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Every business must make a choice when entering a particular market which is to be a leader or a follower. A first mover sets the pattern by being the first to offer a new product, a new service, or a new technology in the marketplace. On the other hand, a follower comes to the market later and states from the pioneer’s experiences to tweak the service offerings, cut down the cost, and avoid targeting obscure niches (Kotler et al., 2020). The timing is crucial in this decision because early entry offers the opportunity to create a strong market identity, while the later entrants can correct the shortcomings of their products based on the response from consumers. This essay discusses the two approaches of a leader and a manned contender, as they apply to competition and its impacts. Also, it analyses how firms can apply the Product Life Cycle (PLC) for long-term market dominance. The PLC has five stages, which are pre-launching, introducing, growing, maturing, and declining, and the impact these stages have on the business and product positioning differs between pioneers and followers. The first part of the essay is the analysis of the merits and demerits of pioneers as well as followers before evaluating the strategies employed on the room by each of the approaches. It is followed by a discussion with respect to the effectiveness of which strategy under the market conditions, customers’ behaviour, and industry trends. 













Advantages of Being a Pioneer and Follower
A pioneer enters a particular market initially offering a new product, good or a service or technology with no rival in the market. While followers achieve some of the benefits of pioneers in terms of sales, performance and market position, they struggle with brand implementation and market capture due to limited R&D expenditures (Whittington et al., 2020).
Pioneer Strategy: First-Mover Advantages 
One of the well-known advantages of being a pioneer is the awareness, or brand recognition, leading to customer association (Recio-Román et al., 2019). For example, Tesla has gained significant sales and recognition in the market of electric vehicles because of the first-mover advantages. Pioneers also have certain advantages, which are called the first movers’ advantage. First movers can obtain patents, acquire competitive advantage, and establish customers’ expectations (Hayat & Winkler, 2022). Another advantage is a higher degree of profit margin. First movers also benefit from the ability to set high prices because there are relatively few like them, while those that imitate pay a high price. For instance, Apple introduced the first iPhone and monopolised the market, and competitors could not emulate the act. They also obtain improved bargaining power for the business (Hague, 2019). They themselves create industry standards and impact the suppliers and distributors in the business company. Organised players like the pharmaceutical companies, for instance, insist on undertaking some research to get hold of exclusive patents through which they control the supply and prices.

Pioneers also play an active role in changing the customer attitude and creating the demand, which will be favorable for them. They benefit from the first-mover advantage since the consumer tends to stick to a particular brand or product due to inertia. This supports customer retention and increases prettier value for business in the long run (Hague, 2019). First movers also get to benefit from economies of scale, which is the ability to effectively combine large quantities in production and distribution. They attain economies of scale early to lower the cost per unit and deter other companies from penetrating their markets. For instance, Amazon, as the first mover in e-commerce, used its dexterity and superior bargaining power to capture the online retail market through economies of scale to offer low-priced commodities and hence increased market penetration. Furthermore, first movers also influence the industry and customers’ perception about the first movers and result in cultivating long-term bonds of trust. Once a pioneer manages to make consumers recognize it as an innovator, consumers tend to identify the brand as reliable and of high quality. It becomes hard for followers to encroach into the market. Market leaders such as Microsoft and Intel in software and semiconductor product markets, respectively, sustain their dominance for a long time. By identifying best practices and gaining market dominance, they create lasting barriers that help them to remain dominant and are hard for those who come next (Recio-Román et al., 2019). For instance, Uber disrupted the transportation industry by being the first to introduce ride-sharing technology, reshaping urban mobility. Similarly, Netflix’s early entry into the streaming market allowed it to dominate before traditional media companies adapted. These pioneers defined consumer behavior, making it difficult for new entrants to challenge their position.
Follower Strategy: Late-Entrant Advantages  
A key benefit of being a follower is low capital costs (Hering et al., 2018). In terms of adaptive strategies, followers do not incur large research and development costs as well as market education expenses. For instance, Samsung began offering smartphones only after Apple. One of the benefits that comes with following others is that followers can get it wrong from the pioneers. For instance, while Burger King was analysing McDonald's fast-food strategies, the firm marketed itself as a more aggressive competitor to McDonald's (Nadube & Didia, 2018). Another advantage includes value; the followers also get to enjoy a clearly defined market and demarcation. For instance, while NIO came late to the EV market compared to Tesla, it targeted a segment that Tesla was partly missing, namely premium Chinese consumers.

One of the major positive attributes of being a follower is that the follower does not have to spend a lot of money on capital, whether towards research and development or towards educating the market (Hering et al., 2018). For instance, Samsung ventured into the smartphone’ market after Apple introduced its iPhone, enabling this firm to optimize its products without bearing heavy innovation costs. Followers also benefit from getting it wrong, being able to develop better products and strategies based on the mistakes of pioneers. For instance, Burger King criticized McDonald’s successfully established fast-food business model and aligned it as a more competitive one. Likewise, NIO entered the electric vehicle market after Tesla but aimed at the high-end Chinese market, an area that Tesla had not effectively explored. Followers can create merchandise on the back of a pre-established marketplace and therefore have the additional opportunity to fine-tune their product to the consumer. 

Amazon is not the pioneer of the e-commerce platforms, but the company analyzed the mistakes of other companies and made efficient supply chain management as well as successful customer support to capture 90% of the market. Likewise, Facebook evolved from MySpace and Friendster and took over the world. Firms also make good use of existing channels of distribution. Tesla was first and foremost in electric vehicles, but others like NIO and Rivian were even quicker to grow because they benefited from supplier networks Tesla created. The PLC strategies show that pioneers rely more on innovations in the introduction stage as presented by Apple’s iPhone and Tesla’s EVs. In the growth stage, they produce on larger scales as well as try to establish brand equity, as is the case with Amazon. Imitators come with a lower cost after the growth stage of pioneers in developing the ideas and concepts. Samsung built upon the features of Apple by improving upon it, and Netflix surpassed Blockbuster through streaming. Market expansion, either through the product or through the geographical regions, proper pricing strategies, and product differentiation that is innovation is a key to sustaining long-term success for both pioneers and followers.
Product Life Cycle Strategies for Pioneers and Followers 
The Product Life Cycle (PLC) describes the stage that a product goes through from its development stage and introduction in the market to its decline (CMI, 2019). The implementation of the PLC contains five phases that involve distinct strategic actions (Lalaounis, 2020).
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Figure 01: Product Life Cycle Stages (Self Made)
The introduction/pre-launch stage can be defined as the phase where new products are developed and tested as well as the market analysed prior to their launch (Dreiling & Bican, 2022). Organisations spend resources on technology, customers, and prototypes to evaluate the viability. For instance, pharmaceutical organisations invest a considerable amount of time, often many years, before developing their drugs or receiving market authorization. The introduction stage of the marketing communication comprises brand placement and brand recognition (Karpenko et al., 2021). These are high mainly because marketing costs are relatively high (Gerard & Bruijl, 2019). For instance, Tesla made its significant expenditure in branding and establishing frameworks related to EVs. 

The growth stage is characterised by sales growth as more and more people embrace the product within the market. In the growth stage, the strategy of defending market share is the fortress strategy as executed through patents, and exclusive partnership deals and brand loyalty according to Hering et al. (2018). On the other hand, followers apply the attack strategy and counter pioneers through pricing, additional product features or clientele niche, based on Lalaounis (2020). These strategies help the pioneers to retain their competitive advantage and for the followers to disrupt the market with the shifting of dynamics as demand rises and competition increases during this maturity stage of the product life cycle. In UK Dyson uses the patented technology and premium positioning of its vacuum cleaners and Virgin Atlantic uses low price and improved service attacks on high-end firms such as the British airways. The maturity stage is characterised by increased competition due to the existence of many competitors in the market. Some of the business strategies are differentiation, changing prices, and promotions (CMI, 2019). For instance, Coca-Cola came up with the miniature and no-sugar sweetened packaging to maintain its market presence (Lalaounis, 2020). The decline stage entails declining sales, product discontinuation, or rebranding/restrategisation.

It requires careful management of the PLC to ensure that the pioneer company sustains their competitive advantage. The introduction phase is strategic in development as pioneers must set the tone in an industry (Gerard & Bruijl, 2019). For instance, Apple committed most of its resources into the development of the first version of iPhone and its enhanced design. Tesla also made efforts on the social acceptance by enforcing customer awareness on the acceptance of EVs (Hering et al., 2018). 
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Figure 02: Pioneer PLC Strategies (Kotler et al., 2020).
However, the stage of growth is used to increase the presence of pioneers in a market and erect a path for competitors to enter (Whittington et al., 2020).  Apple's iPhone operating system isolates customers within its environment, unlike Tesla, which enhances customers’ experiences through the Supercharger network. In the maturity stage, pioneers modify the strategies that support growth (Lalaounis, 2020). Product diversification and expansion in turn ensure that the firm remains relevant in the actor’s environment (Dreiling & Bican, 2022). For instance, McDonald's, which was an established fast-food company, had to incorporate a new menu that would satisfy the increased demands from the consumers (Gómez et al., 2022). Pioneers also innovate continuously and apply constant improvements, like adding new car features through over-the-air updates in the case of Tesla. In the Decline phase, these pioneers’ strategies involve either repositioning, cost reduction, or market withdrawal (Karpenko et al., 2021). 

Consumers join a given market at diverse organic growth stages but are always associated with high intensity when grasping for market share (Hering et al., 2018). The introduction phase relates to the price skimming strategy and market niche selection. For example, Samsung began producing smartphones after Apple’s entrance, but it introduced products that were cheaper and possessed other features (Xie et al., 2021). NIO came into the EV market after Tesla with a unique position of targeting the first-tier Chinese premium car buyers, which Tesla initially neglected. In the growth phase, followers employ threat-routine penetration strategies. It is common to see companies market their products in a way that will make them pioneers to the existing ones (Lalaounis, 2020). For instance, McDonald’s direct competitor Burger King appealed to consumers by offering flame-grilled burgers; this is a straight-up challenge to the fast-food standard of McDonald's.

In maturity, strategic marketing and pricing strategies determine the followers as they struggle to outdo each other to achieve their goals. For instance, Pepsi has not relented to pressure posed by Coca-Cola as it launches a more aggressive advertising campaign and introduces new products into the market (Gómez et al., 2022). For instance, Nintendo switched from the failed Wii U and was able to recreate itself with the help of the gaming console known as the Switch. IBM also moved from hardware to artificial intelligence, which would be profitable in the long run (Hayat and Winkler, 2022).

The comparison of the pioneer and follower strategies during the different stages of the product lifecycle shows the particularities of the way they deal with market success. Tesla and Apple have relatively high R&D and emphasize market awareness during the introduction stage, while Samsung and NIO use low prices and clear segmentation to enter the market (Dreiling & Bican, 2022).
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Figure 03: Comparison of Pioneer vs. Follower PLC Strategies (Gerard & Bruijl, 2019).
In the growth stage, pioneers focus on fortifying their innovations and securing patents for protection, while followers like Burger King and Samsung typically concentrate on increasing market share and improving existing products. During maturity, pioneers versus offers new products and updates, whereas followers like Pepsi and Huawei focus on market pricing and establishment of brand image. 
In the decline stage, the pioneers may decide to cut costs or reposition, like Kodak and Nokia, while the followers may try revitalisation strategies or move to another market, as seen by Nintendo and IBM. Such a comparison also draws the following conclusion that finally, pioneers strive for maintaining dominance via invention and innovation, while followers depend on dynamic competition and aggression (Xie et al., 2021). 

The application of a pioneer or a follower strategy depends on various factors such as the market environment, the industry, and even the consumer. They can recognise early market signals, filter ideas and programs, and develop low-cost solutions (Hering et al., 2018). However, in industries where competition is not high, like in the production of luxury or pharmaceutical goods, pioneers get more benefits from brand distinction, patents, and consumers’ loyalty (Dreiling & Bican, 2022). 

On the other hand, followers provide more flexibility to shift their operations in accordance with the consumer trends, price wars, and other trends that may arise. For instance, Samsung based its organisational follower strategy on adapting the iPhone designs and specificities to make advanced smartphones to threaten Apple’s supremacy. Moving to the future and envisaging the future of competition, more prominence is given to such a principle as AI and digital transformation. Due to the use of data, the ability of late entrants to market their products influences consumers’ experience in a better way than pioneers (Recio-Román et al., 2019). 
Conclusion 
Choosing to be a market leader or a follower is one of the most important factors that determine product differentiation, investments, and the degree of success. First movers gain first-mover advantage, market control, shielded patents, and hence, customer loyalty; change the market standards; and can set high prices. Nowadays, many companies, such as Tesla, Apple, and Amazon, utilise the valuable first-mover factor to preserve their dominant positions in their markets. Nevertheless, high costs for research and development, the unpredictable demand, and the bear risk market mechanism are some of the main difficulties faced by pioneers. Organisations gain factors such as low capital investment, enhanced market understanding, and the opportunity to fine-tune existing offerings. The successful and unsuccessful experiences of pioneers have helped the late entrant firms to maximise their strategies to gain market share, including Samsung, Netflix, and Burger King. It offers cost advantages, product differentiation, and product placement where the followers do not have to assume the responsibility of creating the market. The strategies connected to the product life cycle ensure that the market dominance proved difficult to overcome irrespective of the status of the competitor as a pioneer or a follower. While the pioneers are concentrating on innovation and market penetration at the introduction and growth stages, the followers focus on issues such as price, product differentiation, and consumers. While the pioneers are innovating incessantly in the maturity and decline phases, the followers aggressively market their product and reduce costs. Both strategies are effective depending on the industry forces, consumer characteristics, and other factors in the market. 
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