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[bookmark: _Toc193750046]Introduction
In the current competitive marketplace, there is a high need for strategic managers and leaders as they choose the approach to enter the highly competitive marketplace. There are currently two ways to enter the market: as pioneers or as followers. These have diverse challenges as well as benefits for the business owners and the strategic managers. In this essay, the difference between these two modes of entry has been described in detail. Further, The Product Life Cycle framework is necessary for marketing and strategic management, and the companies prefer certain strategies at each stage as they want to offer some defence or compete aggressively to secure their growth and sustainability within the market. The essay discusses the advantages, disadvantages, key concepts and PLC strategies that the companies can use at the time of growth and maturity in detail with real-world examples. 
[bookmark: _Toc193750047]Discussion
[bookmark: _Toc193750048]1a: What are the advantages of being a pioneer and a follower company? Provide examples of successful pioneer and follower companies.
[bookmark: _Toc193750049]Definition of Pioneer 
A pioneer is an individual or an organisation that initiates, innovates and leads the way in a particular area and sets an example through that for the upcoming identities (Kubli and Puranik, 2023). The pioneers are associated with exploration, scientific discoveries, technological advancements and with an innovative methodology of operation in business and research. In the economic aspect, the pioneering firms introduced the initial innovative products and services which set standards for the entire industry to follow. It also refers to those pioneering persons or movements that bring social or cultural change through breaking traditional rules or norms. Thus, the pioneers are the individuals that mold the progress and innovation of a certain aspect. 
[bookmark: _Toc193750050]Advantages of Being a Pioneer 
A pioneering business is a company that introduces new products, services and business models before any of its competitors. This enables them to strategically advantage themselves and contribute to long-term success. The three key benefits that are attained by the pioneer company are first-mover advantage, pricing power, and technology leadership. The first-mover advantages are where the companies that are the first in a particular market establish themselves such that they enjoy brand loyalty and recognition before other competitors enter. They are also capable of shaping consumer preferences in such a way that later companies find it hard to replace them from their positions. For instance, Tesla has become synonymous with sustainable automotive innovation because it entered the EV market before everybody else and thus was able to be the giant in establishing its brand identity and customer trust (Naughton, 2021). Further, the pricing power and market influence describes that the early entrants into the market set pricing trends, which creates a bargaining power while negotiating with suppliers that leads to reduced costs and high profit margin consecutively. The pioneers set the premium price models, affecting the pricing strategies for their competitors. To provide an instance, the iPhone by Apple has set the high standard for how smartphones will be priced in the coming years, with other brands following the strategies that help them to enter the premium market standards (Ata, 2023).
Lastly, the technological leadership allows the first movers to have more chances for gaining technological leadership through their developments of processes, patents and experiences in customer feedback that severely impact the new entrants. For instance, Amazon was the first to utilise an AI-driven recommendation system, and that is how AWS changed the e-commerce market (Amazon, 2025). This is because it allows a high level of customer personalisation, which helps in driving sales and overall growth. 
Thus, these opportunities allow pioneer companies, over the years, to gain the benefits of market dominance and profitability. 
[bookmark: _Toc193750051] Example of a Pioneer Company 
One of the pioneering firms in the industry of electric cars is Tesla, Inc., which was founded in the year 2003 (Tesla, 2025). The company led advancement in the automobile market by bringing the high-performance electric cars reducing the market of the traditional fuel-operated cars and vehicles. Also, Tesla was the first EV manufacturer that successfully built long-range and energy-efficient batteries, which on establishment were supported with a widespread supercharger network for effective EV adoption (Ai, 2022). Tesla’s major pioneering strategies included a direct-to-consumer sales model that, unlike traditional sales channels, bypasses dealerships while building closer customer relations (Li, 2023). The continuous updates by the software inside the car and the independent driving set Tesla apart from the company that would emerge in the market. 
Further, moving with sustainability and innovation, Tesla attained a position to lead the path for the upcoming EV market. This first-mover advantage secured Tesla a share of the industry while Ford and Volkswagen followed the traditional method of Tesla to attain a place in the EV market. 
[bookmark: _Toc193750052]Definition of Follower 
A follower company is an organisation that enters a market after the pioneer has established a product, service or business model (Malik et al., 2021). In contrast to pioneers, the follower company take advantage of already present demand, enhances existing innovations, and reduces the threats of being an early entrant by learning from early entrants’ mistakes. These include incremental improvements, becoming cost leaders and the use of competitive pricing to have an advantage in front of the market leader.
[bookmark: _Toc193750053] Benefits of Being a Follower 
Unlike the pioneers, the follower companies have advantages such as reduced risks, cost efficiency and proper strategic position in the current business environment. The three main advantages include the lower risks of market entry. In this, the follower companies learn from the consequences and mistakes made by the pioneers and are therefore less likely to make the same mistakes. They have proper knowledge about what would help them to optimise their operations accordingly. To provide an instance, Facebook (Meta) was not the first social network to come along, as MysSpace and Friendster were there before it (Ong and Toh, 2023). However, Facebook improved its user experience with its spontaneous technological advancements and better networking algorithms by learning from the mistakes made by the initial social media platforms and, therefore, is currently dominating the entire globe.
Further, the cost-efficiency and improved products explain that the pioneers spend in research, development and educating the market, and the follower companies have the advantage of choosing to enter it at preferably lower costs and boosting the innovation of the pioneer. This helps them to attain a competitive advantage and make a fairer value than the other companies. For instance, Xiaomi developed its smartphone after Apple and Samsung, but it still succeeded by making feature-rich devices at much lower prices and, thus, was able to enter the premium market of smartphones (Counterpoint, 2024).
Lastly, the improvements in consumer appeal and expansion into new markets explains that the followers can look at the feedback from consumers on pioneer products given into their improvements. In addition to that, they can also enter markets that have been ignored by the pioneers. Netflix initially followed the rental model of Blockbuster but went further to grow into subscription-based streaming due to consumer demand for digital (Sun, 2022). 
[bookmark: _Toc193750054]Detailed Example of Follower Company 
Samsung is a case of a successful follower company in the world smartphone industry. Initially, Samsung followed Apple in crafting smartphones with Android OS after the iPhone’s success. However, instead of being a copy of Apple’s model, Samsung focused on differentiation and incremental innovation (Sevilla, 2022). It introduced devices at diverse price points and made these smartphones available to a varied consumer market. Samsung also improved upon Apple with larger and designed screens, such as the Galaxy Note's stylus functionality and foldable devices (Samsung Global Newspaper, 2021).
With considerable investment in camera technology, battery life and high-refresh-rate display, Samsung was in a position to provide credible competition to Apple’s market share. Further, by following the fast-follower strategies, Samsung overtook Apple in global smartphone shipments and made its entry into the market leader in the premium and budget smartphone market.



[bookmark: _Toc193750055]1b: What product life cycle strategies do successful pioneer and follower companies implement to increase growth and maintain a strong competitive advantage? Provide examples of companies to support statements made.
[bookmark: _Toc193750056]Definition of Product Lifecycle Model 
The Product Life Cycle (PLC) is an important framework that describes the various stages a product goes through from its introduction to its final phase of decline (Asl-Najafi and Yaghoubi, 2021). There are four key stages involved: introduction, growth, maturity and decline. These stages involve incremental changes in sales, competition and acceptance from customers and profitability.
The introduction focuses on awareness and market entry, while the rising sales and a wider market characterise the growth stage. The competition is high during the maturity stage, with intense price pressure and saturation in the marketplace. Finally, the decline stage represents the sales orders falling 15% or more below the expected peak in the market or experiencing technological changes. 
[bookmark: _Toc193750057]Diagram of Product Lifecycle Model 
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Figure 1: Product Life Cycle Model
Source: (Asl-Najafi and Yaghoubi, 2021)
In the above image, four key stages are described, namely, introduction, growth, maturity and decline. In the introduction, there are low sales, high marketing costs, and limited customer adoption while in growth; sales increase rapidly with high profitability, and new competitors enter the market. The market saturation, price clashes and profit stabilisation occur in the maturity stage, and the falling sales, changing consumer preferences and potential product discontinuation are attained at the decline stage of the product. 
[bookmark: _Toc193750058]Product Life Cycle Strategies in the Growth Stage 
During the growth stage of the Product Lifecycle Model, consumer demand rises while sales numbers increase along with heightened competition levels (Prasetyo et al., 2023). Businesses use defensive and attacking strategies to protect their market standing and beat their competitors during the growth phase.  Defensive Strategies in the Growth Stage encompass  Fortress or position defence strategy, which states that two main defence approaches during the growth stage serve to solidify market domination through enhanced products combined with amplified distribution reach and motivated customer loyalty programs (Haciahmet et al., 2021). The main objective is customer retention while stopping competitors from entering new markets.  
For instance, Apple implements regular product enhancements through updated iPhone versions that include new camera technology and processor speed, along with software improvement features (Apple, 2025). Additionally, the flanker strategy states that companies launch different brand versions and sub-brands to protect their market segments from competitor exploitation of unmet customer needs (Faheem et al., 2024).  The introduction of multiple product options allows firms to dominate the market space while minimising competition from rival brands.  For instance, the strategy helps Samsung achieve success through its smartphone release pattern, which includes the budget-friendly Galaxy A-series and premium Galaxy S and Fold series at various price points. Through its multiband approach, Samsung protects different consumer segments from market entry by competitors (Samsung, 2025). 
Attacking Strategies in the Growth Stage includes frontal attack strategy, which states that competitors receive direct challenges through product features, which outperform, price reductions and impactful marketing efforts in frontal attacks (Udokporo et al., 2021). Pepsi maintains its position as an energetic refreshment choice through promotional efforts involving taste evaluations and famous-person promotions to fight Coca-Cola's market leadership (Pepsi, 2025). Moreover, the Leapfrog Strategy states that companies achieve total market bypass by introducing groundbreaking innovations to the market. The organisation advances beyond direct competition through the introduction of novel technology together with exceptional offerings that set new industry benchmarks. For example, Tesla leapfrogged traditional automobiles by forming a new category of significant EV vehicles (Tesla, 2025). 
[bookmark: _Toc193750059]Product Life Cycle Strategies in the Maturity Stage 
The Product Lifecycle Model’s maturity stage displays saturated markets along with controlled sales and rising price battle conditions (Wen et al., 2022).  Businesses work to defend their market presence while creating unique product features to minimise profitability decline through product lifespan extensions during the maturity period. On considering an Increased penetration strategy, it can be stated that this method works to increase market dominance by drawing in new consumers while encouraging more frequent purchases from current clients (Gökalp and Martinez, 2021). To maintain consumer interest, companies launch fresh product versions and promote price reductions or conduct marketing initiatives. For example, McDonald’s uses regular menu innovation alongside temporary promotional campaigns and localised marketing initiatives to defend its leadership status in the market (McDonald, 2025). McDonald’s maintains customer interest through seasonal product releases like the McRib and special menus, which drive customers to return and support the company in highly competitive markets. Along with this, the Global Market Expansion Strategy states that companies explore global market expansion after their home territories reach maturity because it enables revenue growth maintenance. Businesses achieve product lifecycle extension through their market entry into new territories. 
The example includes Netflix, which expanded its streaming services worldwide to achieve growth through foreign markets, following U.S. market saturation and rising industry competition. In order to attract global audiences, the company modified its content according to local preferences by creating successful shows such as Money Heist (Spanish version) as well as Squid Game (written for South Korean viewers) (Netflix, 2025). 
[bookmark: _Toc193750060]Advantages and Disadvantages of the Product Life Cycle Model  
The PLC allow the companies to respond to the changing nature of the markets, to capitalise on growth opportunities and to stay competitive. The major advantages include the ability to adapt to market changes where marketing, pricing and innovation strategies would be readjusted since each stage in the PLC demands varied strategies (Perifanis and Kitsios, 2023). The strategies at each stage include brand building for growth, distinction and efficiency for maturity. Another advantage is strategic planning, where firms can estimate demand, allocate resources and maximise profit. In addition, PLC strategies build a competitive edge, enabling the firms to act proactively in responding to a saturated or declining market through expansion or innovation strategies. To provide an instance, a good example is Tesla’s consistent innovations on EVs. 
However, the PLC does have certain drawbacks, such as uncertainties, since any product follows a predictable life cycle. Hence, it becomes a challenge not knowing the duration of growth as well as variations in the market. Furthermore, high costs are experienced, especially in research and development and promotional activities, which find their importance during introduction and growth. The high likelihood of suffering losses with failure to adapt on time explains instances such as that of Nokia and its onset of smartphones. Lastly, the strict arrival of rigid application of PLC strategies misses out on opportunities where firms invest time considering theoretical stages that were irrelevant compared to the real-time market dynamics (Wen et al., 2022). 
[bookmark: _Toc193750061]Conclusion
On concluding this, the pioneers are those leading the innovation and shaping the standards of the industries, while follower companies stand for refinement and expansion of the market through strategic improvements. The pioneers such as Tesla and Amazon are the first movers on the market, which makes them early entrants but at the expense of huge risks and costs. On the other hand, followers such as Samsung and Facebook face comparatively fewer risks and have cost-effective solutions and consumer-based enhancements. The findings reveal that while pioneers trigger technological advancement, it is the followers that optimise it for better market opportunities and accessibility. These strategies can change depending on responsiveness to changing consumer demands regarding each company’s flexibility, competitive position and sensitivity. 
Further, a business faces challenges and difficulties during the growth and maturity phases of the Product Lifecycle Model. Companies use defensive strategies during the growth stage to protect their market position through the implementation of the Fortress Strategy and the Flanker Strategy. Businesses can gain a competitive advantage through attacking approaches, which include Frontal Attacks and Leapfrog Strategies, in addition to defensive strategies. The businesses implement two fundamental approaches, named Increased Penetration and Global Expansion, to maintain revenue streams when markets reach maturity levels. These strategies enable companies to extend product lifecycles. Profitable market leadership strategies create challenges because they lead to price competition and elevated costs of operation. The strategies employed by Apple together with McDonald's, Netflix and Tesla proved successful for these companies. The achievement of success in these stages depends on strike rates between innovation and customer engagement while managing costs effectively. Businesses need proper strategic planning to manage their growth and maturity stages for sustainable competition in the long run.
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