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There is no more important strategic decision for companies than deciding when to launch a new product. Firms have a choice to be pioneers and be the firm which introduces its product first in the market or followers which is when firms enter the market after the pioneer and improves its product. However, every model has its pros and cons, which are influenced by things like market demand, the market technology and competition (Salmen, 2021). A pioneer company is the one with a product of a service which is introduced before companies because of that the company establishes strong brand recognition, customer loyalty, and helps to set the industry standards. Pioneers have early access to suppliers (and distribution channels), can build good relationships and bargain for advantageous partnerships, pricing structures, etc. However, they also have substantial risks such as high R&D costs, ambiguous market following due to the uncertainty in user acceptance, and the threat of being overtaken by later coming competitors who polish their initial offering (Dreiling & Bican, 2022). While follower companies enter the market after pioneers, they observe the mistakes of today’s pioneers and introduce better innovations in the existing products. Such a strategy enables them to spread development costs, and to complement with well proven technologies to enter the markets with more affordable or differentiated offerings. Followers can regain substantial market share by refining product features, customer experience and pursuing aggressive marketing tactics with regards to the product. This essay studies the pros and cons of being a pioneer and a follower, companies that were successful at it, and the product life cycle strategies that companies use to confine growth and gain competitive position in one case of pioneer or follower.
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Some benefits of being first mover are that pioneers have many advantages in their industries. Thus, they can build a robust brand recognition and customer loyalty before the competitors knock on the market. Not only do pioneers establish industry standards that make it hard to challenge them, but they also have the opportunity to get in front of potential customers first. They also have early access to suppliers and distribution channels which provide them with competitive advantages in pricing and strategic partnerships (Dreiling & Bican, 2022). 
Brand Recognition and Customer Loyalty
Early entry gives pioneers opportunity to build strong brand identity which will help customers foster loyalty and trust. The pioneer brand is associated with innovation and leadership in the industry, so that the consumers tend to associate with it. Being first in the market, such companies become the brand for the product category and it is challenging for competitors to wean the customers away. Moreover, brands that deliver brand recognition, lead to the customer retention over the long term and are associated with higher Life Time Value because people either tend to stick with what they know and they trust.
Market Monopoly and Pricing Power
Salmen (2021) states that pioneers generally have a short term monopoly and can profitably price premium prices before it dies out. The pricing power allows them first, to recoup high research and development (R&D) costs, second, to invest in further innovation, and third, to maintain financial stability in order to continue the investment in further growth. Because they have set the pricing benchmarks in the industry, the late comers will find it difficult to compete price wise without compromising on the quality. They can also experiment with various pricing models such as bundling or subscription payment services to reach the highest revenue streams. 
Early Access to Suppliers and Distribution Channels
By securing strong relationships with suppliers and favourable contracts, pioneers have an advantage to make it hard for the later entrants to access the cost effective production resources (Dreiling & Bican, 2022). Firstly, pioneers get better bargaining power to have lower costs and to become service priority. In addition, pioneers can also secure exclusive distribution deals with distributors and retailers and thereby keep competitors’ products off of the shelves. By allowing them to penetrate early market they are able to develop a strong supply chain infrastructure, which is difficult to replicate by followers. 
Setting Industry Standards
Pioneers define the rules and expectations of a new industry in such a way that create serious entry barriers to competitors. It is most prevalent in tech markets in which the pioneers can create technological breadcrumbs, regulatory compliance requirements, and best practices. As the established competitors, we are able to set forth these standards to new competitors entering later, who must meet these standards or the consumers will reject the competitor. They may also influence governmental regulation and industry associations to make their pioneering innovations become the norm of the market. 
A good example of a pioneer company is Tesla which changed the electric vehicle (EV) market by coming up with electric cars that have high performance and longer range. Tesla thus benefited for having entered the market early and has been able to build up a strong brand, to invest in the necessary charging infrastructure and establish technology standards in the industry. Tesla spearheaded advancements in battery tech, self driving and is launching direct to consumer selling models that gave them a significant competitive advantage that followers struggled to match. Also, Tesla’s Supercharger network offered unique charging options making it unrivalled in the EV domain.
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It is beneficial, however, for follower companies to observe and learn from pioneer’s mistakes, and refine and lower development costs for their products. Additionally, they can concentrate on cost leadership or differentiation strategies that will endear their offers to clients (Salmen, 2021). Moreover, a typical follower enters the market at a cheaper research and development (R&D) expense than a pioneer in the market.
Lower Risk & Development Costs: Followers face much less financial risk in R&D, since they can rely on the pioneering efforts and market knowledge of connectors (Dreiling & Bican, 2022). 
1. Followers will Use Ability to Improve Existing Products: Followers can evaluate consumer feedback and identify shortcomings with a view of providing a better product. As a result, they are now able to test the market with a refined product. 
2. Competitive pricing and cost leadership: followers may embrace cost effective production ways hence able to sell similar products at lower price but within same profitability (Salmen, 2021). 
3. Some Followers have Strong Marketing Tactic, Social media Campaigns and Influencer Partnership which help them attract more customer base. 
Samsung in the smartphone industry is a good example of a successful follower. Apple first went on the market with the iPhone to create the smartphone market, but Samsung soon after, has come out with competing phones with improved features. After studying those product designs by Apple and using them to finance innovation, Samsung became one of the most successful smartphone companies in the world.
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Several strategies that pioneer companies adopt over the course of their life cycle to stay in competitive advantage and growth are: 
1. Pioneers invest a lot in Research and Development (R&D) as they want to maintain and sustain the technological leadership and innovation (Dreiling & Bican, 2022). 
2. Funding Consumer Education: Marketers of new products, which often imply a change in the consumer behavior, invest in advertising campaigns for educating the consumers about the advantages of such innovations (Rejeb et al., 2021). 
3. Pioneers always keep their products up to date to remain relevant. For instance, Tesla constantly releases new vehicle models and frequent software updates to keep ahead of the other brands. 4. It suggests that pioneers apply a Premium pricing strategy to make the most of their profits before Competitors rise (Salmen, 2021). 
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Different strategies of follower companies to get market share and compete with the pioneers are provided. 
1. Followers often then focus on price and can provide value and cheaper alternatives to the market leader (Dreiling & Bican, 2022). For example, though Xiaomi entered the smartphone world with models of a budgetary nature, it gained a massive share of the market. 
2. Followers differentiate products by adding new features related to an existing product or by improving a product’s design or functionality. One example of this strategy is Apple’s potential entry into the AR glasses market. Google Glass faced cost issues and privacy issues, whereas in terms of Apple their introduction of AR glasses will more likely be a production of refined, privacy focused glasses, integrated well into its ecosystem (Rejeb et al., 2021).
Followers use social media, influencer partnerships and targeted advertising for aggressive marketing to attract customers. For example, Samsung spends a lot of money on its marketing campaigns to undermine Apple in the smartphone industry. 
1. Strategic timing of market entry: Followers can time the launching of their products so that market demand is greater and technologies are more mature. Facebook adopted this strategy in virtual reality (VR) market; for instance, they acquired Oculus and enhanced the qualities of their own technology before releasing it to the public. 
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Smart Augmented Reality Glasses is something that is on the edge of wearable technology — because it provides ability to integrate digital information into the real environment. In all probability, this technology has some really useful applications: for education, for healthcare, for navigation, and even in gaming. AR glasses play out computer generated visuals on a user’s field of view to enrich real world experiences with digital elements..
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Google has been one of the first companies to commercialize AR glasses, Google Glass. It was launched in 2013, as an innovative product that combined a wearable eyewear with the cutting edge smart technology. Hands free access to the internet, voice commands and augmented reality overlays were on offer from Google Glass. Nevertheless, though technologically state of the art, Google Glass was confronted with several problems. 
1. Formidable Cost: Its market penetration was limited as price of Google Glass was prohibitive for most buyers. But with a retail price of $1,500 it was unattainable to the person on the street.
2. Privacy Concerns: The built in camera caused major privacy concerns which attracted much widespread criticism leading to restrictions on the use of it in public spaces. The problem is that many establishments, including restaurants and movie theaters, banned its use over fear of unauthorized recordings. 
3. The product had limited functionality that would grant buyers high return on their investment and they practiced more like it in everyday use. However, many consumers and tech reviewers agreed with me on the fact that it did not provide enough compelling features to justify adoption. 
4. Short Battery Life and Overheating Problems Weakened User Experience: Google Glass had a very short battery life and also the over heating problem which provide a bad user experience. Due to the limited processing power it was also unable to run complex applications. 
5. Market readiness: At that time, the market was not fully ready for wearable AR technology because the infrastructure was not matured enough and consumers weren’t ready for it. The product was not adopted quickly since the general public had not yet become acquainted with AR capabilities and Google introduced the product at this time. 
As Google Glass never couldn't catch on in the mainstream, the product was eventually discontinued for use on consumer. However, while it did not become a mainstream success, it found its use in niche applications related to enterprise solutions ranging from manufacturing to logistics, and healthcare. In industrial environments, Google Glass had a new lease of life where it enabled hands free access to essential information contributing towards a more efficient workflow.
[bookmark: _Toc193976454]Follower: Apple’s Strategic Approach for growth and maturity
Apple is playing the role of the strategic follower in the AR glasses market, focusing upon the refinement of the technology and building on top of Google Glass’ flaws. Features of Apple's entering the market are as follows: 
1. Refined User Experience — Apple is famous to provide user friendly interfaces. To this end, Apple’s intention is to design AR glasses that are sleek, stylish and lightweight so that consumers can feel comfortable wearing them and to provide something that looks great. 
2. However, privacy issues surrounding AR glasses with an embedded camera are addressed by Apple’s strong privacy measures, a clear advantage in mitigating the threats. 
3. Likewise, Apple’s AR glasses will have a seamless integration with iPhones, iPads, and Macs, which will bring a lot to the user. 
4. Market Entry: Apple can enter the market by the time when AR technology is matured to enjoy the advantage of higher consumer acceptance and adoption rates. Apple has the right set of arguments to reintroduce the AR glasses market with a strong focus on innovation and user experience, being in a good position to beat Google Glass with its early version. 
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There are plenty merits and demerits with the pioneer and follower strategies; and either strategy will be viable for a company as long as that company has the right goals, resources, and market condition. First mover advantages are what pioneers achieve, such as brand recognition, technological leadership, as well as new customers. Nevertheless, these benefits come with a lot of heavy research and development expenses, uncertain market, and danger of educating customers regarding a new product category. However, followers are able to benefit from the work of pioneers with regard to existing products, in the form of picking up any of the work not done well, and thereby enter the market with much lower risk having learnt from prior mistakes of the competitors. Strategically fine tuning product offerings and aiming for larger markets, followers can attain good market penetration at a much lower entry price than the instance of pioneers. 
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1. Market Research and Consumer Education are meant to be invested in
As pioneers introduce new products and services, there is always scepticism from consumers and lack of awareness about the things they have to offer. So, before creating a product, thorough market research is a must to understand consumer preferences, potential pain points or anything related to the industry trends. Furthermore, pioneers need to invest in educating and creating awareness in consumers in order to gain market adoption. The rationalization of these stories makes it possible for effective marketing strategies like targeted advertisements, free trials, as well as strategic partnerships to creep in and expedite acceptance and build brand loyalty.
2. Intellectual Property is Protected and Industry Standards are Established
Pioneers should patent their innovations with trademarks and especially proprietary technologies since such innovations are expensive to pursue research and development. Early establishment of industry standards can also make a company the standard by which quality and reliability is measured, which makes it hard for competitors to displace the company. Setting a high bar for industry practice can enable pioneers to remain leadership in the face of new entrance. 
3.  Develop a Long-Term Competitive Strategy 
All the companies have to sustain their first mover advantage by continuous innovation and planning of strategies. Pioneers should expect market change, spend on ongoing research and development, and be capable to adjust to market needs. Furthermore, it helps to build strong distribution networks and retain the customers through quality customer service, thereby solidifying their position in the market.
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