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[bookmark: _Toc193128052]Introduction
Organizations in strategic marketing need to establish the right timeframe for introducing new products and technologies into their markets. Companies that are pioneers receive specific advantages through brand recognition alongside technological leadership and a strategic advantage of being first in the market (Gomez Villanueva et al., 2023). On the other hand, the entry of followers into markets occurs after pioneer companies through their analysis of pioneer strategies and product improvements for enhanced market competitiveness (Chen et al., 2023). Followers benefit from reducing their research expenses by enhancing established product innovations (Song et al., 2023).
Business achievements in the long term are heavily determined by the timing companies choose to enter their target markets (Chen et al., 2023). The initial business operators build market barriers while earning customer devotion, followers benefit from lower risks coupled with enhanced technical capabilities (Chen et al., 2023). Several factors such as industry specifications and market competition levels together with consumer buying patterns determine the effectiveness of these strategic approaches (Chen et al., 2023).
This report evaluates leadership advantages between pioneering approaches and following methods through concrete business examples from enterprises. Additionally, the analysis focuses on how pioneers together with followers use product life cycle tactics to build competitive advantages and achieve business expansion.

[bookmark: _Toc193128053]Task 1- Advantages of being a pioneer and follower company and examples of successful pioneer and follower companies.
[bookmark: _Toc193128054]1.1. Advantages of Being a Pioneer
[bookmark: _Toc193128055]1.1.1. First-Mover Advantage
First-mover advantage serves as a significant benefit of pioneering that helps companies build brand recognition while becoming market leaders and gain control over pricing structures (Tang, 2023). Pioneer companies shape customer preferences while establishing industry norms which lead to sustaining profitable returns for the long term (Suntsova, 2024).
Through market leadership pioneers acquire a significant position that makes it hard for competitors to develop their brand influence (Tang, 2023). As the innovator in electric vehicle EVs Tesla applied its early market entry date to establish strong consumer trust and brand equity (Tang, 2023). Similarly, Amazon made full use of its early entry in e-commerce through which it built a worldwide customer base that helped establish its control over the industry (Riis Flor et al., 2020). 
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[bookmark: _Toc192672217]Figure 1: Amazon's Market Entry as a Online Book Store
Initial market entrants gain pricing flexibility because they exist in an environment with minimal business competition (Tang, 2023). For example, the iPhone launched by Apple emerged as a paradigm-shifting smartphone which enabled the company to maintain elevated price points (Chen et al., 2024).
[bookmark: _Toc193128056]1.1.2. Technological Leadership
Pioneers allocate heavy resources to research and development (R&D) that leads to technological advancements which set new industry standards (Riis Flor et al., 2020). By establishing patents together with proprietary developments, they build entry barriers to protect their competitive position (Gomez Villanueva et al., 2023).
Tesla proves its technological dominance through its advancements in EV battery development alongside autonomous driving capabilities and enhanced energy conservation (Riis Flor et al., 2020). Tesla implemented its Supercharger network effectively while investing early in lithium-ion batteries which became major entry barriers for its competitors (Tang, 2023). Apple has sustained its position on the market through its continuous leadership in software-hardware integration through its development of Face ID and A-series chip technology as well as iOS ecosystem developments (Ghar, 2024).
Business pioneers use their position to prescribe industry regulations and shape market standards which benefit their strategic goals (Tang, 2023). Amazon developed revolutionary online payment security and logistical infrastructure standards which compelled competitors to follow similar operational procedures (Riis Flor et al., 2020).
[bookmark: _Toc193128057]1.1.3. Customer Loyalty
The strategy of fostering early adoption helps pioneers develop durable relationships with their customers. People who experiment with new products first create emotional connections which result in consistent customer loyalty and increased purchase habits (Song et al., 2023).
Apple achieved dominance in the smartphone market through its pioneering efforts which led to the creation of a dedicated group of customers. The iPhone maintains customer loyalty through its user-friendly interface alongside its powerful application system along with its integrated ecosystem despite Samsung and other Android products (Ghar, 2024). Similarly, Amazon maintains customer retention because customers benefit from personalized shopping and Amazon Prime membership and quick delivery services (Riis Flor et al., 2020).
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[bookmark: _Toc192672218]Figure 2:  Breakdown of Amazon Prime Subscriptions by Year in the US
Pioneers develop emotional bonds with customers which creates a strong barrier against competitor acquisition of their customer base (Tang, 2023). The sustainable innovative branding of Tesla aims to attract consumers who value environmental responsibility through its state-of-the-art technology perceptions (Tang, 2023). The established brand affinity between Tesla and its customers drives loyalty, retention and positive brand advocacy that keeps the company in the market leader position (Song et al., 2023).
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[bookmark: _Toc192672219]Figure 3: Brand Loyalty for EV Luxury Brands- June 2022

[bookmark: _Toc193128058]1.2. Advantages of Being a Follower
[bookmark: _Toc193128059]1.2.1. Lower Risk: Learning from Pioneer Mistakes
Being a follower in the market provides essential protection against risks through the opportunity to study pioneers’ experiences with their problems (Chung et al., 2021). The process of market pioneering frequently brings about problems including unclear market demand, expensive research and development efforts and unpredictable technical or regulatory complications (Rai et al., 2021). Entering the market after pioneer companies lets followers use analysis of pioneer performance to develop risk-minimizing decisions for their own products (Aunin et al., 2024).
Facebook gained entrance into the social media industry after MySpace and Friendster by studying their weaknesses allowing the platform to develop features that better engaged users while promoting scalability (Chung et al., 2021). Due to its refined user experience and structured platform design Facebook took over as the global leader in social networks (Aunin et al., 2024). The search engine market received a second entry from Google following Yahoo's establishment, yet Google established its dominance through creation of an advanced algorithm that approved both speed and appropriate results (Madani et al., 2024).
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[bookmark: _Toc192672220]Figure 4: Google's Market Dominance- Search Engine Market Share: February (February 2024)
[bookmark: _Toc193128060]1.2.2. Cost Efficiency: Avoiding High R&D and Marketing Costs
Cost effectiveness enhances for follower companies because they can skip the expensive process of pioneering new technologies and markets (Ali et al., 2024). Followers of a new technology eliminate pioneering costs by leveraging existing research while benefiting from the awareness and infrastructure that pioneering firms created (Ali et al., 2024).
Samsung serves as a prime example of acquiring market success through the smartphone industry (Zigan et al., 2024). While Apple pioneered the modern smartphone with the iPhone in 2007, Samsung entered the market later and was able to reduce R&D costs by building on Apple’s innovations. By choosing Android as its operating system Samsung avoided developing a new platform because it enabled the company to develop better hardware and create smartphones for various consumer budgets (Alanazi., 2024). By implementing a cost-effective strategy Samsung achieved world leadership as the biggest smartphone manufacturer (Madani et al., 2024).
When follower companies enter the market, they pay lower marketing expenses since pioneers have previously created category demand (Zhong et al., 2024). Following products no longer need to spend marketing resources on consumer education since they can use those funds to develop persuasive promos and lower prices which results in better cost efficiency (Zhong et al., 2024).
[bookmark: _Toc193128061]1.2.3. Improved Technology and Business Models: Adapting and Innovating Existing Ideas
Followers gain a position of strength through their ability to enhance and refine products that pioneers introduce (Zhong et al., 2024). Researching the market response together with shortcomings of initial offerings helps followers create advanced, efficient products that also provide users with convenient features (Ali et al., 2024). The technique helps followers introduce sophisticated products with competitive advantages at reduced development expenses (Madani et al., 2024).
For example, Google transformed the search engine market when it implemented its improved indexing system together with advertisement funding that surpassed the existing competitors and Yahoo from the early days (Alanazi., 2024). The combination of improved search relevance with data-driven advertising made Google dominate the industry within a short time (Alanazi., 2024).
Similarly, Facebook surpassed MySpace by creating an enhanced user interface together with advanced privacy measures and focused advertising which helped them become the most influential social network. Facebook took MySpace features a step further by offering customized content, algorithm-controlled feeds and expandable advertising networks (Madani et al., 2024).
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[bookmark: _Toc192672221]Figure 5: MySpace- The Most Popular Social Media Platform Before Facebook (2006)
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[bookmark: _Toc192672222]Figure 6: Facebook's Rise and MySpace's Decline (2007-2008)
Samsung expands the smartphone market by presenting Apple customers with diverse product choices while outperforming their specifications and developing innovative features like foldable screens and styluses. The market innovation portfolios of Samsung enable it to achieve substantial worldwide market penetration despite Apple maintaining its industry leadership position (Madani et al., 2024).
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[bookmark: _Toc192672223]Figure 7: Samsung Foldable Phones

[bookmark: _Toc193128062]Task 2. Product Life Cycle Strategies of Pioneers and Followers
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[bookmark: _Toc192672224]Figure 8: Product Lifecyle
The product life cycle (PLC) provides businesses with an essential framework to guide decisions during product introduction through all phases up to decline. Pioneer and follower enterprises use different strategic models during the product life cycle phases to achieve maximum profitability and market advantages (Udokporo, 2021).

[bookmark: _Toc193128063]2.1. Pioneer Strategies
[bookmark: _Toc193128064]2.1.1. Introduction Stage: Heavy Investment in Marketing and R&D
Pioneers need to spend generously on research and development activities and marketing expenses for the introduction stage to generate market understanding among consumers (Murakami et al., 2024). To establish a new product category, customers need to learn its value and operational features (Udokporo, 2021). The introductory period demands substantial spending accompanied by gradual sales increase while operations need significant funding to reach profit levels (Murakami et al., 2024).
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[bookmark: _Toc192672225]Figure 9: Apple's R&D Intensity Over Time
For example, the first iPhone launch involved exceptional research and marketing investments by Apple to display touchscreen innovation to the world. Tesla devoted its resources to developing batteries and electric vehicle (EV) charging systems to secure early market success despite widespread doubts from consumers (Saad et al., 2024). The extensive investments allowed both companies to establish industry standards while generating meaningful product demand (Saad et al., 2024).
[bookmark: _Toc193128065]2.1.2. Growth Stage: Expanding Product Lines and Strategic Partnerships
A pioneer that demonstrates enough market success will progress to the growth period which demands product range expansion and strategic partnerships to improve its market presence (Nege et al., 2024). The growth stage defines an era that exhibits fast sales expansion along with rising business competition and enlarging customer support numbers (Murakami, 2024). As pioneers advance in their market, they develop fresh product variations combined with better features supported by optimized supply chain operations to grow their market reach (Nege et al., 2024).
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[bookmark: _Toc192672226]Figure 10: The Apple Ecosystem: Integration of Devices, Services, and Partners
Through its strategy Apple built an additional product ecosystem featuring iPad alongside MacBook and Apple Watch devices to keep users dedicated to their brand. Tesla expanded its product range through Model S, Model 3, Model X and Model Y while reducing production expenses via supplier partnerships (Saad et al., 2024).
[bookmark: _Toc193128066]2.1.3. Maturity Stage: Brand Loyalty Programs and Continuous Innovation
Throughout the maturity stage pioneers defend their competitive advantages via brand loyalty together with constant innovation efforts (Gecevska et al., 2020). Pioneers need to secure their market space through company programs that engage customers while offering additional services and technological innovations (Gecevska et al., 2020).
Tesla enhances its automotive line through software updates sent directly to consumer vehicles (over-the-air software) which maintains technological superiority without replacing any hardware components (Udokporo, 2021).
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[bookmark: _Toc192672227]Figure 11: Tesla OTA Software Update: Rear Cross-Traffic Alert for Improved Safety
The loyal customer base of Apple depends on regular iOS software advancements alongside unified device connections together with specific capabilities such as iCloud and Apple Music (Udokporo, 2021). 
[bookmark: _Toc193128067]2.1.4. Decline Stage: Diversification, Repositioning, or Market Exit
The decline phase of a product requires pioneers to determine whether market diversification or repositioning or complete market abandonment should be pursued (Murakami, 2024). Firms choose between product category expansion and customer segment shifts as well as market trend-oriented solution repositioning for market diversification (Saad et al., 2024).
Apple extended its business model into wearable technology and service domains (Apple Watch AirPods and Apple Pay) following stagnation in smartphone sales (Saad et al., 2024). To address EV market potential oversaturation Tesla is expanding its business to include renewable energy solutions together with solar technology (Nege et al., 2024). 
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[bookmark: _Toc192672228]Figure 12: Tesla’s Business Model: Market Diversification and Ecosystem Integration
Some pioneers choose to pull out completely from the market when they cannot sustain profitable operations such as when BlackBerry stopped producing smartphones (Saad et al., 2024).
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[bookmark: _Toc192672229]Figure 13: BlackBerry Exits Smartphone Market: A Pioneer’s Withdrawal

[bookmark: _Toc193128068]2.2. Follower Strategies
[bookmark: _Toc193128069]2.2.1. Introduction Stage: Competitive Pricing and Differentiation
Followers enter markets that pioneers have already established therefore they can concentrate on pricing and product variations instead of extensive outreach initiatives (Xiangning et al., 2024). Followers in the market study pioneer products to develop better versions which cost less than original models (Navaia et al., 2024).
The Samsung company established itself as an affordable alternative to Apple's iPhones through its multiple price options and its innovative features including larger displays and stylus pen (Gomez et al., 2021). The Android ecosystem from Google enabled different manufacturers to fight against Apple’s closed ecosystem through their diverse product range which included different price points (Xiangning et al., 2024).
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[bookmark: _Toc192672230]Figure 14: Samsung's Pricing Strategy for Competitive Market Positioning
[bookmark: _Toc193128070]2.2.2. Growth Stage: Expanding Customer Base through Improved Features
The growth period requires follower companies to optimize their products by improving usability along with efficiency and market attractiveness while leveraging knowledge gained from pioneer offerings (Chen et al., 2023). The analysis of pioneer product feedback enables introduction of product improvements that will appeal to a wider consumer audience (Chen et al., 2023).
The Android platform enhanced Apple's initial iPhone design through bigger display screens as well as removable storage features together with customizable operating system capabilities to satisfy customers who wanted more flexibility in their devices (Gomez et al., 2021). Similarly, through a clean interface together with personalized news feeds and an advertising system for revenue Facebook pushed MySpace out of the leadership position to become the top social media platform (Gomez et al., 2021).

[bookmark: _Toc193128071]2.2.3. Maturity Stage: Cost Leadership and Brand Strengthening
Brand differentiation along with cost control become vital for followers as they proceed to the maturity stage for sustaining their competitive advantage (Xiangning et al., 2024). The combination of production efficiency with supply chain optimization and scaling operations enables them to provide reduced prices which match the quality standards (Chen et al., 2023).
The search engine leadership of Google grew stronger when the organization developed better algorithms, enhanced targeting of advertisements and provided accessible free services to gain worldwide search engine dominance (Gomez et al., 2021). The strong manufacturing capabilities of Samsung combined with vertical integration allowed the company to create well-built smartphones at reduced prices which pressured Apple's premium price strategy (Navaia et al., 2024).
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[bookmark: _Toc192672231]Figure 15: Google's Algorithm Update Timeline
[bookmark: _Toc193128072]2.2.4. Decline Stage: Innovation in New Areas and Brand Reinvention
Declining product categories force follower firms to introduce fresh market innovations or rebuild their brand image to stay meaningful to consumers (Gomez et al., 2021). The established market position allows them to redirect their focus into new industrial operations while improving core products to match present market directions (Navaia et al., 2024).
Facebook changed its name to Meta to demonstrate its transition from social media platforms to metaverse technologies to remain pertinent in digital communication. 

[bookmark: _Toc193128073]Conclusion
In sum, market pioneer or follower status determines how well companies attain a competitive advantage as well as how well they succeed in the long run. The first organizations that enter new markets benefit from early advantages like brand reputation and technical dominance together with follower customer trust, yet they must tolerate major prices and high dangers related to innovation. Followers gain crucial market data and operate with reduced costs plus enhanced products that enable them to maintain substantial market growth without excessive business expenses.
Business sustainability together with profit performance depends heavily on making the right decisions when entering new markets. Leaders of industry innovation introduce new standards, but followers succeed through enhanced innovation while being efficient with their practices. Organizations achieve long-term achievement by maintaining ongoing innovative progress coupled with customer participation together with flexible strategic planning. Organizations that successfully manage different phases of product development as pioneers or followers can achieve growth and leadership dominance over extended periods.
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By Chris Fox
Technology reporter

Blackberry is to stop designing smartphones in-house after 14 years, the
company has announced.

Once a market leader, the company has struggled to keep pace with modern
handsets produced by rivals such as Apple and Samsung.

In May, the company's chief executive, John Chen, said he would know by
September whether the hardware business was likely to become profitable.

Now, Blackberry says it will outsource hardware development to partners.




image15.png
@ Counterpoint Galaxy S6 / 56 Edge vs iPhone 6 / 6 Plus Pricing Strategy

sLa00

™ -

S s1000

] / pra——

£ o

£ w0

] =0mGaly S

2 sa00

3 om0 —0mPhone 6 lus
s

1668/3268 6468 12868




image16.png
Google Algorithm Updates Timeline

o 4 G & M

Medic

* %
*'

J

Page Experience  Helpful Content
RankBrain Agortm updte Update Update
Florida Penguin Possum foliradon P Q Nov 2023 Reviews
Machine leaning improwngthe Agorithm upciate Arithm update Update
Agoritm updste Agorthm upciate o2 Agorthm upcate bty ot prortang fodineaon
e afgeting iwheter foditedon Speier Gebates ith proman Aot upcate
Tedcing spam elsheduith Understand locrsearch Reatinang Good user eiptl and topetng fake
o Spommyor erentons g medcs i inGrmate o Sarminy
anipulationin Fanodatve improve seard aring oot Gortentin Srépage Comentin proi
Search resos Eackines. ek, Spam” Search resus. {aadlng speed. Searenresus Searcn resuls

PageRank Panda Hummingbird Mobilegeddon Fred BERT Product Review Multiple Core Way Forward
Google's original Agorithm update Algorithm update Algorthm update Algorithm upciate Bidrecional Update Updates Googles focus
St ol fodired Aedar prvtang et Encocer fupres Algorithm update Ongoing updates by
Taning web enating inderstanding Frobie randyy Wbt entaions from iy (0 Google? Sndimgroung
Pages Bated Fowciay and e reaning Ve ity Tansiormers s Bmed ot he L

Enther dupiire behima st Searen resus Goridntana nétura iy Bimprove grperence i
portance and e Gheris and iy fanoage dualty and, L fote
reevance g more protesing oo S

Slgoriim used e ot





image1.png
% Prifysgol Cymru
Y Drindod Dewi Sant
&)/ University of Wales

Trinity Saint David




image2.png
‘Welcome to Amazon.com
Books!

Oue million titdes,
consistently low prices.

(@ you explore just one thing, make it our personal notification service. We tink t's very cooll)

SpoTLIGHT! -- AUGUST 16TH
These are the books we love, offered at Amazon. com low prices. The spotight moves EVERY
day 50 please come often

OnE Miiion TITLES
‘Search Amazon com's million ile catalog by author, subject, ile, keyword, and more... Or take
alook atthe books we recommend in over 20 categories... Check out our customer reviews and
the award winners from the Higo and Nebula to the Pulizer and Nobel . and bestselers are
30% off the publishers st

Evis & EDITORS, A PERSONAL NOTIFICATION SERVICE
Like to know when that book you want comes out n paperback or when your favorke author
releases a new tle? Eyes, our ieless, atomated search agent, wil end you mail Meanwhie,
our human editors are busy previeving galleys and reading advance reviews. They can let you
know when especialy wonderfu works are published in particular geares or subject areas. Come
in, meet Eyes, and have it all explained.

OUR AcCOUNT

‘Check the status of your orders o change the emal addsess and passsvord you have on e with
us. Please note that you do not need an account to use the store, The first time you place an
order, you il be gven the opportunity to create an accouat.

Amazon.com in 1995 one million book titles




