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[bookmark: _heading=h.sb9lne7blpmm]1. Introduction
The automotive industry in the world is experiencing a structural change where electric cars (EVs) are slowly replacing internal combustion engine cars. This change is fuelled mostly by growing climate change worries, the escalating fuel prices, and the development of battery technologies and digital vehicle systems. The shift towards sustainable mobility has been supported by the increase in energy efficiency, vehicle performance, and the introduction of software-based functions in present-day cars. Simultaneously, authorities in large economies are applying stiffer environmental policies, carbon footprints, and incentives of financial resources in the form of subsidies and tax reductions to encourage the use of EVs. 
These changes are dramatically changing the competitive environment of the automotive industry. In this dynamic environment, organisations embrace the various strategic roles. Tesla is commonly known as an innovative firm that has been at the forefront of the EV market with innovative battery systems, autonomous driving, and a great emphasis on software-based vehicles. Its technological advancement and leadership in the market are due to its early entry. Jaguar Land Rover (JLR), on the other hand, is a classic luxury automotive producer that is changing with the times and moving towards electrification. The company is acting under pressure from the environment and the market needs, and is trying to hold on to its premium brand image in a fast-evolving industry.

[bookmark: _heading=h.5ury8munc0yf]2. Task 1: Critical Analysis of the Macro Marketing Environment
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[image: ]
Figure 1: Global Electric Car Sales
(Source: IEA, 2025)
As shown in figure 1, the electric vehicle (EV) industry has greatly expanded due to technological innovation and environmental consciousness, as well as favourable government policies. Huang and Zhang (2025) added that the influence of external forces that affect the performance and strategic decisions of an organisation that cannot be controlled by managers is termed the macro-marketing environment. According to Saari (2022), PESTLE analysis is a common approach to analysing forces, consisting of political, economic, social, technological, legal, and environmental factors. Technological and political/environmental factors are also the most relevant in the electric vehicle (EV) industry since they have a direct impact on innovation, regulation, and market demand. Both supply and demand are affected by technological changes that are dictated by performance and differentiation of products, as well as environmental policies that dictate the level of emissions and incentives. The high rate of the EV industry development can demonstrate the force of these influences. In 2023, the number of EVs sold worldwide had reached 14 million vehicles, which is 18% of total vehicle sales, as compared to 22% in 2018 (IEA, 2025). It is estimated that the market will expand to USD 6.5 trillion by 2030, as compared to USD 0.9 trillion in 2023 (Grand View Research, 2025). It is projected that by 2027, EV revenues will reach over USD 623 billion across the world (Statista, 2025). With this, competition is getting more and more battery-driven with the help of digital automobile technologies.
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[bookmark: _heading=h.n8bo0ed3f2w1]2.2.1 Impact on Tesla (Pioneer Organisation)
The relevance of technological innovation is a huge opportunity for Tesla as it enhances its competitiveness and market dominance. The company makes investments in its own battery systems, autonomous driving technologies, and unified software platforms, which make it possible to be very differentiated in its products. Its network of Superchargers around the world enhances the convenience of charging, which is the major obstacle to EV adoption. As per Farrukh et al., (2025), the speed of innovation is essential in these dynamic industries since businesses need to keep innovating to stay afloat. Tesla does this by updating its vehicles over the air, which improves the performance of the vehicle without any significant hardware modifications. Tesla is another company that enjoys first-mover advantages. Early entry helped the company to establish technological standards and create a high brand recognition (Platzek, 2025). This marketing enabled market leadership. It produced about 1.8 million vehicles in 2024, which shows that Tesla has scalable production capacity (Tesla, 2025). High technological strengths and ongoing investment in R&D also strengthen the leadership of Tesla and establish entry barriers (Lee and Lee, 2025).
[bookmark: _heading=h.pkr9h3ow9las]2.2.2 Impact on Jaguar Land Rover (Follower Organisation)
In the case of Jaguar Land Rover, technological factors offer both threats and opportunities. Being a follower, JLR did not start with the pioneers of EV because it was dependent on the internal combustion engine technology, which poses a serious competitive disadvantage in a rapidly evolving market. According to Whitfield and Wuttke (2025), collaboration and incremental innovation enable the use of catch-up strategies by latecomer firms. JLR pursued this type of approach through collaboration with providers of technologies and new EV platforms. For instance, its next‑gen architecture, EVA‑2, has centralised the concept of vehicle computing in 3 key domains. These are connected to the Cloud using WiFi and 4G connection (JLR, 2025). Reverse engineering and copying are some factors that enabled such a transition. Advanced technologies are usually replicated by firms in order to speed up the development processes (Kraft and Rammer, 2025). JLR can incorporate the current EV technologies into its luxury cars to stay afloat. These efforts notwithstanding, slower innovation relative to Tesla is a weakness. Technological factors are a potential source of repositioning and a potential threat to long-term competitiveness due to the need to maintain brand heritage to enable a rapid transformation.
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[bookmark: _heading=h.rcjwqfpizjpk]2.3.1 Impact on Tesla (Pioneer Organisation)
Tesla has substantial opportunities that are formed by political and environmental factors, which favour the use of electric cars with the support of regulatory frameworks and financial incentives. Many governments in the leading economies have instigated subsidies, tax credits and emission reduction objectives to facilitate sustainable transportation. Projections in the market indicate the magnitude of growth that is driven by policy. The long-term effects of environmental policies in the global EV market are that the market will be able to grow by a range of USD 673 billion in 2024 to USD 1.9 trillion in 2034 (Fortune Business Insights, 2025). Such incentives lower production prices and make consumption more affordable, thus boosting market growth. EV infrastructure is yet another area that is developed through energy policy. According to Cheng et al. (2025), optimisation of the electricity market and integration of renewable energy add to the sustainability of EV systems. This transition is good for Tesla because its products align with clean energy goals. Environmental regulations are becoming important in shaping leadership strategies in the EV industry. Soerjopranoto et al. (2025) added that companies need to combine their innovation strategies with sustainability objectives to be competitive. The emphasis of Tesla on zero-emission vehicles places it in a favourable position in this regulatory environment, and it builds its competitive advantage.
[bookmark: _heading=h.j9p144obvl3q]2.3.2 Impact on Jaguar Land Rover (Follower Organisation)
Jaguar Land Rover is under great pressure to move towards electrification due to political and environmental influences. Tighter emission standards and sustainability policies make internal combustion engine vehicles less viable, compelling the conventional manufacturers of vehicles to use low-carbon technologies. According to Cooke (2025), regulatory systems compel companies to reform production systems and incorporate sustainable practices in their operations. This is a challenge and also an opportunity for JLR. Although compliance is a costly procedure, it allows the company to rebrand itself as a sustainable luxury brand. The strategic change of JLR is facilitated by its financial ability. In 2023, it earned GBP 29 billion in revenue, and the funds can be invested in electrification (JLR, 2025). This change is reflected in the Reimagine Strategy, which aimed at emission reduction and the creation of electric vehicle models. Nonetheless, the company is still less competitive than Tesla because of its late market presence and the use of old technologies. The regulatory pressure intensifies pressure on changes, and thus, transformation is the only way to remain competitive in the changing automotive industry.

[bookmark: _heading=h.ns2az3xbxjdu]3. Task 2: Strategic Responses
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	Strategic Element
	Description

	Strategy Type
	Differentiation

	Target Market
	Broad global EV market

	Product Focus
	High-performance electric vehicles with advanced technology

	Key Differentiators
	Battery innovation, autonomous driving, software integration

	Innovation Approach
	Continuous R&D, over-the-air updates, AI-driven systems

	Competitive Advantage
	Strong brand leadership, technological superiority, integrated ecosystem

	Strategic Strength
	First-mover advantage and rapid innovation capability

	Strategic Limitation
	High dependence on continuous innovation and R&D investment


Table 1: Tesla’s Differentiation Strategy (Porter’s Model)
Tesla embraces a differentiation strategy, which is well anchored on technological innovation, product uniqueness, and brand positioning. It is oriented to developing higher value by means of innovative functionalities, self-driving opportunities, embedded software, and high battery technologies (Tesla, 2025). The given strategic orientation allows Tesla to stand out among conventional car manufacturers and be a competitive force within the EV market. One of the main aspects of Tesla's strategy is the large investment in research and development. Another aspect of the company that is constantly being enhanced is its products through software upgrades and technological advancements that enable the company to provide consumers with continuous value without a significant hardware upgrade. 
Anderson et al. (2025) stressed that the innovation-driven organisations focus on scalable technologies and perpetual growth in order to remain competitive over the long-term. The example of Tesla is the application of artificial intelligence, data analytics, and online solutions to the car. The efficiency of Tesla's strategic approach can be demonstrated by its financial performance. In 2024, the company earned USD 96.7 billion in revenue, which shows high demand for its differentiated products in the market (Tesla, 2025). This has been helped by its capacity to sustain premium prices whilst increasing production capacity. The differentiation strategy will enable the firm to focus on customers who are concerned with technological sophistication and sustainability, as opposed to rival firms that focus on price.
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Figure 2: Electric Vehicle Market Size
(Source: Grand View Research, 2025)
Figure 2 showed that the global EV market grew to approximately USD 0.9 trillion in 2023 and is expected to be almost USD 6.5 trillion in 2030 (Grand View Research, 2025). The other important aspect of Tesla's strategy is that it has a vertically integrated ecosystem. The company has ownership in the major areas of its value chain, such as battery manufacture, software development, and charging infrastructure. Such integration provides greater efficiency in terms of operation and decreases the reliance on external suppliers. As noted by Chinta and Chinta (2025), Tesla has a competitive edge because it can merge technological innovation and good brand positioning. The  Tesla brand is positively related to innovation, sustainability, and performance, promoting customer loyalty and market perception. 
Tesla is another company that makes use of data-driven capabilities to improve the performance of its products and customer experience. The constant gathering of data on its cars might allow it to enhance the autonomous driving system and maximise energy efficiency (Chinta and Chinta, 2025). This will establish a vicious cycle that will be self-enforcing in terms of innovation and differentiation. Additionally, Tesla's global expansion policy helps to lead its market by expanding in such areas as North America, Europe, and Asia. Nevertheless, there are also challenges with Tesla's strategy. The dependence on constant innovation means that it demands significant investment and makes the company vulnerable to technological dangers. Also, with the influx of more competitors in the EV market, differentiation must be preserved more and more. These issues notwithstanding, Tesla is strategically positioned in the competitive environment owing to its strategic emphasis on innovation and integration.
[bookmark: _heading=h.z0wkknomnor2]3.2 Jaguar Land Rover’s Strategic Responses (Follower)
	Strategic Element
	Description

	Strategy Type
	Focused Differentiation

	Target Market
	Premium and luxury EV segment

	Product Focus
	High-quality electric vehicles with advanced design and performance

	Key Differentiators
	Brand heritage, craftsmanship, exclusivity

	Innovation Approach
	Gradual electrification and integration of EV technology into existing models

	Competitive Advantage
	Strong brand equity and ability to command premium pricing

	Strategic Limitation
	Slower innovation compared to EV pioneers and reliance on external partnerships


Table 2: Jaguar Land Rover’s Focused Differentiation Strategy (Porter’s Model)
As a strategy of ensuring that it remains competitive, Jaguar Land Rover (JLR) will allocate its efforts to a focused differentiation strategy through the premium and luxury segment of electric vehicles (EVs). JLR is also not as expansive in this market segment as Tesla because it focuses on maintaining its brand identity and moving towards electrification. It focuses on quality of design, performance, and exclusivity as its major competitive features (JLR, 2025). The main feature of this plan is a slow process of electrifying its current product range. JLR does not need to reshape its business model altogether, but incorporates EV technology into its luxury vehicles, which would enable it to keep its brand legacy intact by staying flexible to the evolving market environment. As Fernando (2025) emphasises, companies venturing into the electromobility industry must obtain a business model innovation that is evident in the strategies of JLR to integrate classic luxury traits with sustainability requirements. This niche of customers who appreciate luxury and design means that JLR does not need to be able to compete directly with mass-market EV manufacturers. This focused positioning allows the company to have better margins, and also position its products in terms of quality and brand value and not just on technological superiority.
Another important element of JLR's strategy is collaboration. Li and Woods (2026) clarified that companies operating in new industries enjoy the benefits of co-evolution in innovation networks. JLR uses outsourcing to technology providers to hasten its electrification process, eliminating the necessity of long-range research and development. This strategy will help it increase efficiency and accessibility to new technologies, thereby assisting in its positioning in the luxury EV market. Nonetheless, JLR has a number of strategic issues. It might also be less in control of technological innovation than vertically integrated companies such as Tesla because it is based on external partnerships. Additionally, Montes Torralbo (2024) stated that its capacity to react to fast changes in the industry could be limited by the slow rate of electrification. It is also subject to a risk of being viewed as a latecomer in the EV market that will undermine its competitiveness. Altogether, the focused differentiation strategy enables JLR to be competitive in a niche market because of the high brand equity and high-end positioning. Nevertheless, its future success will be determined by its capacity to strike a balance between innovation, cooperation, and branding and adapt to the growing competition and technological progress in the EV sector.

[bookmark: _heading=h.tafe8gyc2n0e]4. Conclusion
The trend towards electric mobility has radically changed the world automotive sector, affected the intensity of competition and shifted the strategic priorities. The macro-environmental forces, such as technological innovation and environmental policies, have become strong forces that are forcing the automotive firms to re-evaluate their conventional business models and invest in new capabilities. Battery innovation, digital car systems, and charging infrastructure have contributed to the acceleration of the change towards electric vehicles, and governmental rules and sustainability goals have only increased the change. Tesla is a bright example of an innovative organisation which has been able to use these forces to achieve a highly competitive advantage. With a high level of battery innovation, software-controlled cars, and a broad network of charging stations, the company gained market leadership at a very early stage of the development of the EV industry. Its capability to combine both technology and brand positioning has enabled it to be ahead of technology. Jaguar Land Rover, on the other hand, is a more conservative supplier that is changing in response to technological disruption and regulation. The fact that it is shifting to the electrification option underscores the difficulties that the old companies have in balancing innovation and brand identity. In general, the more successful companies can align their innovation strategies with the external environmental forces, the more reasonable their opportunity to maintain their competitive advantage in the highly dynamic EV market in the long-term.
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