development (R&D).
1. Lower Risk: Learning from First-Mover Mistakes
Being a follower has its benefits, one of the main reasons is reduced risk, because you enter an already established market. High uncertainty is typically associated with first-mover companies, and they make costly mistakes about product development, pricing strategies, and customer demand forecasting (Cirik and Makadok, 2023). Therefore, these mistakes can be analysed by followers, helping them to enter the market with a refined approach without making these mistakes. 
To give an example, Facebook was not the first social media platform. Although MySpace was the first to lead the industry, it lost its way due to poor user experience, security issues, and limited monetization opportunities (Conlow, 2022). These were weaknesses that Facebook examined and used to create a cleaner, improved, less complicated, more user friendly, and better privacy-controlled website that uses targeted advertising. That’s why Facebook soon became more dominant than MySpace and has since dominated social media across the world.
2. Cost Efficiency: Reduced R&D Expenses and Market Validation
R&D expenses are less compared to other models, and research is performed entirely in the US. The following companies can achieve lower research and development (R&D) costs as they do not have to commit to certain market research or pathfinding breakthroughs (Giachetti and Pira, 2022). Rather than doing this, they can refine the products they already have and take advantage of market validation because they are entering a proven market where consumer demand has already been confirmed.
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Figure 1: Xiaomi's worldwide revenue and smartphone market share
Source: (Statista, 2019)
For example, the Xiaomi iPhone company entered the market after Apple and Samsung had already been in the production and sale of smartphones and created a big market (Sun and Fah, 2020). In the chart above, we can see Xiaomi’s worldwide revenue and smartphone market share from 2015 to the first two quarters of 2019. Whereas instead of investing in the original technology, they opted for cost leadership and producing top quality smartphones at much lower price. Xiaomi was able to leverage existing technologies and outsource production to compete in the market without the hefty costs of the pioneers. By leveraging this strategy, Xiaomi has been able to become one of the leading smartphone manufacturers in the world.
3. Market Adaptability: Improving Upon Pioneer Innovations
Being a follower company comes with the advantage of watching consumer responses to the pioneer products and bringing the newer, better versions with better features, better pricing, and better customer service. This adaptability enables them to include superior offerings without having to play with new ideas that have not been proven. For instance, Samsung succeeded in the smartphone market, which was pioneered by Apple with the iPhone (Kornelakis and Petrakaki, 2024). While Apple was concentrating on a closed ecosystem and premium pricing, Samsung has been more flexible in that it is providing a wide range of devices targeting different price segments. Suppliers such as Samsung would cater to the high-end and low-end consumers, which made it the global leader in terms of selling smartphones (Dhruvil et al., 2025). Therefore, Samsung was able to differentiate itself from Apple by integrating larger displays, longer battery life, and stylus technology, and leverage the smartphone market that Apple had previously developed.
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4.1 Brief Explanation of PLC Stages
Product Life Cycle (PLC) refers to a marketing model which describes the stages of a product from birth to death (Kholidun and Febriansyah, 2024). Different strategic approaches are needed in each stage to maximize profitability and to continue the competitive advantage. The four stages are:
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Figure 2: Stages of Product Life Cycle (PLC)
Source: (CFI, 2025)
1. Introduction Stage:
· The product is newly introduced to the market.
· High marketing expenses, limited sales, and a focus on consumer awareness (Vendrell-Herrero et al. 2022).
· High risk, as the market’s response is uncertain.
· Example: Tesla’s Roadster was a niche product that tested the EV market.
2. Growth Stage:
· Rising sales, increasing demand, and greater brand recognition (Iveson et al. 2022).
· Companies focus on expanding their market, improving distribution, and refining product features.
· Increased competition as new players enter the market.
3. Maturity Stage:
· Market saturation occurs, and sales growth slows.
· Companies must innovate, reposition their brand, or find ways to reduce costs to remain competitive.
· Example: Coca-Cola continuously reinvents its marketing strategies to sustain brand engagement.
4. Decline Stage:
· Sales decline due to market saturation, changing consumer preferences, or technological advancements (Mousavi et al. 2022).
· Companies must decide whether to rejuvenate the product, pivot, or phase it out.
· Example: DVD players declined as streaming services took over.
The growth and maturity stages are crucial for sustaining a company’s competitive advantage. 
4.2 Growth Stage Strategies
In the growth stage, there is an increase in demand for the product and, subsequently, a rise in sales and profitability (Bekele and Zewdie, 2024). The focus is directed to increasing the market presence of companies, transaction of products and services and outdistancing competitors. The following are strategies that can be used to maximize success in this phase:
Expanding Customer Base and Heavy Marketing
· Companies invest heavily in marketing to attract new customers and increase brand awareness.
· Advertising campaigns emphasize the product’s unique benefits and features.
· Example: After realizing popularity in the U.S., Netflix expanded across the world—they aggressively marketed their streaming services in Europe, Asia, and Latin America. It expanded its market dominance by producing region-specific content that helped it build more subscribers.
Competitive Pricing and Market Penetration
· Many companies lower prices to attract price-sensitive customers and encourage adoption (Haque et al. 2022).
· Some adopt a market penetration pricing strategy, selling products at low prices initially to gain market share.
· Example: The affordability push by Tesla’s Model 3. Tesla made efforts to appeal to the mass market (Liu et al. 2022) with the Model 3 after targeting the luxury market with the Model S. The product was high in demand because of its lower price point and government incentives.
Product Differentiation and Feature Enhancements
· Companies focus on differentiating their products by adding innovative features.
· A strong value proposition helps maintain customer interest and loyalty.
· Example: Each new model of Apple’s iPhone represents an improvement in its camera, its design and its software, and those updates are used to keep consumers engaged. (Yadav and Kumar, 2024).
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Figure 3: How the iPhone Changed Apple in 10 Years
Source: (Statista, 2017)
Expansion of Distribution Channels
· Increased production and wider availability in new geographic regions help sustain sales growth (Giller et al. 2021).
· Retail partnerships, e-commerce, and direct-to-consumer models are expanded.
· Example: Samsung increased its distribution globally, and all its smartphones were distributed through multiple channels, physical shops, and online markets.
These strategies ensure that a company maximizes its growth potential before reaching market saturation.
4.3 Maturity Stage Strategies
When the market reaches the maturity stage, the sales increase slows down, and the market becomes saturated. Companies need to change to retain their market share, become more efficient, and keep their customers. Key strategies include:
Maintaining Market Share and Brand Repositioning
· Companies differentiate themselves through branding, loyalty programs, and marketing campaigns (Gorlier and Michel, 2022).
· Brand repositioning helps maintain relevance in an evolving market.
· Example: To ensure it maintains its strong market presence, Coca-Cola keeps its name relevant through continuous marketing such as seasonal campaigns like Talking Santa in Christmas periods, a personalized bottle (e.g., Share a Coke), and sustainability initiatives (e.g., water replenishment).
Innovation in Features and Product Line Extensions
· To stay competitive, companies introduce new variations, limited editions, and complementary products.
· Example: Samsung diversified its product range by offering smartphones under the Galaxy A series to cover the budget and mid-segment (Galaxy M) and premium segment (Galaxy S Fold).
Cost Leadership vs. Premium Branding Strategies
· Cost Leadership Strategy: Lowering production costs to offer competitive pricing while maintaining profitability (Rounaghi et al., 2021).
· Premium Branding Strategy: Maintaining exclusivity and high-quality positioning to justify premium pricing.
· Example: Nike follows a premium branding strategy, using celebrity endorsements, innovation (e.g., self-lacing shoes), and limited releases to maintain exclusivity.



Leveraging Customer Loyalty Programs
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Figure 4: Amazon Prime retention rates in the United States between the 1st quarter of 2016 and the 1st quarter of 2023
Source: Statista, 2023)
· Engaging existing customers through reward programs, subscriptions, and exclusive perks.
· Example: Amazon Prime—It is keeping the customers as Amazon provides them with the Prime subscription model that enables faster shipping, exclusive content, and some other benefits to keep the engagement (Davidson and Rajeswari, 2025). 
· The source claims that 30 days later, or in the first quarter of 2023, 72 percent of the people continued using Amazon Prime after the 30-day trial period. However, the conversion has also increased in the wake of it, as it was 67 percent last year in that period. Additionally, 97 percent of Amazon Prime members will revisit the service in 2023, alongside 99 percent of them in year two (Statista, 2023).
By implementing these maturity stage strategies, companies can sustain profitability and delay the transition to the decline stage.

[bookmark: _Toc193898856]5. Conclusion
The advantages of being a pioneer or a follower in market entry have been measured in this essay, suggesting advantages and disadvantages of each strategy accordingly. Companies such as Apple, Tesla and Amazon are pioneer companies that enjoy first mover advantages like reputation of brand, tech leadership and high levels of customer loyalty. Yet, pioneers have high R&D costs and market uncertainty. On the other hand, follower firms reduce R&D costs and can learn from the leadership of the pioneer firms, as is oftentimes the case with Samsung, Xiaomi, and Facebook.
The Product Life Cycle (PLC) is a critical factor concerning long-term success, especially during growth and maturity. To sustain the competitive advantage, companies need to develop market expansion, pricing adjustments, product differentiation and continuous innovation strategies. As the illustrations on Netflix, Tesla, Coca-Cola, and Samsung pave the way in seeing how businesses handle the PLC strategically to keep being profitable and on the market. In the end, if a company possesses the resources, tolerates certain levels of risk, and has a big enough market, then being the pioneer or the follower is a decision that has to be made. Irrespective of which approach a company chooses, it must constantly evolve and suit its PLC strategy based on the changing needs of consumers, inject innovation, and optimize in all areas.
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