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[bookmark: _Toc214571727]1. Introduction
[bookmark: _Toc214571728]1.1 Strategic marketing management
Strategic marketing management enables an organisation to identify competitive advantages, make informed decisions and anticipate market changes. The primary motive of this report is to evaluate the strategic marketing environment of the chosen organisation and examine how external factors influence its marketing decisions and overall competitiveness. The report focuses on analysing key environmental forces, which aims to support a deeper understanding of an organisation and areas for improvement and future opportunities. 
[bookmark: _Toc214571729]1.2 Importance of macro marketing environment 
A critical element of strategic marketing management is analysing the macro marketing environment, which can be assessed through the PESTEL framework. Understanding the influences of macro-level factors, such as economic, social, political, environmental, legal, and technological factors, helps an organisation anticipate external pressures. These insights are essential for effective strategic decision making, maintaining competitive relevance and aligning strategies with market realities. This also contributes towards analysing the competitive landscape in relevance to the uncertain and dynamic business environment. 
[bookmark: _Toc214571730]1.3. Scope of the report
The report is structured into several key sections; therefore, it begins with an assessment of the external macro environment using a recognised analytical framework. This has been followed by an evaluation of macro factors and their impact on the strategic direction and marketing decisions of an organisation. Further, the report is going to discuss the implications of these findings for strategic marketing planning. In conclusion, it will summarise the key insights and offer a reflection of macro-environmental analysis for effective strategic marketing management. 
[bookmark: _Toc214571731]2. Task 1: Critical Analysis of the Macro Marketing Environment 
[bookmark: _Toc214571732]2.1 Overview of the Macro Marketing Environment
The macro marketing environment refers to the large external forces that influence the strategic decisions of an organisation. According to the viewpoint of Gini and Agala (2023), The macro environment plays a key role in strategic management, as organisations must adapt to changes in their external surroundings. This further demonstrates that the government performs a regulatory function in the business environment by implementing various measures. This has a huge impact on business activities, hence these factors are considered essential for the success of business activities. In this context, a widely used macro environment PESTEL framework influences the strategic decision of an organisation. These forces shape market conditions, business opportunities and threats, consumer behaviour and competitive pressure that organisations need to navigate to remain competitive. In analysing the macro-environment, the PESTEL framework examines six key dimensions, such as political, social, economic, technological, legal and environmental factors (Buye, 2021). 
[image: ]
Figure: PESTEL framework
(Source: Lecture Material)
Appiah et al. (2022) stated that strategic analysis is an important tool for making managerial decisions; as a result, it helps to deal with the external and internal environment of the company. In strategic marketing management. The impact of macroenvironmental forces on investment decisions and entrepreneurship orientation is positively associated with increasing growth. The influence of macroenvironmental forces specifies the form of resources on business success, development and growth. 
[bookmark: _Toc214571733]2.2 Selection of Two External Macro Marketing Factors
[bookmark: _Toc214571734]2.2.1 Selection of two external factors
Based on the purpose of the report, technological and environmental macro factors have been selected. These two forces are particularly relevant for most industries, given the growing regulatory pressure around sustainability and accelerating digital innovation. Below is a justification of their selection and a discussion of their relevance and influence:
Technological Factor: Technological change is one of the most dynamic and transformative forces in the macro environment. As per the theory of the modern marketing environment, technologies such as AI, automation, digital platforms and data analytics are reshaping businesses by increasing operational efficiency and creating personalised customer interactions through automated processes (Ali and Harrison, 2022). Therefore, for the strategic marketing of Nike, technology shows a deep effect on customer engagement, product innovation and segmentation. For example, athletic endorsements of Nike help inspire and attract consumers, whereas its recent innovation in technology has resulted in emotionally and loyal connected customers. The running application of Nike, known as Nike+, allows runners to engage in having specific running experience (Boonrawd and Alamy, 2025). Therefore, linking with Nike+Kit to a smartphone, runners can view their distance, coaching tips, and real-time pace. 

Environmental Factor (Sustainability Regulation): Sustainability is one of the most influential macro forces impacting the sportswear industry. As Nike operates globally, it is subject to increasing environmental regulations relating to carbon emissions, supply chain transparency and restrictions on greenwashing. For instance, Nike has set Science-Based Target[sbt] to reduce their carbon footprint in 2030 (Nike, 2025). This includes 65% of carbon reduction in operations 1 and 2, and 30% across the supply chain from the 2015 baseline. As sustainability is central to the brand identity of Nike, environmental forces have strong consequences for its marketing strategy. 
[bookmark: _Toc214571735]2.2.2 Relevance and current influence within the chosen industry
In relevance to technology forces, Nike is leveraging advanced materials technology to reduce environmental impact. For instance, Nike Flyknit, a lightweight fabric designed with an average of 55 to 60% less waste. Each show is made from Flyknit, which contains around 6 to 7 plastic bottles (Nike, 2023). The figure (1), below, shows the Nike Flyknit review, whereas the marketing pitch of Nike involves natural fit and dynamic flexibility. The review reported to be 82% good based on its sensory profile (Solereview, 2022). 
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Figure 1: Nike Flyknit review
(Source: Solereview, 2022)
In terms of environmental forces, Nike has made strong progress in powering own operations with renewable energy. For instance, in FY24, Nike reached 96% of market matched with renewable electricity coverage for its Day to day business activities while actively seeking ways to cut emissions, further by reducing impacts from refrigerants and transitioning away from natural gas (Nike, 2025). Hence, in this context, technological innovation and an environmentally friendly approach have helped Nike to build its brand reputation, especially among eco-conscious consumers. 
[bookmark: _Toc214571736]2.3 Critical Analysis of each factor
[bookmark: _Toc214571737]2.3.1 Technological and environmental factor impact on Pioneers and Followers, and opportunities and threats created
Pioneer (Nike)- Technological advancement is one of the most disruptive forces in the global sportswear industry. Its impact differs significantly between pioneer organisations such as Nike and followers like Puma. Early and heavy investment in material science, digital ecosystem and data analytics gives a strategic advantage to Nike. Nike experienced 18% of revenue growth in their digital business to meet the demand of consumers in its mobile apps, including its Nike SNKRS apps for the collection of sneakers, Nike shopping apps and the Nike training club for wellness and home workouts (Williams, 2022). This digital growth has helped to fuel a 11% gain and $4.8 billion gain for Nike Direct (Opportunity).
However, Nike recently struggled with highlighting the shift to direct-to-consumer (D2C) sales. The sales have slumped to 10%, whereas competitors have gained market share. Slow innovation adoption has resulted in 50% of failure to innovate (Viveiros, 2024). As a result, Nike heavily rely on legacy products such as Air Force 1s and Jordans rather than promoting new offerings to attract consumers (Threat). 
Follower (Puma)- Followers tend to experience technological advancement as an opportunity. Partnership with Bastain solutions and AutoStore to double their order processing, a retrieval system for e-commerce demand and leveraging automated storage. The global e-commerce sale surpasses US$88trillion by 2027 (Wheeler, 2024). 
[bookmark: _Toc214571738]Environmental factor 
Environmental regulation and sustainability pressure are reshaping the sportswear industry. Pioneers (Nike), zero initiative promotes the use of recycled material in over 78% of its products, such as footwear and apparel, positioning itself as a leader in environmental innovation (Nike, 2021) (Opportunity). 
Before environmental forces, Nike faced a potential lawsuit following the dismissal of the case due to limited evidence. Nike faced a suit in accused of falsely advertising products as eco-friendly and sustainable (Threat). 
Follower (Puma)- Puma has not incurred any environmental fines or violations. The company is aiming for a positive supply chain and environmental impact on the environment. The company has achieved Environmental Management certification ISO 140001, which complies with re-emphasising sustainability strategy and goals (Puma, 2023). 
[bookmark: _Toc214571739]2.3.2 Strategic Implications
Pioneers (Nike), maintaining innovation leadership in materials and AI, contribute to preserving competitive advantage. Effective innovation leadership is crucial for an organisation seeking a competitive advantage. Innovation leaders shape the direction of teams, ensure new ideas and foster creativity in a dynamic business environment (Taherdoost and Madanchian, 2025). Followers, forming a strategic partnership with tech suppliers, help to reduce costs. Setting a close relationship between suppliers and buyers creates specific value and helps the supply chain to become resilient (Schoenherr et al. 2022). Companies with advanced procurement know the value they generate by focusing on the services they buy and the price of the products. In addition, suppliers and buyers work together to build innovative new products, for instance, boosting profit and revenues. 
[bookmark: _Toc214571740]3. Task 2: Strategic Responses of Pioneering and Follower Organisations
[bookmark: _Toc214571741]3.1 Pioneering organisations’ strategic responses
Pioneering organisation such as Nike respond to external challenges and opportunities by leveraging innovation and proactive investment. The following section critically evaluates these strategies using Ansoff’s Growth Matrix and Porter’s Generic Strategies. 
Ansoff’s Growth Matrix
Market penetration: Pioneers deepen their presence in existing markets by rapidly increasing the adoption of their innovations. For instance, Nike accelerate customer acquisitions through member rewards and offers. Member of Nike access special offers and discounts through the Nike App, a member's day is all out where members experience special price drops, fun challenges and members-only access (Nike, 2025).
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Figure 2: Ansoff Matrix
(Source: Lecture Material)
Product Development: Pioneering firms introduce breakthrough technologies and premium product upgrades. For instance, a heavy investment of Nike in technologies such as Flyleather and Flyknit has allowed Nike to produce high-performance and lightweight footwear with less material waste (Selvam, 2025). 
Market Development: Pioneers expand geographically or into new customer segments early to establish international leadership. For instance, Spotify and Nike are launching Make Moves, a global partnership which aims to inspire girls supported by artists, creators and athletes around the world. The partnership reflects a commitment to youth sports and improving well-being among the next generation (Nike, 2025). 
Diversification: Pioneers use diversification to manage risk and leverage innovation capabilities. For instance, technological capabilities signify Nike's innovation and product creation. The Willy Wonka factory is the epicentre of product and performance creation. Nike Air MI custom builds a shoe technology platform across a scalable production line in order to deliver exact capabilities for the next generation (Nike, 2025). 
Porter’s Generic Strategies
Cost leadership: This is associated with follower firms; some pioneers use scale and technology to become early cost leaders. For instance, Nike thinks that a skilled, engaged and valued workforce is important to sustainability and growth. Commitment of Nike to working and Collaborating with suppliers across the globe helps build strategic compensation capabilities that strengthen overall systems, meeting workforce needs and competitive wages (Nike, 2024). 
Differentiation strategy: The most common strategy for pioneers is differentiation, offering unique, innovative value. For instance, Jordan Brand, Nike and Converse are collaborating  their product, design and innovation in a single athlete focused creation to drive growth and accelerate innovation of the new Nike Inc (Nike, 2025). 
Focus strategy: Pioneer respond by targeting niche markets to reduce competitive pressure. For instance, the brand identity  of Nike revolves around movement and forging deep emotional connectionsand motivation. Iconic logo “Just Do It” signifies action and belief. This helps Nike to build its brand identity that inspires, sticks and sells (Lau, 2025). 
[bookmark: _Toc214571742]3.2 Follower organisations' strategic responses
Ansoff’s Growth Matrix
Market penetration: Followers often use aggressive market penetration strategies, as it is less risky and allows them to compete on accessibility and price. A prime example is Nike’s strategic use of culture defining figures such as Rihanna and Dua Lipa, which has helped it reassert itself as a major player in the fiercely competitive world of fashion, cult favourite sneakers (Nast, 2022).
Product development: Followers develop new products after pioneers have proven demand, reducing uncertainty. For example, Puma launched a new running shoes range “Ignite”, after Nike pioneered Flyknit. Puma has launched a new performance running shoe line in India featuring cutting edge foam technology that significantly boosts runners’ energy return (Fibre2Fashion, 2020). 
Market development: Followers expand into new geographical markets once the pioneers validate profitability. After Nike dominated Western Europe and the U.S, Puma has expanded into India, with a strong emphasis on participative sports. The company aims to create deeper connections with sports enthusiasts and athletes while maintaining a balanced presence across both offline and online channels.(Luthra, 2025). 
Diversification: Followers diversify selectively because they lack the financial scale of pioneers. For instance, Puma has outlined new strategic priorities which helped the company to establish itself as top 3 global sports brands. However, its sales are estimated to decrease by 10% on currency adjusted to € 1,955.7 million, due to strategic reset initiatives (Puma, 2025). 
Porter’s Generic Strategies
Cost Leadership: Followers often compete on affordability, appealing to price-sensitive segments. In comparison to Nike, Puma training shoes cost $81.4 and basketball shoes cost $120.7, which are the least experienced based on their mean prices (Sheena, 2023). 
Differentiation: Followers focus on brand personality and fashion appeal, not cutting-edge performance. For instance, Puma differentiates through fashion collaborations, whereas the Fenty and Puma collaboration focused on launching the newest product franchise (Puma, 2023). Puman Avanti and Fenty, the first footwear franchise, provided an unconventional mix blending high-quality leather design with an outsole of a heritage running shoe. 
Focus strategy: Followers target niche segments where pioneers are less dominant. In comparison to the pioneering company Puma is driving both culture and sport forward by designing the fastest products for the world’s fastest athletes(Puma, 2023). This helps Puma to strengthen its credibility from its heritage in sports. 
[bookmark: _Toc214571743]4. Conclusion
This report has demonstrated the importance of analysing the macro marketing environment as a foundation for effective strategic decision-making, particularly within the highly competitive global apparel and footwear industry. Implementation of the PESTEL framework, the analysis has highlighted environmental sustainability pressure and technology as the two influential external macro actors shaping contemporary industry dynamics. These forces are showing a significant impact on digital engagement, brand credibility, and long-term strategic positioning. Analysis showed that technological changes have driven opportunities; however, it also simultaneously created threats associated with competitive pressure and rising costs. Environmental factors are found to introduce increasing risks due to strict regulations and the requirement of transparency. However, this offers opportunities for an organisation to differentiate through responsible branding and innovation. 
Apart from this, the report established that these macro forces affect pioneering and follower organisations differently. Pioneers such as Nike have leveraged advanced technologies and strong innovation pipelines as platforms for competitive advantage; however, Nike is facing regulatory scrutiny. Followers such as Puma, by contrast, benefit from reduced uncertainty and often match the brand equity and innovation leadership. On the other hand, Ansoff’s Growth Matrix and Porter’s Generic Strategies have evaluated strategic responses of followers and pioneers. The findings reinforce that strategic adaptability and competitive success in the footwear and apparel sectors. Hence, it can be concluded that sustainable advantage depends on the ability of the firm to integrate technological and environmental insights to sustain long-term strategic planning and proactively respond to an increasingly dynamic global marketing environment. 
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