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[bookmark: _Toc193298236]Introduction 
A marketing strategy is a business plan to convince customers to purchase its services or products (CFI, 2025). It determines how to reach potential consumers and turn them into buyers. The choice of timing to introduce new products and enter new markets is a major dilemma business leaders face in their strategic marketing process. They can either become a pioneer or a follower. The success of each strategy relies on various factors and has its advantages and disadvantages. This report explains the advantages and disadvantages of being a pioneer and a following company. Additionally, the product life cycle strategies implemented by successful leaders that help them to increase growth and maintain competitive advantage have been discussed below.
[bookmark: _Toc193298237]Pioneer 
A pioneer also referred to as a first mover is a person who is among the first to do something new in a market (CFI, 2025). Companies that adopt pioneering strategies gain a lot of competitive advantage over competitors by being the first in an emerging field.  The first-mover advantage allows a company to establish a strong brand reputation and product loyalty before the entry of rivals. The pioneers enjoy several benefits for being the first business to implement a strategy such as setting industry standards, establishing a loyal customer base, and controlling resources. However, from a business perspective, the first mover does not specifically refer to the inventors instead, it describes the first major firm to enter the market and gain success. For example, Amazon was not the first company to sell books online but it was the first company to gain significant success and height in that sector of business (CFI, 2025).
Industry standards – A pioneer leads the industry by setting new standards in performance and quality (García-Villaverde, et al., 2017). Such companies consistently expand boundaries to innovate new products and launch them into the markets. First movers tend to shape consumer preferences and tastes as they are the first to connect with the customers. By leveraging creative ideas and their ability to take risks, pioneers provide customers with what they need. For example, the launch of the iPhone by Apple in 2007 transformed the way the world interacted with smartphones. They launched the first touchscreen-compatible smartphones when the world was using keypad phones (Apple, 2007). This made Apple a pioneer in the smartphone industry and since then, its stock value has continued to grow.
Controlling resources – Pioneers can control resources by setting up their business in strategic locations to gain an advantage before the entry of competitors in the market and initiating premium contracts with major suppliers (Covin, et al., 2000). Being a first mover gives an advantage over cost-effectively exploiting resources, especially in areas where they are limited. They can establish premium production and deals with suppliers. Applying for patents or purchasing distribution rights from suppliers and manufacturers can help protect their innovations and will make it difficult for new entrants to find their resources. For example, Walmart’s strategy to locate its stores in small towns helped them to prevent competition and enjoy lower-cost production (CFI, 2025). 
Building a loyal customer base – Being a pioneer also helps in building a loyal customer base by establishing strong brand recognition, setting industry standards and early market dominance (Iqbal and Kathok, 2025). The pioneer companies become the benchmark in the minds of consumers, and they associate it with the product category itself. Initial customers who have experienced the product are likely to become loyal as they can develop an emotional connection with the brand. They can also contribute to mouth publicity which can attract more consumers and increase brand loyalty. Being the first company to enter the market can also help in capturing a large share of the market and customers. The pioneer companies can reach the consumers first and develop a strong impression, which can increase both brand recognition and loyalty (CFI, 2025). 
Amazon initially was a book-selling company that used to sell its books online. Later it transformed into a global e-commerce and cloud computing leader (Westberg, 2024). Amazon revolutionised shopping with features such as one-click purchasing, advanced research algorithms and personalised recommendations. In 2005, it also launched Amazon Prime which further enhanced the shopping experience of customers (Coppola, 2024). This way, Amazon became a leader in the e-commerce industry and established a loyal customer base before the entry of its competitors. 


[bookmark: _Toc193298238]Follower
A follower or a fast-follower is a company that is not the leader in a particular market but chooses to follow the strategies and ideas of the leading company (Kaličanin, 2008). These companies do not overtake the market leader and earn a lot of profit as they do not invest in innovations. A market-follower strategy allows companies to avoid the expenses associated with product innovation and allows them to improve existing market strategies with a relatively low financial risk. Fast-follower businesses have several advantages that contribute to their success such as learning from the mistakes and successes of first movers, a better understanding of the needs or preferences of consumers and less financial investments. 
Learning from the mistakes of a pioneer – This is one of the major advantages of being a follower company.  Before entering the market, they can analyse the market response to the first launched product by the pioneers and make required improvements in their own products to reduce the risk of failure and increase the chances of success (Chen, et al., 2024). First-movers generally face obstacles and challenges that can be taken into account by fast followers to refine their own products. This allows fast-follower companies to prevent potential failures and efficiently navigate the market. By identifying potential issues early, follower companies can enhance their reputation among customers and increase market share. However, simply imitating the pioneer’s strategy is not enough for success, fast followers also need to invest their own creative ideas to stand out. For example, MP3 was invented by Sony but Apple took this concept, modified it, made it user-friendly and paired it with iTunes and transformed the music industry (Cojocaru and Cojocaru, 2014). 
A better understanding of the needs or preferences of consumers – By observing the response and success of the products launched by first movers, follower companies can alter their offerings to fulfill any gap or limitations (Xie, et al., 2021). This can result in a more detailed customer-centric product. These companies evaluate the consumer feedback, market response and any faults or gaps in the initial offerings and then make informed decisions to position themselves to capture the opportunities offered by the first movers. They can use the market feedback to their advantage. They can position themselves as a more trustworthy and superior alternative to the customers by addressing any issues or weaknesses observed by the market response to the initial product. This can increase their chances of success and help them gain a competitive edge in the market.
Less financial investments – The fast followers are presented with the opportunity to exploit existing infrastructures and technologies established by the pioneers to support their products or services. Fast followers can utilise these infrastructures to their advantage without investing the same costs, allowing them to distribute their resources efficiently and focus on enhancing their products or services. Apart from infrastructures, the companies can also tap into first movers’ supply chains, customer base and distribution channels to accelerate their growth and success. 
For example, Samsung adapts to the innovations of Apple by launching competitive products such as the Galaxy series equipped with similar features and designs (Bajarin, 2021). This adoption of fast fast-follower strategy by Samsung has increased its market shares and helped it to remain competitive in the changing environment. Samsung’s alignment with Apple’s products helps the company to meet changing consumer preferences and demands. However, Samsung must balance its fast-follower strategies with innovations to survive in the future.
[bookmark: _Toc193298239]PLC 
The Product Life Cycle explains the stages of a product while moving through the market as it enters, becomes popular, and exits the marketplace (CFI, 2025). It is used by businesses to analyse and develop strategies for their products from their entering to their exit stage. The four stages are introduction, growth, maturity and decline. 
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Figure 1 The Product Life Cycle Model
(Source: CFI, 2025)
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Position defence strategy – Position defence is one of the marketing strategies where a leader company occupies the most desirable position in the minds of the consumers (Lucidity, 2025). It involves making a fortification or fortress around the brand to maintain its superior status and difficult for other rival brands to invade the space. By reminding customers about their brand status, coming up with exclusive distribution networks, and setting up entry barriers, defender maintains its position as a market leader. This can be achieved by protective advertising, defensive pricing, customer engagement, and exceptional customer service. For example, the reward program of Starbucks offers free items and special perks that keep customers loyal to their brand and prevent them from going to independent coffee shops (Starbucks, 2020).
Flanker strategy 
In a flanker strategy, a market leader identifies and strengthens its own weak points such as underperforming geographical areas, market segments, products, or customer demographics, before a new rival can attack against it (Lucidity, 2025). There are various advantages of a flanking defence strategy such as a strong company being created by focusing on the existing weaknesses. It also reduces the chances of being attacked by a competitor and can develop and improve markets due to increased investments. However, due to resource investments in the weaker areas, the stronger areas of the company can suffer. For example, Reliance Jio entered the Indian market in 2016 and attacked the competitors based on price. Through this strategy, Jio overtook Airtel who was leading the market before (Surendar, 2018).
[bookmark: _Toc193298241]Attack strategies for Followers in the Growth stage of the PLC
Encirclement strategy 
In this strategy, a company attacks a competitor on several points at the same time to disrupt their operations and obtain market share, making the defender confused and disoriented by the approach (Lucidity, 2025). It suggests attacking the competitors both strengths and weaknesses at the same time. This strategy requires planning, heavy investment and resources from the attacking company. The attacker company can increase its chances of success by attacking multiple points of the competitor. The long attack can be extremely difficult for the defender to tackle. However, it is resource-intensive and expensive and generally requires the attacking company to be stronger than the defending company to become successful. 
Frontal attack strategy 
Frontal attack strategy refers to directly challenging the market leader or leaders by a defender company (Lucidity, 2025). This is a challenging approach as if not done appropriately, it can affect brand reputation, sales, and customers. It is a clear market opportunity to become a market leader. However, maintaining this strategy can be expensive and extremely difficult to execute correctly. A famous example of Frontal attack strategy is Coca-Cola and Pepsi. Pepsi attacked Coca-Cola directly even after entering the market five years later to it. Pepsi started to gain popularity due to its price point and offered intense competition to Coke. Recently after Coke introduced Diet Coke, Pepsi launched Diet Pepsi to match its competitor’s products and provide customers a good alternative (Lucidity, 2025).
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Global market expansion strategy
Global market expansion strategy refers to making a service or product available in new markets when the existing ones becomes mature (Rundh, 2023). It starts by identifying and analysing future and existing distribution channels and then adopting plans to increase sales and reach in the market of interest. This can be achieved by adding products to the portfolio, launching services and products internationally and adapting existing products for wider applications through modifications or improvements. For example, Netflix was launched in 1997 and adopted a market expansion strategy in 2010. At present it is available in over 190 countries (Onyusheva, 2021). To enter the new markets, the company invested heavily in localisation. It translated its content into more than 60 languages and tailored its offerings according to the local market needs.
Extended use strategy 
[bookmark: _Toc193298243]An extended use or extension strategy is executed to maintain a product's value in the maturity stage of its life cycle, prevent the product from going into a declining phase, and increase its market share (BBC, 2025). This can be achieved through various ways such as differentiating the product, product improvement and reducing product prices. The product can be differentiated from the market competitor products by focusing on the USP and enhancing the characteristics and quality of the product. The addition of new features to old products with its old familiarity can help in improving the existing products. To increase the sales of the product companies can also reduce their product prices while offering the same quality. For example, the core business of Google was a search engine, but it also has products such as Play Store, google apps and cloud platforms (Google, 2025).
Advantages and disadvantages of the Product Life Cycle Model.
The product life cycle helps businesses to develop strategies based on the five phases of the product (Stark, 2022). This means if a product is in the maturity stage, then the company needs to invest more in the product such as differentiating it, reducing its price point, or implementing market expansion to prevent the product from declining. The product lifecycle also helps businesses make informed decisions as this model offers various data such as sales or performance data over time. A marketing manager can also study the product lifecycle of competitors along with their own to get knowledge about their preparations and remain a step ahead of them.
One of the main problems of the PLC is its graph is entirely dependent on the sales data (TWI, 2025). So, if there are any fluctuations in the sales data, then the graph becomes unable to predict the rise and decline in the movement of the product. Such fluctuations can occur due to seasonal sales or production issues. Another disadvantage is that there is always a delay in gathering and analysing sales data as it is generally recorded after the movement of one product from one stage to another. 
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Conclusion 
In conclusion, the decision of a company to be a pioneer or a follower depends on its strategies. Being a pioneer offers several advantages such as controlling resources, setting industry standards, and establishing brand loyalty. On the other hand, a follower company has the advantage of learning from the mistakes of first-movers and improving their product offerings based on market response. The product life cycle helps businesses to analyse and adapt strategies at different levels, from introducing new products to the market to their exit such as frontal attack, encirclement, market expansion and extended use strategy. These strategies can prevent the product from going into a declining stage and help increase market share. However, companies should carefully analyse their position in the market and alter their strategies to increase growth and brand reputation.
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