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[bookmark: _Toc214497361]Introduction
The world has become more unstable as organisations are forced to adjust quickly to macro environmental forces in the external environment to stay afloat. Technological breakthrough, and economic developments are two of the most powerful weapons that influence strategic decisions in any given industry. The forces affect how firms become innovative, price, distribution and how they market their products and services using marketing communication. The first movers are the Innovative Companies, trying to establish a technological edge and to establish a strong brand equity through the incessant innovations and placing them in the upper section of the market. The case of Tesla, with its advanced battery technologies, autonomous driving, and direct-to-consumer approach make its leadership and influence the expectations of the market with the electric car segment.
On the other hand, the reaction of follower firms is rather different as they also resort to flexibility, cost effectiveness as well as economies of scale to seize market shares once the pioneers have set the standards. Since EVs are currently being sold at a high price and are new to the market, companies such as Volkswagen and Hyundai intend to design the competitively priced EVs that would appeal more to consumers within their brand, and establish themselves as cheap alternatives to the costly innovators. Xiaomi employs such cost-leadership approach that involves high value in technology afforestation in low-end smart phones to the point that it can potentially compete quite effectively in cost-sensitive markets. Through the combination of adapting prices, their multi-channel channel of distribution, and value-based promotion, the follower companies transform technological and economic change.
[bookmark: _Toc214497362]Task 1: Impact of External Macro Actors on Strategic Marketing Management
[bookmark: _Toc214497363]Critical Analysis of the Macro Marketing Environment
The macro marketing environment is made up of external forces which are by and large outside the control of the organizations but have a great impact on strategic marketing decisions. Technological evolution and economic conditions are some of the major macro-environmental forces (Mohammed et al., 2022). Using a PESTLE prism, which entails evaluating the effects of changes in these outside forces, organizations can critically influence the impacts of these forces on the pioneering and follower firms. First mover, pioneers in a market tend to pursue leadership in process of innovation, brand name, and premium positioning. Instead, followers take advantage of the option to follow, modify and innovate on the established technologies or market approaches.
[bookmark: _Toc214497364]Technological Advancements and Strategic Marketing Implications
One of the most vibrant macro-environmental forces when it comes to strategic marketing is technological advancements. The blistering changes in artificial intelligence, automation, online platforms, and analytics of data applications have reshaped the way organizations interact with clients, sell their products, and streamline their workflow (Nair and Gupta, 2021). Examples of pioneering organizations such as Tesla show the advantages of the early adoption of technologies. Tesla has the capability to become a leader in innovations by making investments in proprietary battery technology, autonomous vehicle software, and massive EV charging network. Its marketing form focuses on performance, sustainability, and innovative technology that it can offer to attract early adopters and make the brand a key brand loyalty. Such benefits enable innovative companies to establish trends in the industry and sustain a high price. 
However, on the other hand, follower organizations, including Volkswagen and Hyundai getting into the EV market later than Tesla, can enjoy the experience of pioneers and their mistakes and implement proven technologies, and implement minor innovations with minimal R&D expenditure (Asrida et al., 2022). These benefits will enable the followers to use such campaigns in their promotional activities that revolve around value, reliability, and affordability. Nevertheless, technology change is very dangerous. Followers may have an incentive to actively develop innovation because the pioneer must continuously innovate to prevent being obsolete, or the brand has become entrenched, or network effects have been implemented by the pioneer, as in the case of Tesla charging infrastructure (Li and Zhang, 2021). Environmental scanning must be continuous, the product development agile and the marketing messages must be flexible in this context to keep pace with a fast-changing technological environment.
[bookmark: _Toc214497365]Economic Conditions and Strategic Marketing Implications
Demand, pricing strategies and marketing budgets are directly affected by economic conditions such as growth of GDP, disposable income earned by customers and level of inflation, interest, and employment levels. Innovative companies, which in many cases are both premium and high-cost products, can take advantage of positive economic activities. Indicatively, Tesla premium EV products do well in times of increasing consumer income and similar good financing facilities which make aggressive advertising campaigns, product development and market expansion possible (Li, 2022). With economic growth, the pioneers can afford to aspire, status and innovate in their marketing by exploiting the economies of scale. 
In contrast, the follower organizations can take advantage of season of economic uncertainty or downfall by providing the low-cost options. Examples of this kind of approach include Xiaomi in the smartphone market with high-specification devices at competitive prices in the emerging markets stealing market share of the high-end brands. Economic volatility on the other hand is a threat to both forms of organizations (Sulistyan et al., 2023). First-movers can also find lower demand for high-end products, more stringent access to capital, or shifts in consumer demand towards lower costs and must revise their marketing efforts. There will be a risk of losing competitiveness when the followers are not able to keep up with the innovative or branding of the pioneers due to constraints of resources the followers may have. 
[bookmark: _Toc214497366]Integrated Analysis Using PESTLE
To better understand the impact of technological and economic factors on pioneers and followers, a PESTLE analysis provides a structured overview of opportunities and threats:
	PASTEL Factor
	Technological Advances
	Economic Conditions
	Impact on Pioneers (Tesla / Apple)
	Impact on Followers (BYD / Xiaomi)
	Threat Assessment
	Real-World Examples

	Economic
	N/A
	GDP growth, interest rates, consumer spending cycles
	Pioneers capture high-income buyers first; strong margins enable heavy R&D
	Followers target price-sensitive segments with cost-efficient models
	BYD is a price threat to Tesla in emerging markets; Xiaomi threatens Apple by offering premium-feel devices at budget prices
	Tesla’s premium EV sales; Apple’s premium phone dominance; BYD’s affordable EV lineup; Xiaomi’s aggressive low-cost smartphone expansion

	Technological
	AI, automation, EV platforms, smartphone ecosystems
	N/A
	Pioneers hold strong differentiation via proprietary tech (Tesla Autopilot, Apple A-series chips)
	Followers learn from pioneer mistakes, adopt matured tech with lower risk (BYD LFP batteries, Xiaomi MIUI improvements)
	BYD’s battery innovation now competes with Tesla’s, becoming a major threat; Xiaomi’s rapid feature copying threatens Apple’s innovation pace
	Tesla FSD; Apple silicon chips; BYD Blade battery; Xiaomi camera + AI enhancements



Table 1: PESTLE Analysis
(Source: Bai et al., 2022)
Tesla and Apple are leaders of their markets, enjoying the political incentives, excellent technological development, and high-end consumer markets. The followers (BYD and Xiaomi) use the economic subsidies, advanced technologies, and cost-effective manufacturing to jeopardize the positions of pioneers in the market. By driving innovation in batteries with speed and cost, supported by the government, affordable EV models, BYD is a formidable challenge to Tesla that becomes a significant force in China and other countries. Xiaomi poses a threat to Apple by providing Smartphones that have a range of features at a lower cost, with local tax exemptions and high popularity among younger and more price-conscious buyers. Although leaders may have a lead in terms of patents, branding, and first-mover actions, follower companies are narrowing the distance with the help of social trends and regulatory encouragement, environmental pressures, with both markets becoming more threatened by competition.
[bookmark: _Toc214497367]Task 2: Strategic Responses of Pioneering and Follower Organizations to External Macro Factors
[bookmark: _Toc214497368]Pioneering Organizations’ Strategic Responses
Leading organisations respond to the external threats and opportunities with a high degree of reliance on the innovation-based strategy of growth, which can be felt with respect to the product development and diversification course of action suggested by Ansoff. These firms are disruptive in nature and come with new technologies and better features to maintain their lead in the market amid an uncertainty in the technology. As an example, Tesla is continuously expanding into its EV potential through the innovation of the new battery, self-driving features, and automatic updates, which align with the strategy of product development proposed by Ansoff and allow the company to take up on the opportunity that has already been created by the growing interest in sustainable mobility worldwide. Through such efforts, the threat of high rate of technological change is also minimized, since the brand would be at the forefront of innovations.
The competitive positioning of the first mover companies is based on the differentiation strategy of Porter. The pioneers create value to the customers by offering differentiated and high-performance products having superior technological features that the competitors cannot easily match. Specifically, Apple has been in a position to maintain its innovative status within the Smartphone industry due to its concentration on ecosystems integration, high design and its own processors that distinguish its phone among the follower brands. It is a strategy in which early entrants would enjoy the benefits of high-pricing as well as brand loyalty and barriers to entry. However, the fact of continuous innovation also brings problems, such as the prohibitive price of the R&D process and the risk of the consumers becoming increasingly more demanding of which companies are not able to make it.
The promotional stories of technological leadership and innovation support product development strategy of Ansoff, which is implemented by pioneers. Tesla has implemented the Porters differentiation strategy emphasizing high performance, autonomous cars, and first-mover as it develops inspirational brand loyalty (Kuzyk, 2023). This will help Tesla to take advantage of technological advantages by turning them into promotional avenues that enhance its competitive advantage. During prosperous economic periods Tesla undertakes luxury marketing activities which enhance brand exclusiveness, to reduce the dangers of future competition by future entrants which aim to destabilize its technological market share.
The diversification and market development strategy is also another response to global macroeconomic changes adopted by champion companies. One indication of the diversification quadrant suggested by Ansoff that has been increased is the diversification of Tesla to energy storage and solar solutions that has seen the company expand energy storage in every activity it is engaged in by not relying on the automotive industry but considering the renewable-energy market. Similarly, the example of Amazon migrating to cloud computing using the AWS demonstrates the innovative expanding of the opportunities into other businesses to eliminate the risks of competition and to balance the revenues in the environment of the competitors. Such strategic responses are capable of enabling pioneering organisations to endure in bad turbulent settings, but they are demanding in terms of amounts of investment, as well as in terms of the risk-taking. 
[bookmark: _Toc214497369]Follower Organizations’ Strategic Responses
In response to external challenges and opportunities, the followers organisations pick up less risky efficiency-oriented options that resonate with the market penetration and product development strategies of the market provided by Ansoff. The followers fail to invest in radical innovation and are likely to enhance the current technologies and offer them at lower prices to more consumers. Tesla is a template on which Hyundai and Volkswagen operate in the EV market and build on affinity and dependability to attract the masses. This plan enables the followers to exploit the opportunities that first-movers have made accessible to them such as increased consumer awareness, and keeps the risk of having costly R&D investments, and technological risk to a minimum.
Majority of the follower organisations are built on the cost-leadership strategy that Porter has developed. The cost of production of followers is low and the economies of scale are also high and thus it offers competitive alternatives to the price sensitive markets. Xiaomi provides one example of this strategy, as it includes the addition of premium features, which were initially loaded into the devices by the disruptive smartphone manufacturers, in low priced devices. This will help the brand to gain entry into the emerging markets far better and in circumventing the exogenous risks of inflation or decreased consumer buying power. The followers then turn price sensitivity into a market threat into a strategic opportunity in order to enjoy enormous market share in price sensitive areas.
The followers follow the market penetration strategy provided by Ansoff on which the advertisement messages rely on the worth, the affordability, and the trustworthiness. VW and Hyundai focus on the competition of prices and a specific degree of availability of the technologies, citing Tesla again and again as the example of the effectiveness of their propositions of EV cars. Xiaomi uses influencer marketing, social media promotions, and word-of-the-mouth marketing to access low-end consumers and are also technology-oriented (Han et al., 2021). This is aligned to the Porters cost-leadership strategy of customers liking in a dismal economic environment. The followers have been in a position to convert the economic pressures into the market opportunities and to withstand the threat of facing premium pioneer brands through these dynamic promotional strategies.
In addition, subordinates often apply the market development strategy developed by Ansoff to expand geographically when it has been established by pioneers that they have been offered the first tenders on product categories. Examples include the fact that BYD capitalized on the demand of EV in the international market by entering the European and the Latin American market at a time the industry pioneers already had established awareness and infrastructure. The strategy reduces the risk of lack of knowledge on whether the product will be well received in the market. Incremental innovation such as extended battery life, design enhancements, or AI-assisted interfaces are another approach that followers pursue in order to remain competitive without necessarily risking the technological advances made by innovators. Generally, the follower organisations respond to the external pressures in such a manner that they are flexible, cheap, and scale-efficient in converting into the solutions available in the mass market the technological breakthroughs achieved by pioneers.
[bookmark: _Toc214497370]Conclusion
In conclusion, organisations have a high chance of surviving in a greatly changing technological and economic world through the ability of their organisations to adjust and modify the marketing mix. The reason why innovative firms remain leaders is that they have still invested in innovation, leading positions in the premium market, and operate on the distinction that they deploy the high level technology. Their original emphasis is on their marketing model on value creation, high brand name and products of the latest type which will therefore allow them define what consumers expect and influence the industry. This new edge comes in handy because they alleviate the competitive pressures and assert their dominances in the volatile international markets in the long run.
Conversely, expansion of follower firms may be observed in terms of effective strategy of imitating successful innovations and minimising costs and writing them off as an alternative in terms of values. Their strength is that they are very efficient in their functioning and can be expanded and reacted easily to the market. The follower firms are effective in the utilization of an out of the production line technology and align it to other variables like pricing, promotion and distribution with the economic realities and also to larger segments of buyers. To both the first movers and follow up, long-term performance of any business would depend on the necessity to achieve a balance between the aspect of creativity and flexibility and ensuring that their marketing strategies are abreast with the evolving market demands. 


[bookmark: _Toc214497371]Reference List
Akin, I. and Akin, M., 2024. Behavioral finance impacts on US stock market volatility: an analysis of market anomalies. Behavioural Public Policy, pp.1-25.
Alcon, F., Albaladejo-García, J.A., Martínez-García, V., Rossi, E.S., Blasi, E., Lehtonen, H., Martínez-Paz, J.M. and Zabala, J.A., 2024. Cost benefit analysis of diversified farming systems across Europe: Incorporating non-market benefits of ecosystem services. Science of the Total Environment, 912, p.169272.
Asrida, A., Simahatie, M., Elfiana, E., Zahraini, Z. and Mangkuwinata, D.S., 2022. Swot Analysis And Marketing Strategy To Increase Home Business Sales Volume. Jurnal Ekonomi, 11(03), pp.1492-1495.
Bai, X., Wang, K.T., Tran, T.K., Sadiq, M., Trung, L.M. and Khudoykulov, K., 2022. Measuring China’s green economic recovery and energy environment sustainability: Econometric analysis of sustainable development goals. Economic Analysis and Policy, 75, pp.768-779.
Cavalcante, W.Q.D.F., Coelho, A. and Bairrada, C.M., 2021. Sustainability and tourism marketing: A bibliometric analysis of publications between 1997 and 2020 using vosviewer software. Sustainability, 13(9), p.4987.
Correa, E.A.J., Palacio-López, S.M., Sánchez-Torres, J.A., Martínez, L.F.G., Zapata, J.P.A., Fernández, Y.L.H. and Lopera, C.P., 2021. Effectiveness of social responsibility marketing in young millennials-Generation Y: analysis of three cases for brand positioning. Heliyon, 7(10).
Cui, Y., Cao, Y., Ji, Y., Chang, I.S. and Wu, J., 2022. Determinant factors and business strategy in a sustainable business model: An explorative analysis for the promotion of solid waste recycling technologies. Business Strategy and the Environment, 31(5), pp.2533-2545.
Han, R., Lam, H.K., Zhan, Y., Wang, Y., Dwivedi, Y.K. and Tan, K.H., 2021. Artificial intelligence in business-to-business marketing: a bibliometric analysis of current research status, development and future directions. Industrial Management & Data Systems, 121(12), pp.2467-2497.
Kelly, K., Berry, C., Comello, M.L.G. and Ray, H.B., 2021. The regulatory and marketing environment surrounding the legalization of retail marijuana and the impact on youth. Journal of Public Policy & Marketing, 40(1), pp.62-82.
Kuzyk, O., 2023. Internet tools in marketing communications of agribusinesses in Ukraine. Universal Journal of Agricultural Research, 11(2), pp.217-229.
Li, L. and Zhang, J., 2021. Research and analysis of an enterprise E-commerce marketing system under the big data environment. Journal of Organizational and End User Computing (JOEUC), 33(6), pp.1-19.
Li, Z., 2022. Accurate digital marketing communication based on intelligent data analysis. Scientific Programming, 2022(1), p.8294891.
Malesev, S. and Cherry, M., 2021. Digital and social media marketing-growing market share for construction SMEs. Construction Economics and Building, 21(1), pp.65-82.
Mohammad, A.A.S., 2025. The impact of COVID-19 on digital marketing and marketing philosophy: evidence from Jordan. International Journal of Business Information Systems, 48(2), pp.267-281.
Mohammed, D., Prawiyog, A.G. and Dewi, E.R., 2022. Environmental management/marketing research: Bibliographic analysis. Startupreneur Business Digital (SABDA Journal), 1(2), pp.191-197.
Nair, K. and Gupta, R., 2021. Application of AI technology in modern digital marketing environment. World Journal of Entrepreneurship, Management and Sustainable Development, 17(3), pp.318-328.
Quezado, T.C.C., Cavalcante, W.Q.F., Fortes, N. and Ramos, R.F., 2022. Corporate social responsibility and marketing: a bibliometric and visualization analysis of the literature between the years 1994 and 2020. Sustainability, 14(3), p.1694.
Sulistyan, R.B., Carito, D.W., Cahyaningati, R. and Muttaqien, F., 2023. Application of Digital Marketing in Efforts to Empower Productive Communities and Preserve Banyuwangi Culture. International Journal of Public Devotion, 6(1), pp.75-82.
Zakhidov, G., 2024. Economic indicators: tools for analyzing market trends and predicting future performance. International Multidisciplinary Journal of Universal Scientific Prospectives, 2(3), pp.23-29.
2

image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





