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Executive Summary 

Political and social factors (regulations, trade policies, compliance requirements, 

consumer expectation and lifestyle changes) in the smartphone and technology 

industry are strong influences that ensure firm strategy. Innovation, differentiation, 

early compliance, and market expansion through pioneers such as Apple are 

responding to industry standards. Such followers as Samsung respond by providing 

lower-cost products, enhancing innovative first-mover products, and niche marketing. 

These political and social forces have to be met with strategic responsiveness to 

remain competitive, satisfy changing consumer needs, and attain success in changing 

global markets in the long term. 
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1. Introduction 

The importance of a thorough appreciation of macro marketing environment in 

strategic marketing management is a growing expectation in the market due to the 

influence of the external forces that greatly dictate how the market behaves, what 

consumers expect and how the market competes (Mudany, Ngala and Gituro, 2021). 

This report is an attempt to take a critical look at two key elements of the macro 

environment namely political and social environment and their impact on pioneer and 

follower organisations in the chosen industry. The study of these external players is 

imperative since the organisations have environments that are influenced by changes 

in regulations, population, cultural values and trends in the society that have direct 

influences on the marketing choices. It is thus the case that environmental scanning 

helps firms to envisage changes, determine strategic risks and capitalize on the 

emerging opportunities in order to enhance market positioning. 

The report has been organized into two major tasks. Task 1 offers a critical analysis of 

the political and social environment examining how each of them generates 

opportunities and threats to both pioneering and follower firms. The correct response 

of these organisations to strategic responses through the correct marketing 

frameworks and real life examples in the industries is then assessed in task 2. The 

summary of the main insights at the end of the paper supports the need to align the 

marketing strategy with the macro-environmental trends. 

2. Task 1: Critical Analysis of the Macro Marketing Environment 

2.1 Overview of the Macro Marketing Environment 

The macro marketing environment is the general external forces that influence the 

environment under which organisations are operating (Jose Pereira Lemos, 2023). 

These forces are beyond the direct control of firms and this affects consumer 

preferences, market growth, regulatory structures and competition behaviour. This 

environment is commonly analysed through the PESTEL framework (Political, 

Economic, Social, Technological, Environmental, and Legal), in determining the 

implication of external change to the marketing strategy (Anderson, 2025). 

Knowledge of macro environment is critical to marketing decision making as it enables 

firms to comprehend market signals, disruptions that may occur and make 

amendments to their strategic path. Innovation, regulation, and first-mover advantages 



2 
 

are usually determined by the macro-environmental forces in pioneering organisations 

(Crick and Crick, 2021). In the case of follower organisations, the opportunities of low-

cost entry, market adaptation, or segmentation strategies might be also pointed out by 

the same forces. Therefore, environmental analysis is a fundamental element of 

strategic marketing, which allows market leaders and followers to compete lucratively 

in dynamic and uncertain markets. 

2.2 Selection of Two External Macro Marketing Actors 

The two macro-environmental actors have been chosen as the Political and Social 

factors due to the purpose of this report. The factors are now some of the most 

effective in the technology and smartphone industry, which had serious impacts on the 

competition, consumer behaviour, as well as strategic decision-making. 

Political Factors: Justification and Current Influence 

The activities of smartphone companies around the world are quite heavily influenced 

by the political forces. Competitiveness and cost structure are influenced by 

government regulations on data protection, digital security, trade policies and 

technological standards (Nordin and Ravald, 2023). As an example, trade limitations 

between the US and China have increased the prices of components and destabilized 

supply chains, whereas the GDPR in the EU has compelled companies to improve 

their data-handling and cybersecurity systems. Policies on 5G spectrum, importation 

tariffs, and environment standards are other decisions affecting production policies 

and market access. These are political aspects that affect innovation, flexibility, and 

strategic plans of pioneers such as Apple and Samsung and followers such as Xiaomi 

and Oppo. 

Social Factors: Justification and Current Influence 

Social forces have great impact on smart phone industry in that they determine 

consumer behaviour, expectations and product demand (Li et al., 2021). Increasing 

digital reliance among young people creates a need to acquire high-performance 

products that would be used in gaming, social media, and work remotely. The trends 

of lifestyle, like content creation, mobile payment, and sustainability are influencing 

firms to use recycled materials, cut down on packaging waste, and create social 

responsibility as witnessed in the Samsung 2024 sustainability plans. The factor of 

demographics is also instrumental: the developing markets have a high demand 
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regarding affordable devices, whereas the developed markets preserve the high-end 

markets (Khan et al., 2023). Such trends drive the innovation, segmentation, and 

branding strategies. 

2.3 Critical Analysis of Each Actor 

Political Forces 

Political developments have a great influence on the smartphone companies as they 

influence regulations and trade policies as well as access to the market. In the case 

of an innovative company such as Apple and Samsung, the tighter data security 

regulations, quality of their product, or import quota give them the possibility to use 

their resources to comply fast, boosting consumer confidence, and creating obstacles 

to competitors (Faccio and Zingales, 2021). As an example, the proactive response of 

Apple to the GDPR in Europe reinforced its brand name and restricted the 

opportunities of smaller competitors to enter the market. Global innovators are 

however susceptible to political risks, like the US-China trade embargo, which adds to 

the cost of components and supply chains are disrupted. In the case of a follower firm 

such as Xiaomi or Oppo, political changes create the opportunity to venture into 

markets that the first movers have already cleared the regulatory hurdles (De Villa, 

Rajwani and Lawton, 2015). The advantage is that followers have less compliance 

standards and reduced cost of conducting research and development, but they are at 

risk when the regulations raise the cost of entry or give preference to the incumbents. 

As a strategy, pioneers should invest in policy monitoring, government relations, and 

risk management and followers require flexible entry strategies and careful selection 

of the market. 

Social Forces 

Demand of the products and innovation strategies are impacted by changes in society, 

such as an addiction to digital, sustainability expectations, and population changes 

(Maleha et al., 2025). The advantage of innovators is that they introduce high-

performance devices capable of fulfilling the requirements of digital savvy customers 

and demonstrate their social accountability with help of recycled materials and 

environmental friendly steps (Sarfraz et al., 2022). One way of how Samsung can do 

this is by sustaining its activities in 2024 which would be as well in line with brand 

loyalty and high-end positioning. By addressing the entrance level with target 
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populations in the emerging markets with the affordability and marketing to young 

audiences, the followers can tap into the rising demand as well as integrate 

environmental friendliness to reflect consumer expectations. Nevertheless, the 

inability to react to social tendencies may jeopardize market. As a tactic, pioneers and 

followers should incorporate social insights in product designing, marketing and brand 

positioning, to retain competitiveness and address the changing consumer demands. 

3. Task 2: Strategic Responses of Pioneering and Follower Organisations 

3.1 Pioneering Organisations’ Strategic Responses 

Responding to Political and Social Challenges and Opportunities 

Apple is also what is commonly referred to as an innovative organisation due to the 

way it sets market expectations through innovation, good branding and the use of new 

digital trends (Kuo, Fang and LePage, 2021). The company is also proactive in 

responding to political changes like data protection legislations, compliance measures 

and international trade conflicts with high investments in legal capacities and 

openness devices. Apple has high financial resources, which enable it to adapt in time 

to the regulations, decreasing the political risk at the long-term. Apple products are 

formulated under the strong influence of social pressures, which include sustainability 

and inclusiveness, ethical behaviour and digital lifestyles (George, Merrill and 

Schillebeeckx, 2021). Integration of privacy protection, environmental commitment, 

and accessibility aspects makes Apple integrate its innovation agenda with the 

expectations of the society, strengthening its leadership and consumer loyalty. 

Application of Ansoff’s Growth Matrix 

Apple is a company that employs the Matrix of Ansoff to overcome the external 

pressures strategically. It often uses product development through redesigning of 

products to match the new political and social requirements. The encryption efforts at 

Apple are fuelled by political pressure to secure the privacy of data, and the 

sustainability-related social issues encourage the use of greener materials and low-

energy technologies (Qomaro, Nasrulloh and Salleh, 2024). Diversification is also 

used by Apple, through the introduction of digital services like Apple Pay, TV+, cloud 

platforms, that are less vulnerable to risks of global trade than the hardware. Moreover, 

by market development, Apple focuses on such emerging countries whose digital 
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adoption is increasing. All these measures contribute to Apple being strong enough 

and preserving the leading role. 

Application of Porter’s Generic Strategies 

The primary competitive strategy of Apple is the differentiation strategy, which focuses 

on the high-quality products, high technology, leadership in privacy and ethical conduct 

(Ali and Anwar, 2021). This is a strategy that matches well with social demands of 

responsible and credible digital behaviour. Politically, Apple bolsters its distinction by 

surpassing or complying with its regulations in the field of data security, environmental 

standards and product safety. Apple also employs the focus strategy in certain 

situations where they provide features that are specific to particular demographic or 

cultural segments. These strategies help Apple to maintain its reputation as a leader 

in the industry that can change political and social standards. 

Industry Examples 

The example of Apple demonstrating innovative strategic actions through enhancing 

privacy controls to comply with political requests to protect data and achieving 

sustainability via recycled materials, carbon-neutral objectives, and ethical sourcing 

can be described as innovative. Such activities are in tandem with the changing social 

expectations, build brand trust, and allow Apple to shape the industry standards. 

3.2 Follower Organisations’ Strategic Responses 

Adapting to Political and Social Pressures 

Samsung is viewed as a copycat in the high-end smartphone industry since it 

frequently develops and upgrades technologies issued initially by innovators such as 

Apple. After standards have been established by pioneers, followers generally adapt 

and deals with initial regulatory insecurity, which diminishes the likelihood of risky 

adaptation (None Abetoh Nyiawung Fobellah, 2025). Such forms of political pressures 

include trade obstacles, supply chain uncertainties and dissimilar data rules that face 

Samsung. The strategies of Samsung are also influenced by social pressures like 

affordability demand, bigger screen and green alternatives. The company reacts by 

making prompt product changes, being flexible in pricing and product lines offering 

value-conscious consumers a variety of products. 
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Application of Ansoff’s Growth Matrix 

Samsung tends to use market penetration, particularly when the political or economic 

uncertainty creates a high demand of cheap, high-value devices (GURCAYLILAR-

YENIDOGAN and AKSOY, 2018). It also relies on market development; it has ventured 

in areas such as South Asia, Africa and Latin America, which have fewer political 

obstacles and the presence of Apple is less. Samsung embraces product development, 

through augmenting technologies that first came out, like display features, battery life 

and user customisation. Such inventions enable Samsung to respond to the social 

trends like the increase in the popularity of digital and the preferences of the youth 

(GURCAYLILAR-YENIDOGAN and AKSOY, 2018). With these measures, Samsung 

has been able to be competitive and not to engage in excessive R&D risks. 

Application of Porter’s Generic Strategies 

The core competitive strategy at Samsung is the cost leadership strategy. Alternations 

in politics like tariff or supply chain problems are problems that promote the firm to 

streamline production and maintain price competitiveness (Suleman, Rashidirad and 

Suleman, 2019). Affordability and social tendencies in this direction favor this strategy 

especially in the developing markets. Samsung has also been using focus strategy 

with region specific models and feature with cultural orientation. Despite the fact that 

it employs selective differentiation, its greatest advantage is large scale manufacturing, 

quick adaptation and competitive prices. These are some of the strategies that enable 

Samsung to deal with political and social pressures adequately as it competes 

intensively with Apple. 

Industry Examples 

Samsung is a good example of a follower strategy as it has provided inexpensive 

devices with features enhanced on it and has also addressed political issues such as 

tariffs and supply chain issues. Through cost leadership, quick adaptation, and 

innovations on the pioneer designs, Samsung is an efficient company that addresses 

the social needs and remains competitive in the marketplace dominated by the 

pioneering companies such as Apple. 

4. Conclusion 

This report has shown that political and social forces are very powerful in influencing 

the strategic choices of both pioneer and follower organizations. Changes in the 
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political arena such as changes in regulations, compliance requirements, trade 

policies and government interventions have a direct impact on operation efficiency, 

cost structures, market access and competitiveness. Market demand, product 

preferences and brand perception are driven by social forces, which comprise the 

evolving consumer expectations, lifestyle changes, demographic changes and culture. 

Pioneering organizations react to these forces in advance in terms of innovation, early 

compliance, differentiation, and market expansion. Through financial and 

organizational resources, pioneer will predict the shifts, respond swiftly, and define the 

standards of the industry, which will enhance brand loyalty and preserve the 

competitive edge. Conversely, the follower organizations use cost-effective strategies 

such as adaptation, market penetration and niche targeting as a way of being 

competitive and in many cases; they are able to leverage on the ground work laid by 

the pioneer without posing great regulatory and financial risks. 

The discussion of pioneer and follower suggests the significance of constant 

environmental scanning as one of the essential elements of strategic marketing 

management. Organizations that understand and respond to political and social trends 

correctly are in a better place to anticipate change, integrate marketing plans with 

external factors and leverage new opportunities. Strategic responsiveness to macro-

environmental forces, be it innovation, compliance or adaptive strategy, is necessary 

to remain competitive, meet organizational goals, and continue to be successful in 

dynamic and rapidly changing markets. 
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