[image: ]

Programme: Master of Business Administration
Module Code: LCMB7024 
Module: Marketing Management 
Lecturer: Dr Laila Maazouz (London)
Assignment Title: Assessment Component 1: Marketing Environment Analysis 
Student Name: Monjurul Hasan
Student ID: 2433829
Word Count: 2724



[bookmark: _Toc214317560]
Table of Contents
1. Introduction	3
2. Task 1: Critical Macro Marketing Environment Analysis	3
2.1 Macro Marketing Environment Overview	3
2.2 Technological Factor: Different Effects	4
2.3 Social Factor: Trust, Culture, and Strategy	6
3. Task 2: Pioneering and Follower Organisation Strategic Responses	9
3.1 Pioneering Organisations Take Strategic Responses	9
3.1.1 Applying Ansoff's Growth Matrix to Pioneers	9
3.1.2 Application of Porter's Generic Strategies to Pioneers	10
3.2 Strategic Follower Organisation Responses	11
3.2.1 Applying Ansoff's Growth Matrix to Followers	11
3.2.2 Application of Porter's Generic Strategies to Followers	11
3.3 Strategic Positions	12
4. Conclusion	14
References	15



[bookmark: _Toc214631004]1. Introduction
The paper is a critical analysis of how businesses change strategically with changes in macro marketing and a comparison of pioneer and follower firms. The negative aspect is that businesses are exposed to complex technical, social, economic and political factors in the modern rapidly changing globalized economy (Grewal et al, 2024). The ability to predict opportunities, reduce risks, and make effective decisions to enhance sustainable growth necessitates the knowledge of these forces by strategic marketing management. By examining the macro marketing environment, firms are able to determine the customer behaviour trends, technological adoption, and industry trends in competitiveness. Products, services, and operating processes in industries are transforming due to AI, automation, big-data analytics, 5G communication and blockchain (Al Mannai, 2025). The consumer perception and adoption of these advances is determined by social and cultural factors such as indulgence versus restraint, diversity in life style, values and beliefs, among others. By incorporating these knowledge into the strategic planning, marketing undertakings become topical and efficient.
[bookmark: _Toc214631005]2. Task 1: Critical Macro Marketing Environment Analysis
[bookmark: _Toc214631006]2.1 Macro Marketing Environment Overview
[bookmark: _GoBack]The macro marketing environment defines the external influences that shape how firms compete, function, and engage customers and that a company cannot control. The PESTEL framework Political, Economic, Social, Technological, Environmental, and Legal is used to analyse these forces. Effective marketing requires macro environment scanning (Mustaqeem, 2025). It helps organisations notice patterns, identify hazards, and adapt operations to changing conditions. Today, technological and social development are powerful macro environmental factors. AI, automation, big-data analytics, 5G connection, blockchain, and digital transformation allow firms to improve efficiency, personalise experiences, and establish new business models. Social and cultural values, such as the conflict between indulgence and restraint, attitudes and beliefs, lifestyles, and diversity, influence how people perceive, adopt, and oppose new technology (Islam et al., 2024).
[bookmark: _Toc214631007]2.2 Technological Factor: Different Effects
Table 1: Technological Factor Impact & Strategy
	Company
	Role
	Technological Focus
	Strategic Opportunity
	Key Risk / Challenge

	JPMorgan Chase
	Pioneer
	Generative AI, LLM
	Improve productivity, new AI services
	Data governance, model risk, regulation

	Tesla
	Pioneer
	Autonomous driving, OTA software
	Monetize software, mobility innovation
	Safety, cybersecurity, public trust

	Siemens
	Pioneer
	Industrial Copilot, digital twin
	Smarter factories, real-time decisions
	Capex, workforce reskilling, OT cyber risk

	Mondelez
	Pioneer
	Generative AI for marketing
	Lower content cost, agile creative
	Brand authenticity, tone issues

	Pfizer
	Pioneer
	AI in R&D & trials
	Faster development, personalized medicine
	Regulation, data ethics, explainability

	Klarna
	Follower
	AI in marketing
	Cheaper creative, localization
	Shallow transformation, brand dilution

	Ford
	Follower
	Connected features, driver-assist
	Recurring revenue, modern fleet
	Legacy modernization, slow innovation

	GE
	Follower
	Predictive maintenance
	Improved asset efficiency, service
	Scaling across legacy infrastructure

	Coca-Cola
	Follower
	Generative content experiments
	Creative agility, personalization
	Trust, brand tone, consumer reaction

	Omega Healthcare
	Follower
	Document AI, billing automation
	Automation, scale, lower error
	Data compliance, vendor risk



Technological innovation favours early, deep investors. For instance, JPMorgan Chase offers its "LLM Suite," a large language model platform for employees. Staff can use generative AI to summarise papers, automate workflows, and enhance client advisory, increasing efficiency and innovation (Heitmann, 2024). The finance "buy-now-pay-later" business Klarna uses AI to create images and advertisements using generative technologies. Klarna's business model is less revolutionised than JPMorgan's, but it saves money and speeds up content development. In mobility, Tesla has focused on software-defined vehicles. AI powers its Full Self-Driving (FSD) technology and provides OTA software updates to its fleet (Büyüksomer & Tekeoğlu, 2024). 
Siemens leads industrial production with industrial AI. Its “Industrial Copilot” delivers shop-floor engineers real-time AI insights, and its Omniverse digital twins and NVIDIA cooperation allow manufacturers to mimic and optimise operations (Israfilzade & Sadili, 2024). These technologies improve productivity, downtime, and decision-making.
Mondelez International has invested over $40 million on a generative AI tool with Publicis and Accenture to create marketing images, animations, and video advertising for consumer goods (Yaprak, 2024). This cuts creative costs and speeds content creation. Coca-Cola is more conservative with AI-generated material (such as holiday advertisements), as public reaction to some of its AI characters highlighted brand identity issues.
Pfizer uses AI and data analytics in drug discovery and clinical trials to speed up research, optimise costs, and develop more personalised medicines. Omega Healthcare Management, a revenue-cycle services provider, automates billing, claims processing, and other administrative chores with AI-powered document interpretation from partners like UiPath, saving human resources, boosting accuracy, and scaling operations (Büyüksomer, 2024).
Pioneers and followers face distinct opportunities and risks from these technological dynamics. Pioneers can create digital services, monetise data, and boost efficiency. Data privacy, model risk, cybersecurity, and scalability costs are major hazards (AbouElgheit, 2024). Followers can reduce risk by choosing modular and high-impact use cases (such as AI in customer service, billing, or maintenance), but they may miss long-term advantage if they procrastinate.
[bookmark: _Toc214631008]2.3 Social Factor: Trust, Culture, and Strategy
Table 2: Social Factor Cultural Sensitivity & Strategic Response
	Company
	Role
	Cultural Sensitivity (Indulgence vs Restraint)
	Strategic Response

	JPMorgan Chase
	Pioneer
	Indulgent: innovation. Restrained: trust & stability
	Tailor AI messages; build trust with transparency and human oversight

	Tesla
	Pioneer
	Indulgent: autonomy status. Restrained: safety & control
	Customize offerings per market; emphasize safety and data privacy

	Siemens
	Pioneer
	Worker fear vs empowerment
	Promote human-AI teaming, invest in retraining and reassurance

	Mondelez
	Pioneer
	Indulgent: playful ads. Restrained: authenticity
	Use human-supervised AI content; adapt creative style to local culture

	Pfizer
	Pioneer
	Indulgent: personalized convenience. Restrained: privacy & ethics
	Communicate explainability, patient protection, and oversight

	Klarna
	Follower
	Indulgent: easy credit. Restrained: cautious borrowing
	Offer transparent terms, maintain human contact and ethical messaging

	Ford
	Follower
	Indulgent: futuristic mobility. Restrained: proven reliability
	Introduce new tech gradually, emphasize value and safety

	GE
	Follower
	Indulgent: smart modernization. Restrained: job security
	Involve workers, highlight benefits of incremental, safe transformation

	Coca-Cola
	Follower
	Indulgent: creative fun. Restrained: emotional authenticity
	Blend AI-generated content with heritage storytelling

	Omega Healthcare
	Follower
	Indulgent: efficient automation. Restrained: privacy in care
	Ensure data security, human oversight, and respectful automation design



Technology alone is insufficient. Culture and society strongly influence innovation adoption (Mukherjee, 2024). One of the most powerful cultural factors is indulgence versus restraint: indulgent civilisations value innovation, personal freedom, and enjoyment, whereas restrained societies value safety, tradition, and social standards.
The artificial intelligence-based products of JPMorgan Chase would be interested in luxurious markets such as big cities in the U.S and Europe which value innovations and comfort. In limited settings, where trust and stability are crucial, JPMorgan needs to focus on explain-ability, human control, and data security (Zhang et al., 2024). Credit facilitator Klarna will have to employ AI-controlled marketing and transparency to make sure it does not manipulate consumers by making them aware of how data is used and not encouraging them to do something that is not right.
Tesla also encounters cultural differences. In indulgent markets, autonomous driving promises exhilarating mobility and status. People may worry about safety, liability, loss of control, or intrusive surveillance in restrained markets. Tesla should emphasise safety, human override, and data security in such places instead of advertising autonomy as a luxury (Mohamed & Ünsalan, 2025).
Siemens faces workforce concerns about automation in production. In cultures that value stability and job security, social backlash could be significant if workers think AI copilots will replace those (Jan et al., 2024). Siemens can reduce this by encouraging human-AI collaboration, retraining, and emphasising that copilots enhance human skills. GE must take a slower, incremental approach, retraining its personnel, including them in the transformation, and introducing automation in ways that respect human dignity and job continuity.
Mondelez's AI-generated content must be culturally relevant in consumer goods. Customers may enjoy lively, imaginative, and personalised imagery in indulgent society, yet restrained societies may choose emotionally grounded narrative that follows tradition (Şenyapar, 2024). Mondelez needs extensive editorial oversight over its AI to maintain cultural resonance. Coca-Cola should employ AI for ideation but keep human control to maintain its emotive brand heritage and authenticity.
Healthcare has much more intricate societal repercussions. Communication of Pfizer's AI drug discovery and clinical decision-making is crucial. Patients may want quick, personalised therapy in indulgent societies yet transparency, patient permission, and human oversight in constrained settings (Truong, 2025
[bookmark: _Toc214631009]3. Task 2: Pioneering and Follower Organisation Strategic Responses
[bookmark: _Toc214631010]3.1 Pioneering Organisations Take Strategic Responses
[bookmark: _Toc214631011]3.1.1 Applying Ansoff's Growth Matrix to Pioneers
The four growth tactics in Ansoff's Growth Matrix are market penetration, product development, market development, and diversification. The last three areas are where pioneering enterprises excel.
Tesla exemplifies product development and diversification. It started as an electric car company but became a tech and energy ecosystem enterprise (Şenyapar, 2024). Tesla is developing self-driving software, robotics, AI processors, solar energy systems, and battery storage in addition to automobiles. It diversified into new product categories using its technology. Tesla improves its vehicles with software and AI while developing new products. Pioneering strategy is shown by Tesla's billion-dollar investment in self-driving technology despite uncertainties and regulation risks.
Financial diversification is shown by JPMorgan Chase. The corporation is spending substantially in fintech solutions, AI platforms, and internal digital tools like the LLM Suite for employees, rather than traditional banking. This digital diversity helps JPMorgan provide speedier, more customised retail and business banking services (Jan et al., 2024). 
Siemens combines market and product development. The company has moved from engineering and industrial machinery to digital manufacturing, smart infrastructure, and AI. Siemens provides virtual simulations and AI-powered optimisation to manufacturers globally via digital doubles and industrial co-pilots (Mohamed & Ünsalan, 2025). 
Mondelez uses generative AI for marketing and customisation. The company sells traditional foods and uses digital technologies to design packaging, promotions, and ads for certain cultures and areas. This brings the local markets close to the heart besides expanding at a global level. The marketing that is done using AI enhances the penetration of the market and the innovation in branding of products and presenting them (Zhang et al., 2024).
Pfizer is product and market-oriented in the pharmaceutical industry. By using AI to conduct research, analyse data, and do clinical trials, Pfizer will be able to develop medicines quicker and devise targeted therapies to address genetic and social clusters. This increases innovation, expands patient and healthcare markets across the globe (Yeykelis et al., 2024).
[bookmark: _Toc214631012]3.1.2 Application of Porter's Generic Strategies to Pioneers
The strategy adopted by Tesla focuses on differentiation. It does not want to be the lowest cost car maker. Rather than that it provides high-tech cars that are sustainable, designed, autonomous, and performance-driven. Tesla will be able to sell at high prices and develop an innovative brand. JPMorgan chase differentiates in the financial services sector. The digital services, improved cybersecurity, and AI make its services safer, faster, and more personalised than those offered by traditional banks. This enhances loyalty in clients and competitiveness (Mukherjee, 2024).
Digital industry and infrastructure as a field of technology leadership is a point of difference at Siemens. The digital twin and integrated industrial AI system of Siemens is difficult to match with other firms. This qualifies it as a smart choice of factory and energy management partner. AI-driven creativity and analysis make Mondelez remain relevant in different cultures (AbouElgheight, 2024). Personalizing messages and beliefs and lifestyles improves brand loyalty, particularly in younger and digital-native customers.
Innovation in healthcare forms the basis of Pfizer. In the COVID-19, advanced medication development and faster time-to-market enhanced its leadership in life sciences. High difference is an issue that pioneers go through where large investment and risk are involved (Buyuksomer, 2024). They stand to lose reputation through failure to make use of AI in an ethical manner, data protection, and establishing trust.
[bookmark: _Toc214631013]3.2 Strategic Follower Organisation Responses
[bookmark: _Toc214631014]3.2.1 Applying Ansoff's Growth Matrix to Followers
Ford Motor Company is a good example. Ford has become a better company instead of turning into a software or AI company, similar to Tesla. It also presents electric and hybrid models when selling petrol cars (Yaprak, 2024). This product development is much safer, which enabled Ford to remain loyal to its customers and be cautious in learning new technologies. GE takes a similar path. GE is not discontinuing its infrastructure, but it adds AI to the systems of maintenance and power generation. It is incremental innovation. And so GE is able to modernize and not to disrupt its core business.
Coca-Cola sells drinks to a great extent. The marketing is based on AI and big data, and not on product changes (Israfilzade and Sadili, 2024). This implies that the market penetration is high and product development is minimal. Coca-Cola is creative in using AI, but it is loyal to its tradition, as do Mondelez. The artificial intelligence application is used by the fintech company Klarna to enhance its services. Rather than turning into a bank, it increases targeting, risk assessment and marketing. This increases market share of buy-now-pay-later. The applied AI by Omega Healthcare automatizes the actions without interfering with the core purpose of the company, which is to assist healthcare providers (Buyuksomer and Tekeoglu, 2024). 
[bookmark: _Toc214631015]3.2.2 Application of Porter's Generic Strategies to Followers
AI-powered predictive maintenance minimises failures and operational costs, helping GE lead cost. This boosts profits without changing the business concept. Coca-Cola competes on size and brand. Although it explores with AI, its key advantage is huge distribution and consistent product quality (Heitmann, 2024). It aspires to be everywhere at a low cost per unit, not different. Klana is concentrated. It targets youthful, tech-savvy, convenience-seeking clientele. Instead of universal banking, it focusses on short-term flexible payments. It may maintain a distinct brand identity while following market leaders' technology paths. Omega Healthcare competes on reliability and pricing. Automation, mistake reduction, and speed are improved with AI. This strengthens its position as a low-cost, high-efficiency healthcare partner (Islam et al., 2024).
[bookmark: _Toc214631016]3.3 Strategic Positions
Table 1: Ansoff’s Growth Matrix Focused Strategic Moves
	Company
	Role
	Primary Strategy
	Key Strategic Focus

	Tesla
	Pioneer
	Product Development & Diversification
	Upgrades in FSD & software; expansion into energy solutions and robotics

	JPMorgan Chase
	Pioneer
	Diversification
	AI-driven platforms, fintech partnerships, global digital banking

	Siemens
	Pioneer
	Product Development & Market Development
	Digital twins, industrial AI; entering new industrial markets

	Mondelez
	Pioneer
	Product Development
	AI-powered marketing, packaging, and brand campaigns

	Pfizer
	Pioneer
	Product Development
	AI-assisted R&D, personalized therapies

	Ford
	Follower
	Product Development
	Incremental EV & hybrid upgrades

	General Electric (GE)
	Follower
	Product Development
	Predictive maintenance and IoT integration

	Coca-Cola
	Follower
	Market Penetration
	New flavors, limited-edition products, selective distribution

	Klarna
	Follower
	Market Penetration & Product Development
	Strengthen BNPL adoption; AI-assisted marketing and risk management

	Omega Healthcare
	Follower
	Product Development
	AI-based billing and claims automation



Table 2: Porter’s Generic Strategies Strategic Positioning
	Company
	Role
	Cost Leadership
	Differentiation
	Focus Strategy

	Tesla
	Pioneer
	Not focused
	High-tech EVs, autonomous driving, OTA updates
	Premium EV market targeting tech-savvy and sustainability-conscious consumers

	JPMorgan Chase
	Pioneer
	Not main strategy
	AI-driven banking, personalized services, cybersecurity
	High-net-worth and corporate clients with digital services

	Siemens
	Pioneer
	Partial, via efficiency
	Industrial AI, digital twins, smart factories
	Manufacturing and industrial clients seeking innovation and efficiency

	Mondelez
	Pioneer
	Not main
	AI-driven marketing, cultural adaptation, brand innovation
	Global snack consumers with tailored campaigns

	Pfizer
	Pioneer
	Not main
	AI-assisted drug development, personalized healthcare
	Patients needing innovative and targeted therapies

	Ford
	Follower
	Mass production and efficiency
	Incremental EV and hybrid features
	Cost-effective vehicle options for mainstream markets

	General Electric (GE)
	Follower
	Efficiency in maintenance services
	IoT-enabled predictive maintenance
	Industrial clients needing reliable service

	Coca-Cola
	Follower
	Economies of scale
	Marketing differentiation via branding and campaigns
	Beverage consumers worldwide

	Klarna
	Follower
	Efficient operations in lending
	AI-driven personalised offers
	Young, digital-savvy consumers in fintech space

	Omega Healthcare
	Follower
	Cost-efficient billing automation
	Reliable healthcare support services
	Healthcare providers needing process efficiency



[bookmark: _Toc214631017]4. Conclusion
This research emphasises the necessity of environmental scanning and adaptive strategy responses for competitive advantage. Task 1 showed that technology and society shape marketing. Tesla, JPMorgan Chase, Siemens, Mondelez, and Pfizer use AI, automation, big data, and digital transformation to innovate, create new products, and enter new markets. The corporations are also customizing their products and messages to the values, lifestyles and social norms of the culture (Mustaqeem, 2025). Such followers as Ford, GE, Coca-Cola, Klarna and Omega Healthcare are cautious in adopting innovations and changes in the culture to remain competitive and managing risks. Task 2 demonstrated the impact of the environmental forces on strategy. Creative development strategies involve the creation of products, diversity, and uniqueness make pioneers distinguish themselves. The stability and market dominance are maintained by the followers using the established tactics in terms of incremental improvements, market penetration, and cost efficiency (Al Mannai, 2025). 
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