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ADVANTAGES OF PIONEERS AND FOLLOWERS

[bookmark: _Toc189227834]1. Advantages of being a pioneer and follower company with prominent examples
[bookmark: _Toc189227835]Introduction
Management and executives in companies have a significant dilemma when it comes to decision-making about introducing new products and technologies into the competitive landscape. While it relates to the introduction of new products or technologies, executives have the option of being either leaders or imitators. The marketer has both benefits and drawbacks with each of the two possibilities. The first competitive advantage, long shelf life, and larger customer base are among the benefits that pioneers enjoy, whereas following can benefit from a market that is already well known and has a low likelihood of product abandonment. However, the company's internal and external elements determine whether the pioneering or following tactics succeed or lose.
[bookmark: _Toc189227836]Definition of a pioneer
A pioneer company is a business that introduces a product, service, or technology with innovation for the market before competitors. It sets standards for the industry, develops brand recognition, and gains the advantages of a first-mover (Ruiz-Ortega et al., 2024). The company plays a salient role in the implementation of PLC in a business process. 
[bookmark: _Toc189227837]Discussion about the benefits of a pioneer
Both pioneering and following companies have comparative positive and negative aspects against one another, as stated in the opening paragraph. According to Mariani and Belitski (2023), one of the key advantages of creative strategies is the ability to acquire a substantial market share before rivals. Becoming the initial player in the industry has been demonstrated in numerous strategies to provide the pioneer company with substantial and long-lasting benefits over other enterprises in terms of market penetration. Similarly, Astuti and Datrini (2021) investigated how pioneers can expand their field of domination by becoming the first consumers of innovative products, new technology, and innovative marketing strategies. Gaining a favourable reputation in the marketplace and building a devoted clientele are only two benefits the initial movers obtain. Among the benefits of pioneering businesses is gaining a favourable reputation and perception throughout the marketplace as having been the first to the marketplace. Even, Ruiz-Ortega et al. (2024) assessed that utilising cutting-edge technology and creative procurement and transportation methods to regulate overall costs offers benefits to guarantee productivity and dependability. Rapid market penetration and the development of a devoted clientele demonstrated the company's acquisition viability. Pioneer companies ensure that their goods and offerings are tough for competitors to copy, which is the best way to remain competitive in the current marketplace.
A market pioneer’s ability to succeed hinges on three key elements such as possessing a technological advantage over rivals, limiting late new competitors' possession of scarce assets, and establishing a sizable client base quickly that makes it difficult for them to move to rivals later. However, Matalamäki and Joensuu-Salo (2022) argued that external factors that are mostly beyond the firm's oversight, such as the rate of market growth and technological evolution, determine the circumstances whereby the three components are most prone to success or failure. Uncertainties about marketplaces and the methods of communication they use are just one of the many drawbacks faced by businesses that employ innovative techniques. Once client needs and technology shift unexpectedly, early entrants' inertia becomes problematic. Supporting this, Almeida et al. (2021) determined followers who join the marketplace later than the pioneering enterprises may benefit from free-rider advantages. Research and development (R&D) costs related to inventiveness, for example, can rise so high that these expenses are potentially hard to recover via future revenues. Furthermore, well-established businesses typically lack the expertise and capacity necessary to introduce radical innovations, and they cannot perform well during the early stages of developing goods due to rising bureaucratic overhead and a shortage of agility of start-ups. 
[bookmark: _Toc189227838]Examples of successful pioneer companies
According to the advantages of both pioneer and follower companies, various companies have made effective success in the competitive market and continue growing. Being a successful company, Apple Inc. is known as a renowned personal computing and Smartphone-selling company. Apple comes under successful pioneer companies. This company introduced their first product in the year of 1977. This product was Apple II, a successful personal computer. By launching its products, Apple has made an effective revolution in its PC-selling business (HBR, 2020). However, in the year 2007, Apple launched the iPhone, which is also known as the revolution of the mobile industry towards the Smartphone industry (Taneja, 2023). By launching smart phones, Apple has made a revolution in the mobile selling industry by implementing a touch screen interface and app ecosystem. Apple is known for its segment on satisfying its customer expectations and becoming a market lead by being a first-ever mobile creation brand. 
[bookmark: _Toc189227839]Definition of a follower
A follower company is a business that enters the market after pioneers, by adapting and improving existing products and strategies (Silver et al, 2021). Instead of taking high risks in the initial stage, it leverages the market insights of pioneers for refining the offerings, reducing costs, and competing effectively. 
[bookmark: _Toc189227840]Discussion about the benefits of a follower
An industry follower is a second-place company, which stays out of the spotlight, typically out of concern with the possibility it may lose more money than it makes. However, Arellano et al. (2021) pointed out that the follower has a plan and aims to leverage its unique abilities to expand its reach in the market. The enormous costs of creating new goods and marketplaces, increasing shipping and informing the public are frequently borne by the market pioneer. The industry follower, on the other hand, examined by Oc et al. (2023) can benefit by learning from the leader's expertise. In broad terms, followers are less likely to fail if they imitate the leader and refrain from taking chances. Market followers frequently gain through the leader's expenditures on branding, R&D, and other initiatives, which enable them to take advantage of reduced expenses. Also depicted by Silver et al. (2021), those who follow the innovator can learn about customer habits and market trends. Since they frequently possess less capital than leaders, business followers can focus on particular domains of competence. Overall, observing the pioneer may allow followers to profit from the very first organisation's errors, enabling them to modify their approach to exploit the circumstance.
[bookmark: _Toc189227841]Examples of successful follower companies
Samsung has become a renowned affordable brand that sells quality electronics products through making effective adaptations and improving key innovations. Samsung comes under successful follower companies, which satisfy customer needs at affordable prices. In the year of 1938, Samsung launched it’s first-ever smartphones in the local market. However, until 1960, Samsung extended to the global market, and in 1969, Amazon implemented Samsung electronics through which Samsung launched different electronic products including keypad phones, smartphone smartwatches, earbuds, televisions, and other home accessories (Samsung, 2020).  Being an affordable electronics company, Samsung has started to make their effective implementation from the beginning. From the beginning days, to provide effective phones with various facilities and data security, Samsung has provided refined technology with effective cost efficiency as well as improving the quality of the products. In the year of 2007, Samsung launched its Galaxy series as well and they implemented a super AMOLED display on the screen to grab effective audience attention for market segments (Samsung Newsroom, 2025). Apart from smartphones, through inventing neckbands, and smartwatches with affordable rates and advanced technologies as well as AI features, Samsung has grabbed a world competitive place. Nowadays, apart from phones, neckbands, and smartwatches, Samsung is introduced to different home appliances including TVs, fridges, washing machines, and more (Khanna, 2024).  As of now, Samsung is doing experiments with AI and wants to implement various electronics, which can be accessed through automatic technologies and AI. 


[bookmark: _Toc189227842]1.b Product Life Cycle Strategies of Successful Pioneer and Follower Companies
[bookmark: _7s4b911p8rx7][bookmark: _Toc189227843]Introduction
The "product life cycle (PLC)" is an essential marketing approach that outlines the stages through which the products undergo. The four stages of PLC are introduction, growth, maturity, and decline which are affected by various parameters of the business procedure. The pioneer and follower of both companies are needed to apply certain strategic approaches to achieve expected outcomes from the product's life cycle. The study explores strategies associated with PLC that are beneficial for achieving success by pioneer and follower companies by enhancing growth and also maintaining market leadership. 
[bookmark: _Toc189227844]Strategies for Pioneers in the Growth stage of the PLC
Fortress defence is the best approach for market leaders who want to maintain dominance. It is a defensive strategy where an organisation strengthens its existing market position to provide protection against competitors. Developing strong brand loyalty, by improving product quality, enhancing customer service, and creating high barriers to entry is the objective of the approach (Yadav et al., 2024). The “Flanker Strategy” is useful in the matter of companies expanding their product range and defending the main brand of the organisation and the strategy is applied by Unilever (Schroedel, 2023). The objective of the approach is to cover the market gaps, attract new customers, and to prevent competitors by gaining the ground associated with the business (Yu, 2023). The approach “Confrontation Strategy” is applied in businesses for those willing to challenge competitors head-on. The strategy is implemented by many renowned companies such as Tesco, Vodafone British Airways, and many more. It is defined as a direct competitive strategy in which a company aggressively challenges its rivals for the purpose of pricing, product features, and marketing. It is involved in the distribution process to gain a share in the market by outperforming and directly competing with the market’s leader
[bookmark: _Toc189227845]Strategies for Pioneers in the Growth stage of the PLC
Expansion of business in new markets and in customer segments for driving the future growth of the business, market expansion strategies are identified and applied by the business organisations. In the growth stage of the PLC, product experiences are related to rising sales, increment of customer demand, and growth of the market share (Ahmad et al., 2022). The “Fortress (Position Defence) Strategy” strengthens the brand and product to maintain the competitive edge of the company. The approach includes a program associated with brand loyalty, implementing continuous improvement of products, and strong customer service. Companies like Rolls-Royce adopt this strategy (Bloomfield, 2024). The “Flanker Strategy” launches a secondary product for covering market segments that are different and defending against competitors. 
[bookmark: _Toc189227846]Attack strategies for Followers in the Growth stage of the PLC
The “Attack Strategies” applicable to the Followers in the purpose of the “Growth Stage of PLC” that are effective are the “Frontal Attack Strategy”, and “Leapfrog Strategy” among others. The “Frontal Attack Strategy” is a direct and aggressive challenge to the market leader by matching or exceeding their offerings in terms of price, quality, or distribution. Aldi is one of the entities that apply the strategy to improve the profits achieved from the business executed by the organisation. On the other hand, the “Leapfrog Strategy” is an effective strategy that is applied by the challenger to surpass the market leader by introducing technology, features, and innovative approaches that are superior in nature (Chea, 2023). Revolut, Dyson, Starling Bank, and other well-known business companies of different sector have adopted the strategy, as elaborated strategies are beneficial for the followers in the execution of business involving a certain product in the business process. 
[bookmark: _Toc189227847]Strategies in the Maturity stage of the PLC
The strategies in the Maturity Stage of the Product Life Cycle (PLC) are effective during the period of the life cycle of products involved in business. In the maturity stage, the sales growth slows down, and the competition intensifies. Business organisations enlighten the maximisation of profits, by retaining customers, and by extending the lifecycle of products (Prasad et al., 2022). The “Increased Penetration Strategy” is one of the influential strategies for the stage. BrewDog applies the strategy as it aims to increase the market share attracting new customers and encouraging existing customers in the matter of purchasing more (Sabia et al., 2021). 
The “Extended Use Strategy” encourages consumers to use the product in a more frequent mode and for different purposes to sustain the demand. The marketing of “Costa Coffee” of “Beverage Chain” is done applying he mentioned strategy. The associated methods are educating customers about the alternative product for use, introducing new products with variations and packaging, and offering promotions and incentives that are usage-based (Schmidt et al., 2024). The described strategies are helpful in understanding the need for improvisation of the strategies and their application in the business process, especially in the maturity stage of PLC.
[bookmark: _Toc189227848]Examples of companies that support the statements made
Through using these strategies, the renowned company Apple launched its iPhone series from the year of 2007 (History Timelines, 2024). Moreover, through maintaining brand loyalty and market expansion, one of the biggest delivery business companies Amazon has made an online bookstore for brand credibility and introduced cloud computing for AWS (P and Veeramanju, 2022). Besides that, Netflix also transformed its streaming system from an offline DVD player to an online OTT streaming system, which got global attention for increasing revenue. On the other hand, through maintaining the differentiation and diversification strategy, the renowned company Samsung has implemented new AI facilities and 5G networks in their products to expand wireless services through the help of smartwatches and earbuds (Samsung, 2025). Through making wireless connections, Samsung has grabbed extreme revenue. Additionally, another rebound beverage company Coca-Cola has implemented both zero sugar and diet Coke to satisfy customer preferences. So that people with diabetes issues or on their diets can consume. 
Apart from that, to make effective attraction, Xiaomi has entered the market with the combination of selling phones at low prices and high-quality facilities (Yang et al., 2024). LYFT and In-Drive have provided affordable ride facilities for customers whereas Uber has more costly day-by-day (Sigma, 2023).  Besides following the strategy of competitive price and market segment, the famous technology company Dell has made an effective market growth after IBM and Apple through using affordable price rates of the items and providing long-term guarantee features and other advanced technology (Alonso, 2023). Additionally, compared with Toyota and Honda, the well-known automobile company Hyundai provides advanced facilities in their cars but at affordable prices. 
[bookmark: _Toc189227849]Advantages and disadvantages of the Product life cycle model
Strategic Planning, Resource Allocation, Market Awareness, Competitive Advantage, and Profit Maximisation are the advantages of the PLC Model. The model aids in identifying the appropriate strategies associated with marketing for each step of the model for the marketing purpose of the products involved in the business of organisations (Cusworth et al., 2022). The operational factors of the entities are enhanced with the application of the model that is effective in the improvement of the efficiency of the business organisations. Simplistic and Generalised, Difficulty in Stage Identification, Focus on Decline, Ignores External Influences, and Limited Predictive Power are noticed due to the implementation of the PLC model (Iveson et al., 2022). Therefore, these are considered the disadvantages of the mode, and the d efficiency level of the products is hampered by the implication of the model.
[bookmark: _ilkt4irvmmtw][bookmark: _Toc189227850]Conclusion
It can be concluded that businesses can either be potential leaders in a field by establishing innovative goods or remain followers by embracing things that have already been released. Both advantages and limitations are associated with the pioneer and follower company approach. Besides, two kinds of companies are capable of achieving prosperity by implementing both tactics. Choosing which of the methods to employ depends solely on the sector that the company operates within and the level of competition currently facing the business. From the discussion, it can be concluded that both the pioneer and follower companies play important roles in the life cycle of products involved in the business procedure of the organisations. 
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