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Strategic Business Management
Business operations within the same industries face a lot of competition, and it may be hard to maximize profits when the conditions of the business are not favorable. As a result, businesses tend to move out of the cycle and create a new market base by introducing a different product and controlling the new market. Entry into new markets can also be challenging, especially when the dominating company has already built a good customer relationship (Hitt, Hoskisson, Ireland, 2017). In the business setting, first movers are business entities that first introduce products or services into the market. First movers are at a better advantage over the rest since they can establish service or product loyalty and strong brand recognition before other companies enter the market(Suarez, & Lanzolla, 2005). Additionally, first movers also get to establish their new products as the standard of the industry at large.
Second movers, on the other hand, respond by entering the new market and copying the existing product. Second mover responses are more likely to reflect on the failure and success of the first mover to make vital business decisions, including customer development, product management, procurement, and customer acquisition(Hitt, Hoskisson& Ireland, 2017). Late movers are business entities that employ the wait-and-see approach before acquiring a new business concept. This allows them to have a limited financial risk that first movers accrue via research and development, creation of prototypes, and market studies. Late movers, however, can earn a negative reputation since they can potentially be seen as harnessing consumers through product imitation. Moreover, late movers can find it hard acquiring market share in the industry with an established product.
Customer loyalty refers to the possibility of previous customers to continue consuming products or services from the same organization(Uncles, Dowling& Hammond, 2003). Profit-making is the basis of all business operations, and to maximize profits, companies tend to lean more on customer loyalty since they are assured of a reliable share of the market base. According to toUncles et al., (2003), the importance of customer loyalty to a business includes word of mouth marketing where the same customers spread the word concerning the business they are loyal to. Additionally, loyal customers tend to come back to the business more often hence promoting it even at low times.
Average returns of business refer to a mathematical average of several returns that a business has generated over a certain period(Belo, Lin &Bazdresch, 2014). It enables an analyst or investor to determine the returns for a stock or stock or over a certain period. Earning above-average returns means that businesses remain with more of the expected returns from investments with an equal amount of risk. To achieve this, businesses are required to make good and thoughtful investment decisions that will eventually lead to more profits. According to Belo et al. (2014), competitor response affects the potential returns expected from a business, and it can either reduce it or maximize it. Returns earned can be reduced when competitors respond by taking action, especially on moves that pay off. Competitors, however, can respond by taking no action at all if the move does not pay off. When businesses make reliable and game-changer moves to increase their returns, however, competitors can make a counter-move to stand a better chance of getting the market share. Consequently, the expected returns earned can be lower.
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