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Introduction 
The marketing environment plays an important role in influencing the way organisations build and maintain competitive advantage in a dynamic market like the UK electric vehicle (EV) market. With the UK government moving towards its zero-emission vehicle goal in 2035, car manufacturers have no other choice, but to adjust their marketing and business approaches to the swift technological and environmental changes (Shelar, 2024). The macro marketing environment, which is analysed using the PESTLE framework, gives an understanding of how business opportunities and threats are in relation to the external environment factors, including technological innovation and environmental regulation. This report critically reviews two significant macro-environmental drivers, namely, technological and environmental forces and considers how they affect both pioneering and follower organisations in the UK EV industry. Tesla UK and Jaguar Land Rover (JLR) are chosen as a market leader who exhibits opposite reactions to the environment and a strategic follower, respectively (Zahan et al., 2025). It examines how the two companies cope with the changing technological curve and pressure to be environmentally responsible to keep their positions competitive and on the brand ladder. The analysis using the application of relevant marketing theories and modern evidence helps to figure out how the environmental scanning, innovation capability and adaptive marketing strategies are the key to success in a rapidly changing market environment.
[bookmark: _Toc213869675]Theoretical Framework
[bookmark: _Toc213869676]Understanding the Marketing Environment
The marketing environment is dynamic and it requires the integration of strategic models explaining the interaction of organisations with the external forces. One of the underlying frameworks, the PESTLE framework, is used to evaluate Political, Economic, Social, Technological, Legal, and Environmental factors that affect the marketing decisions conducted by an organisation (Eierle et al., 2022). The technological and environmental aspects are especially relevant in the industry of UK electric vehicles (EV), as they influence the priorities of innovations, the perception of consumers, and determining their positioning.
[bookmark: _Toc213869677]Pioneers and Followers: Strategic Perspectives
Two strategic perspectives would be especially applicable to the analysis of competitive responses, including First-Mover Advantage (FMA) and Follower Strategy frameworks. As Han (2021) put it, early entrants like Tesla enjoy the advantage of establishing a technology leadership, brand image and customer loyalty. Nevertheless, late-movers such as Jaguar Land Rover have an opportunity to use the benefits of the first movers and develop based on the experience of the pioneers in the market by applying the best technologies and capitalising on the known trust of a brand..
[bookmark: _Toc213869678]Diffusion of Innovation and Market Adoption
Moreover, the Diffusion of Innovation Theory invented by Rogers (2003) can help to learn how the new technologies, like EVs, will be accepted by different market layers, i.e. by innovators and early adopters, and later by the mainstream. This marketer-customer communication, product positioning, and consumer engagement process is directly affected by this diffusion (Visconti et al., 2020).
[bookmark: _Toc213869679]Supporting Strategic Models
Lastly, Porters Five Forces and Ansoffes Growth Matrix are also utilized in strategic evaluation, which aids in determining the level of competition and strategic alternatives that a company can make: market penetration or diversification (Gunawan, 2024). Collectively, these models offer an analytical framework through which the opportunities and threats of macro-environmental forces on the strategies and responses of pioneer and follower organisations in the UK EV market can be critically evaluated.
[bookmark: _Toc213869680]Macro Marketing Environment Analysis (Task 1)
[bookmark: _Toc213869681]Overview of the UK Electric Vehicle Market Context
Electric vehicle (EV) market in the UK has reported tremendous growth due to government incentives, sustainability regulations, and high rates of technological development. By 2024, the percentage of EVs of total new cars registered was 17, which is a significant increase compared to only 1.5% in 2019 (Department for Transport, 2024). This wave shows that there is regulatory pressure and a change of consumer preference towards sustainable mobility. Nevertheless, due to the maturation of the market, companies are exposed to the growing technological requirements, infrastructure limitations, and new sustainability expectations (Söderholm,, 2020). The innovative firms like Tesla rely on technology to ensure they stay at the top of the market in this sort of a competitive setting where traditional producers like Jaguar Land Rover (JLR) have no option but to alter their marketing and production models to endure.
[bookmark: _Toc213869682]Technological Environment
[bookmark: _Toc213869683]Opportunities for Pioneers (Tesla)
Tesla has a technological innovation as the core strength. It has been taking the lead in its market in UK due to its initial investment in the capability of battery, self-driving software and digitalisation (Gaccione, 2024). The new technologies such as artificial intelligence (AI), machine learning, and the Internet of Things (IoT) to track the functionality of the vehicles in real-time, anticipate functionality, and provide personal services. .Also, the use of data-driven marketing tools, such as augmented reality (AR) showrooms and social media campaigns, improve brand participation and commitment. The Tesla on-the-air (OTA) updates also make it even differentiated by enabling remote improvement and software enhancement (Singla et al., 2024). The innovations enhance customer satisfaction, brand equity, and sustainable marketing position of Tesla.
[bookmark: _Toc213869684]Threats for Pioneers (Tesla)
There are a number of technological obstacles to Tesla, even though it leads. The accelerated development of innovations increases the cost of R&D and threatens to become technologically obsolete. The emergence of open-source EV platforms and AI-based battery systems gives competitors like Polestar and NIO the chance to dilute the uniqueness of Tesla, increasing price competition (Riyaz, 2024). What is more, excessive digital addiction provides more exposure to cybersecurity risk, which can compromise consumer confidence.
[bookmark: _Toc213869685]Opportunities for Followers (Jaguar Land Rover)
In the case of JLR, technological evolution is a chance to reinvent. Viewing the innovations of Tesla, JLR will be able to embrace successful technologies at reduced cost and risk (Li et al., 2024). Its Reimagine Strategy (2021) plans to go electric with all of its vehicles by 2030 with support of alliance with NVIDIA to produce systems with AI and with Gigafactory of Tata to produce batteries. Such partnerships enable JLR to tap into the latest expertise, coming at a time when it is concentrating on its luxurious design. Connected cars, predictive navigation, and hybrid models also help JLR to reduce the innovation gap, as incremental innovation (Hoeft, 2024).
[bookmark: _Toc213869686]Threats for Followers (Jaguar Land Rover)
The imitation of technology has its boundaries. Lack of perceptions of leading innovation may undermine the brand image of JLR (Gupta, 2022). Also, the corporation is exposed to legacy issues associated with relying on internal combustion engine (ICE) infrastructure. The presence of limited charging networks in the rural areas limits the level of growth. The shortages and unstable battery supply chains of semiconductors globally also interfere with production stability and customer satisfaction (Xiong et al., 2025).
[bookmark: _Toc213869687]Environmental and Sustainability Factors
[bookmark: _Toc213869688]Opportunities for Pioneers (Tesla)
Green community is the basis of the Tesla brand name. Its adherence to the Net Zero Strategy of England and Wales and its adherence to recyclable battery materials reinforce the profile of its CSR. The vertically integrated production and charging system of Tesla lowers the emissions in its chain of supply (Susanto and Ellitan, 2024). Its credibility is also boosted through active attendance on green marketing campaigns and transparency reporting. These efforts increase regulatory goodwill and consumer attachment, which solidifies the Tesla leadership in eco-innovation.
[bookmark: _Toc213869689]Threats for Pioneers (Tesla)
Nevertheless, there is a risk posed by sustainability expectations too. Tesla is being questioned over the lithium mining and battery production carbon footprint. The transition to the model of a circular economy requires enormous investment in recycling technologies, which increases the complexity of operations (Kazancoglu et al., 2023). In addition, the profitability in European markets and the UK markets might be subject to volatile carbon credit schemes and environmental levies.
[bookmark: _Toc213869690]Opportunities for Followers (Jaguar Land Rover)
The concept of sustainability gives JLR strategic repositioning opportunities. The Reimagine plan aims at making it net-0 by 2039, with purpose-driven branding. This rebranding as a responsible high-end car manufacturer will enable JLR to align its values with environmental friendliness and luxury (Chandiran, 2021). Recycled aluminium and vegan leather will be used in the production of its products, which will distinguish its products in the eco-luxury segment. The UK government programs such as the Green Industrial Revolution also help the JLR to localise its supply chain and secure sustainability grants.
[bookmark: _Toc213869691]Threats for Followers (Jaguar Land Rover)
However, old systems and transformation costs are still major impediments. JLR runs the risk of being accused of greenwashing in the event that it seems to proact in its environmental initiatives and not strategic (Sammons, 2024). Ethical mining and environmental compliance related to the supply chain vulnerabilities would cause reputational and regulatory consequences. Also, the demands of consumers of ESG transparency can be even higher than JLR is currently able to operate, which will weaken its competitiveness in comparison with such pioneers as Tesla.4. 
[bookmark: _Toc213869692]Summary of Key Implications
	Macro Factors
	Opportunities for Pioneers (Tesla)
	Threats for Pioneers (Tesla)
	Opportunities for Followers (JLR)
	Threats for Followers (JLR)

	Technological
	Innovation leadership, brand loyalty, data-driven marketing.
	High R&D costs, cybersecurity risks, fast obsolescence.
	Learn from pioneers, adopt proven tech, partnerships.
	Perceived lag, infrastructure gaps, supply chain issues.

	Environmental
	Strong CSR image, regulatory support, eco-brand differentiation.
	Sustainability scrutiny, raw material sourcing, cost escalation.
	Eco-rebranding, circular materials, green alliances.
	Greenwashing risk, transformation costs, compliance challenges.


[bookmark: _Toc213869693]Strategic Responses of Pioneers and Followers (Task 2)
[bookmark: _Toc213869694]Strategic Responses to Technological Change
[bookmark: _Toc213869695]Tesla’s Innovation-Led Strategy
The response of Tesla to change in technology is an example of a proactive innovation and integration. It bases its model on an investment in heavy R&D, vertical integration, and information-based marketing to maintain its first-mover competence (Sahoo et al., 2022). Tesla has the ability to control production and software ecosystems to control such key technologies as autonomous driving, over-the-air (OTA) updates, and AI-based diagnostics (Liu et al., 2023). This is in line with the product development strategy of Ansoff, which emphasizes leadership through constant innovation. Digital transformation has transformed the marketing aspect of the firm through the application of analytics, social media, and direct-to-consumer (D2C) (McKinsey, 2023). The elimination of dealerships and transition to online sales will conform to the expectations of consumers to have a smooth experience (Deloitte, 2023). The technology-based marketing of Tesla is, hence, an expression of change to macro trends of digitalisation and the pace of innovation.
[bookmark: _Toc213869696]JLR’s Adaptive Technological Strategy
Jaguar Land Rover (JLR) as a follower uses the risk-reducing collaborative technological strategy. Its Reimagine programme is directed at integrating digitalisation, electrification, and AI (Kasianenko et al., 2024). Cooperation with NVIDIA in the driver-assistance system and Tata in the Gigafactory in batteries save on R&D cost. JLR undertakes luxury, performance, and connectivity changes in an incremental approach instead of disruptive change. Autonomous car systems and intelligent driving technology serve as a support of premium distinction in line with the strategy of experiential value-creation applied by Porter (Nishio, 2024).
[bookmark: _Toc213869697]Strategic Responses to Environmental and Sustainability Forces
[bookmark: _Toc213869698]Tesla’s Sustainability-Driven Marketing
The sustainability approach at Tesla is based on green innovation, as well as transparency. It has vertically integrated business, which reduces the emissions in sourcing, manufacturing, and logistics Zokaee et al., 2021). The company is making new investments in renewable energy and battery recycling and uses solar and Powerwall in a single sustainability narrative (Mintel, 2023). The focus of marketing on clean energy transition and carbon neutrality is aligned with the marketing concept of a society. Community engagement also turns consumers into brand evangelists, which strengthens Tesla eco-leadership..
[bookmark: _Toc213869699]JLR’s Eco-Luxury Transformation
The Reimagine strategy at JLR addresses the issue of sustainability by pledging to be fully electrified by 2030 and reach net-zero emissions by 2039. Following the Net Zero Strategy of the UK, JLR makes itself an eco-luxury brand that combines sustainability and craftsmanship. Such campaigns like vegan leather, recycled aluminium, and closed-loop production are indicators of the use of a circular economy (Scattolin, 2023). The partnerships with renewable energy providers and transparent ESG reporting improve the level of authenticity and reduce the risk of greenwashing.
[bookmark: _Toc213869700]Strategic Analysis and Marketing Implications
Tesla possesses the innovation-driven, market-driving behaviour that shapes the demand by creating sustainability discourses and technology leadership. Being a late mover, JLR studies the innovators to perfect the technologies, but loses disruption in favor of stability (Chandrasekaran et al., 2022). The two companies incorporate technology and sustainability in creating a competitive advantage, which fits the Resource-Based View. The positive attitude of Tesla ensures first-mover advantages, and the adaptive strategy provides JLR with long-term stability. The future success of both of them relies on further innovation, environmental scanning, and alignment of strategies in response to changes in consumer and policy demands (Narne et al., 2024).
[bookmark: _Toc213869701]Summary of Strategic Responses
	Factor
	Tesla (Pioneer)
	Jaguar Land Rover (Follower)

	Technological Response
	Vertical integration, R&D leadership, AI-driven marketing.
	Strategic partnerships, incremental innovation, digital enhancement.

	Environmental Response
	Green innovation, holistic sustainability branding.
	Eco-luxury rebranding, circular materials, CSR-led transformation.

	Strategic Orientation
	Market-driving, proactive.
	Market-driven, adaptive.

	Key Advantage
	Innovation leadership and loyal customer base.
	Brand heritage and adaptability.



[bookmark: _Toc213869702]Conclusion and Recommendations
[bookmark: _Toc213869703]Conclusion
The discussion has shown that the macro marketing environment especially technological development and environmental sustainability are the determinants of strategic competitiveness in the UK electric vehicle(EV) sector. Indeed, Tesla is a pioneer organization that benefits by its first-mover advantage due to its leadership in the innovation, vertical integration, and sustainability-focused brand image. As its follower, Jaguar Land Rover (JLR) implements adaptive strategies that are centered around collaboration, eco-luxury positioning, and slow-speed digital transformation. Both organisations successfully react to the external pressures, but their strategic orientation is different: Tesla is aimed at market innovation, whereas JLR is focused on addressing the trends in regulations and consumer desires. The technological and sustainability convergence creates emphasis on the value of the ongoing innovation, customer contact and the responsible marketing approach. A balance between generating profitability and environmental custodianship will require long-term success in the UK EV industry through retaining nimbleness, transparency and ecosystem alliances.
[bookmark: _Toc213869704]Recommendations
· Enhance the cooperation of the automakers, technology companies, and the government to improve the infrastructure and technological advancement of EVs.
· Invest more in the field of data analytics and artificial intelligence to enhance predictive marketing and personalization of customers.
· Create closed supply chain of battery recycling and material sustainability.
· Encourage open sustainability reporting to prevent greenwashing and build brand equity.
· Focus on adaptive marketing strategies, so as to strike a balance between innovation and affordability in order to access mainstream consumers in the UK.
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