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Introduction
This report discusses the impact of macro- environmental factors on strategic positioning and marketing reactions in the electric vehicle (EV) industry. The comparison of Tesla as a pioneering organisation and BYD as a follower is an analysis of how to influence the competitiveness and the long-term performance of a technology-driven and policy sensitive market-environment depending on their strategic orientation.
EV sector is one of the most radical divisions of the international car industry featuring technological upset, environmental friendliness, and the growing competition. Electric mobility transition, as Ajanovic and Haas (2020) discuss, is based on the need to address the environmental issue and the potential of firms to grow strategically. Recent market developments indicate a faster adoption rate fuelled by falling battery prices and government backing, with the world EV market growing rapidly based on the International Energy Agency (2024) and Statista (2025) projections. The macro marketing environment is simply the environment in which organisations are able to strategically make decisions since they are surrounded by very complex external forces that determine opportunities, risks and market structures. 
The report is divided into 2 important sections that deal with macro-environmental analysis and organisational strategic responses. The former task is a critical assessment of the political and technological factors of competitiveness in the industry and the latter one is the adaptation of the strategies of pioneering firms and their followers to these factors. The scope is concerned with measurement of strategic fit of organisational capabilities to external environmental dynamics.
[bookmark: _Toc225281905]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc225281906]2.1 Macro Marketing Environment
Macro marketing environment is those external factors that influence organisational competitiveness and which are beyond the control of managers. In order to foresee strategic opportunities and threats, the PESTLE framework offers a formal framework homing in on the analysis of these forces in the political environmental sphere, in the economic one, in the social environment, in the technological sphere, in the legal sphere, and in the environmental sphere. In the electric vehicle (EV) sector, macro-environmental forces have a powerful impact on market growth and expansion, the level of innovation and competitive stance. 
Of all PESTLE dimensions, political and technological ones have the greatest impact on EV competitiveness. Emission regulations and government incentives directly speed up the rate of adoption and growth of the industry. Subsidies and demonstrated to boost EV adoption by more than 1520 percent at initial stages: Hardman et al. (2021) show that financial assistance can enhance the competitiveness of the EV market. 
The strategic importance of these forces is also evidenced by the industry. In 2023, or over 18 percent of new vehicle sales, the world sold more than 14 million EVs, equivalent to more than 18 percent of the spanking new vehicle sales (International Energy Agency, 2024), and market revenues and projections indicate that the sales will exceed USD 900 billion by 2028 (Statista, 2025). As a result, macro environmental forces present opportunity and competitive threats to first mover companies like Tesla and second movers like BYD.
[bookmark: _Toc225281907]2.2 Analysis of Macro Factor 1: Political
[bookmark: _Toc225281908]2.2.1 Impact on Pioneer Organisation (Tesla)
Political intervention presents maximal opportunities to Tesla in terms of certainty in demand and expansion of regional markets. Ever-increasing emission laws and government subsidies have merely increased the popularity of EVs, particularly in North America and Europe. According to Hardman et al. (2021), financial incentives are included among those which are vital in reducing the consumer buy barriers which improves early mover advantages. Tesla has focused on innovation and this has assisted it in its differentiation positioning even though the strategic alignment between the Tesla and its sustainability policies has assisted it in its positioning.
Based on the investor disclosures by Tesla, regulatory incentives had a role to play in higher levels of global production that is, the utilization of strategies to grow gigafactories (Tesla Inc., 2024). This political alignment is increasing level of competitive advantage since Tesla can overcome the first-mover advantage in emerging EV markets. Besides, Sovacool et al. (2021) state that the policy-based ecosystems of innovation will favor established companies that have an advanced technological foundation.
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Figure 1: Comparison of Sales of Tesla and BYD
(Source: Carson, 2024)
‌Political incentives create both opportunities and constraints that directly shape Tesla’s competitive advantage in the global EV market. Pricing strategies and cost structures may be interfered by the subsidies decrease or, even, geopolitical trade tensions. Wolfram and Lutsey (2022) observe that such a policy can be very volatile, which can significantly affect the profitability of a capital-intensive industry, such as EV manufacturing.
[bookmark: _Toc225281909]2.2.2 Impact on Follower Organisation (BYD)
The political factors in the case of BYD are the enabling conditions as well as a strategic weakness. With a great deal of state assistance, the Chinese have been able to build the capacity to produce on large scale and enter the domestic market so rapidly. The data reflect the strength of the sufficiently fitting industrial policy frameworks because the International Energy Agency (2023) argued that China alone sold nearly 60 percent of EVs in the world over the last few years.
The cost leadership strategy of BYD is also strongly related to the development of the infrastructure and supply chain integration which is backed by the government. After examining the case of the Chinese EV makers, Deloitte (2024) highlights that due to the government incentives, the Chinese makers can afford to make profound cost savings in comparison to the partners abroad. This enhances the competitive position of BYD in the large-scale markets.
The market position and global expansion of BYD can be suppressed by relying on the domestic political systems (refer to Figure-1). Contact with international markets has almost brought up the barriers to inter-trade and policy diversification that raises a question on strategic expansion in the long run. According to Ajanovic and Haas (2020), the fact that policies vary across different territories is one of the biggest impediments to the uniform adoption of EV. 
[bookmark: _Toc225281910]2.3 Analysis of Macro Factor 2: Technological
[bookmark: _Toc225281911]2.3.1 Impact on Pioneer Organisation (Tesla)
One of the key opportunities of Tesla is technological innovation since it integrates its differentiation strategy and leadership in innovation. Tesla is able to occupy the luxury positioning with innovations in battery capacity, self-driving, and programming. According to Li et al. (2021), technological superiority can be regarded as one of the key factors of the ongoing competitive advantage of new industries.
As per industry statistics, the price of batteries has dropped at a rate of about 90 percent over the past decade, allowing a greater number of individuals to afford them, strengthening Tesla’s cost-performance product (International Energy Agency, 2024). Tesla’s innovation ecosystem is vertically integrated which not only facilitates operations but also enhances brand perception as a technological pioneer. It is this innovation leadership that enables high pricing policies and customer retention.
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Figure-2: Best Selling EV Automakers
(Source: EVBoosters, 2024)
As per competitive advantage and its implication is concerned, continuous technological advancement requires massive investment and increases the financial risk level. Kumar et al. (2021) point out that rapid innovation cycles may provide additional uncertainty in terms of return on investment in new technology fields (refer to Figure-2). However, Tesla has a strong research base and innovation culture that can assist the firm to survive these challenges with a long-term strategic edge.
[bookmark: _Toc225281912]2.3.2 Impact on Follower Organisation (BYD)
Technology primarily influences cost efficiency and scalability of production in the case of BYD rather than innovation differentiation. The integrated nature of battery production has enabled the company to realise cost savings that have strengthened competitiveness in price-sensitive markets. Statista (2025) indicates that affordable EV models are increasingly demanded in emerging economies, which explains BYD’s focus on mass-market accessibility.
BYD’s technological strategy represents an adaptive follower innovation approach rather than radical technological disruption. Sovacool et al. (2021) state that technological diffusion may be leveraged by follower firms as it reduces research risks while enabling exploitation of existing industry standards. This strategic orientation strengthens BYD’s competitive positioning in high-volume market segments.
In terms of market position, dependence on existing innovation trajectories may constrain long-term brand differentiation. According to Wolfram and Lutsey (2022), technological leadership remains a key determinant of profitability in the EV market. Therefore, although the cost-driven technological approach adopted by BYD supports short-term market expansion, it may limit the company’s ability to emerge as a premium global brand comparable to pioneering innovators.
[bookmark: _Toc225281913]3. Task 2: Strategic Responses of Pioneering and Follower Organisations
[bookmark: _Toc225281914]3.1 Strategic Responses of the Pioneering Organisation (Tesla)
The strategic reaction of Tesla to the external issues and opportunities is the proactive, innovation-focused orientation that would allow the company to remain on the top of the quickly changing industry of the electric cars (EV). Favourable regulatory systems, sustainability forces, and increasing consumer demands of low-emission transport opportunities have been exploited by the organisation through accelerated market growth and enhanced brand awareness. Hardman et al. (2021) show that market with subsidies increase first-mover advantages as it initiates demand, which Tesla has employed strategically as a first-mover by early investment in large-scale production facilities like gigafactories. Such correspondence to regulatory incentives helps Tesla increase the production volume and consolidate the competitive position. Nonetheless, policy-driven demand also presents the company with geopolitical risks and regulations that may affect the pricing structure and profitability over the long term in capital-intensive business sectors like EV production, as Wolfram and Lutsey (2022) mention. A strategic issue that Tesla faces as well as an opportunity is technological disruption. The vertically integrated business approach of innovation which encompasses battery technology has helped it to remain in a position of premium market being in a tougher competition. The International Energy Agency (2024) notes that lowering battery prices have only increased the uptake of EVs in the market through the world, allowing Tesla to provide a greater perceived value to the consumer and remain differentiated. 
To critically examine the positioning strategy of Tesla, this section utilises the Porter Generic Strategies Model which is especially relevant in the issue of developing a competitive advantage by the firm based on cost leadership or differentiation. This model suits well in the EV because technological innovation, brand positioning and cost structures are the key determinants of competition in the industry as opposed to the growth direction (Wolfram and Lutsey, 2022). The framework by Porter gives theoretical explanation as to how organisations that pioneer create sustainable competitive advantage through seeking unique value propositions. The differentiation strategy is provided by the fact that Tesla focuses more on technological leadership, elite branding, and ecosystem integration, which allow the company to set higher margins and customer retention.
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Figure-3: Porter Generic Strategies Model
(Source: Self-made; idea from Wolfram and Lutsey, 2022) 

In this context, the strategic orientation of Tesla indicates how differentiation may lead to the long-term competitive advantage in the case of innovation-oriented industries. Li et al. (2021) also claim that one of the key predictors of long-term competitiveness in new mobility market is related to technological leadership, particularly where the innovation in the products can exert an influence on the behaviors of consumers towards the product adoption (Kalogiannidis, 2021). This position is also supported by the examples in the industry where Tesla advances in battery efficiency, over the air software updates and autonomous driving features are redefining the standards of performance within the EV industry. According to Ajanovic and Haas (2020), those organisations that incorporate sustainability of the environment with technological differentiation are better equipped to fight through the transition in the industry. 
[bookmark: _Toc225281915]3.2 Strategic Responses of the Follower Organisation (BYD)
The adaptive and cost-focused nature of the strategic response to the external environment by BYD means that the company can remain competitive in the highly growing electric vehicle (EV) market (Setyowati et al. 2021). Being a follower organisation, BYD has taken advantage of the favourable domestic industrial policies, government incentives and infrastructure investments in the country to increase the production capacity and faster market penetration. International Energy Agency (2023) notes that the high policy backing in China has greatly contributed to the adoption of EVs as companies like BYD have been able to achieve a large market share in the domestic and emerging markets. This policy fit gives BYD scale benefits and demand predictability, but reliance on local politics leaves the company vulnerable to possible geopolitical and trade barriers potentially limiting international growth.
[image: ]
Figure 4: Porter Generic Strategies Model
(Source: Self-made; idea from Sovacool et al., 2021)

BYD strategic orientation is characterized by technological adaptation and not radical innovation. The company is also working on incremental technological changes especially in vertical integration in battery manufacturing and supply chain management that increases the efficiency of the working process and decreases the cost of production. According to Sovacool et al. (2021), technological diffusion can help firms of followers to capitalise on the current innovations in the industry at minimal risks of research and development. This strategy will enable BYD to provide affordable EVs in price-sensitive markets, where affordability is a major factor of adoption. Nevertheless, the cost-efficiency focus might restrain brand differentiation and profitability in the long term, especially as the technological leadership gradually becomes the source of value creation in the EV industry, as Wolfram and Lutsey (2022) remark.
In a critical review of the competitive positioning of BYD, this section will follow the Generic Strategies model developed by Porter that shows how organisations attain competitive advantage on the basis of their cost leadership, differentiation, or focused strategies. The model specifically applies to the EV industry because it is the capacity to compete in terms of technology, the price format and the strategic position rather than the direction of growth. The cost leadership strategy applies in this case of BYD because the company emphasizes the economies of scale, manufacturing efficiency and cost-efficient products, which enables the company to cover the mass-market segments and emerging economies. This is a strategic positioning when compared to the differentiation strategy of Tesla and shows how the follower firms could stay in the game by emphasizing on affordability and operational efficiency.
The examples in industry also depict the cost leadership orientation of BYD. According to Deloitte (2024), integrated EV manufacturing ecosystem in China has allowed the local manufacturers to attain high cost-reduction and scale efficiencies, which has enhanced the competitiveness of BYD at the global level. On the same note, Statista (2025) suggests that there is increased demand in affordable EV models in emerging markets, which supports the strategic orientation of BYD to price competitiveness. Although such a strategy helps to enter the market quickly and gain volume, the focus on cost advantage can limit brand reputation and technological superiority in the long-term as per Deloitte (2023) and Salamah (2023). As a result, the strategic reaction of BYD indicates a balance between the opportunities of any macro-environment, and risk management of the competition, showing how follower organisations can remain relevant to the market due to adaptive and efficiency-oriented strategies.
[bookmark: _Toc222732285][bookmark: _Toc225281916]4. Conclusion
The paper has critically analysed the impact of macro-environmental forces on strategic marketing response in the global electric vehicle (EV) market with special reference to Tesla as an innovative organisation and BYD as a copycat organisation. The discussion has revealed that political and technological forces are the most powerful forces behind the reconciliation of competitive dynamics in the industry and have a significant impact on the growth of the market, the level of innovation and strategic alignment. The high growth of EVs popularity has significantly increased the competition, which supports why companies have to reorganize strategic capabilities and adapt to changing regulatory and technological conditions.
The findings reveal that the differentiation approach of Tesla supported by the technological leadership and brand positioning enables the company to effectively exploit the opportunities presented by the macro-environment than cost-based competitors. In comparison, the cost leadership strategy of BYD allows penetrating and scaling the market, in particular, in price-sensitive markets, as a strategic response to domestic support in the policy and manufacturing efficiency. These two conflicting strategies highlight the necessity to ascertain strategic fit between the organisational resources and the external environmental environment. 
On balance, the report highlights the strategic importance of constant environmental scanning in the ability of organisations to predict market changes and respond to them in their marketing approaches. The relative analysis between the pioneer and the follower strategy shows that the strategic competitive advantage in the EVs industry can be sustainable based on how well macro environmental insights are incorporated in strategic decision-making processes.
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