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[bookmark: _Toc210476850][bookmark: _Toc210476897]Introduction
Strategic marketing management is defined as the integrated process implemented by organisations to develop unique identity in the operating market with the core intention of developing a competitive advantage. The aim of this report is to execute a marketing environmental analysis focusing on the retail market of the UK between pioneers and followers’ type of organisations. For an effective analysis, the Political and Economic external macro marketing actors has been considered. Pioneers and follower organisations (such as Tesco and Asda) are business strategy types in which pioneers are considered first movers having new products and innovation. This includes higher risk taking and market control. In the contrary, followers enter the market later focusing on lower costs and mostly implementing cost leadership strategy as compared to differentiation, thus having lower risk. 
[bookmark: _Toc210476851][bookmark: _Toc210476898]Task 1: Analysis of macro marketing environment
[bookmark: _Toc210476899]Impact of Political factors
[bookmark: _Toc210476900]Opportunities for pioneering and follower organisations 
One of the major variables in the political segment in the current market is tariffs implemented by the USA on UK market. There is a 10% additional tariff upon exiting tariff on general goods that are exported to the USA market (business.gov.uk, 2025). Additionally, there ongoing negotiation for tariff implementation of the pharma imports from the UK into the USA market. As evidenced in Figure 1, the United States remains one of the key markets for UK retail exports, with the impact of tariffs reflected in the varied performance of products such as whisky (−18.8%), milk and cream (−31.3%), and salmon (+36.1%) between 2023 and 2024. Hence, opportunities for pioneering organisations would include use first mover advantage (Nafizah et al., 2024). This would include leveraging the current trade policy shifts between UK and USA and between the UK and EU across multiple retail products. On the contrary, follower organisations would have the opportunity to understand market reaction and operate in a stable political environment. This is especially applicable in exports to the US markets amid the current tariff row and global political un-certainty. 
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Figure 1: Exports from UK in H1 OF 2024
(Source: Mathieu, 2024)
Another political is the tax policy of the UK government. Corporate tax in the UK is 25% for companies with profits over 250000 GBP and 19% for companies having profits of 50000 GBP or less (gov.uk, 2025). Core opportunity for pioneer organisations in this case could be ease of compliance including anticipating changes via regulatory arbitrage. For example, pioneer organisations could explore environmental policy changes that would impact their bottom line. Implementing an innovating and differentiation strategy. This includes focusing on financial incentives by integrating green transition in business directed at the Net Zero carbon target (Shahzad et al., 2024). Example include neutral carbon emission by 2035 by Tesco Plc (tescoplc.com, 2025). On the contrary, opportunities for follower organisations would include focusing on local regeneration through public private partnerships in the retail segment (Brenton and Slawinski, 2023). This would complement strategic growth while allowing for lower costs. Additional examples were the Kirby Project between Tesco and Knowsley Council. Follower example corresponds to the Sovereign Shopping Centre at Weston Super Mare developed by PPP between Legal & General with North Somerset Council (powertochange.org.uk, 2021). 
[bookmark: _Toc210476901]Threats for pioneering and follower organisations 
Political stability is one of the core threat areas for both pioneering and follower organisations. This is because, a low political stability characterised by high number of protests and violence reduces the ability to execute sustainable business. In recent months, UK has been multiple violent protests that has affected business irrespective of their nature. Example include mass anti-immigration protest drawing over 100000 people in central London (aljazeera.com, 2025). Additional example corresponds to Anti-Israel rally due to the synagogue attack (timesofisrael.com, 2025). Example are one day national closure by retailer Lush in solidarity with Gaza (theguardian.com, 2025). 
As such, threat for pioneering organisations in the retail segment would be disruption in the business. Hence, any innovation or product differentiation implemented during the unstable political times would hamper business growth including negative returns. On the contrary, for follower organisations, the threat in this aspect would be inability to execute business. This is because, follower organisation with cost effective measure may experience panic buying from residents and hoarding (Bentall et al., 2021). Assuming break in regular supply chains due to such protests, follower organisations run the risk of empty shelves pertaining a re-run to the covid-19 times. Especially applicable for consumable retail products such as fruits and vegetables, loss of supply chain would negatively impact brand image and customer retention in the long end. Examples correspond to looting of retail outlets in towns like Hull in waves of riot in August of 2024 (Jones, 2024).
[bookmark: _Toc210476902]Impact of Economic factors
[bookmark: _Toc210476903]Opportunities for pioneering and follower organisations
The retail UK market encompasses both essential and discretionary spending. This includes purchase of kitchen essential from generic brands to branded ones like cereals, milk and other essential items. The economic factors of disposal income influence such decision making of the customers and thereby influencing the pioneers and follower organisations. 
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Figure 2: Disposable income UK over the years
(Source: ons.gov.uk, 2025)
As shown in Figure-2, a rise in disposal income would lead to higher consumption by customers. This includes expanding from generic and local brands to established brands that are sold by major retailers in the UK market. This includes expansion from mass produced brands to complete organic products that cost higher. An example could be attributed to the fast fashion retail market in the UK. Higher disposal income corresponds to greater spending on fast fashion. In organisations like Tesco (pioneer) and Asda (follower) that retails almost all products from food, fashion to electronics, higher disposal income enables the pioneers to invest and in product differentiation and present new products (Rahman et al., 2024). Similarly, followers would gain from expansion of total market demand including room for multiple players. 
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Figure 3: Consumer spending on clothing and footwear over the years
(Source: Tcholakova, 2025)
As such, both the pioneers and followers have an opportunity to expand into the such habits by focusing on mass production of clothing to reduce cost coupled with passing on benefits to the consumer. This includes application of economies of scale specially for follower company such as Asda, that compete on efficiency and price. An example would be implementation of network marketing by both type of organisation to reach end customer and ensure business expansion (Zahran, 2025). 
[bookmark: _Toc210476904]Threats for pioneering and follower organisations 
One of the major threats in the economic segment of retail sector is inflation. The UK inflation as of August 2025 was 3.8%, much higher than the target of 2% by the Bank of England (bbc.com, 2025). This poses a major threat to both the pioneering and follower organisations. This includes threat of substitution towards local brands from pioneering organisations. 
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Figure 4: Shift to cheaper brands due to inflation
(Source: Husband, 2024)
For pioneering retail organisations, this reflects reduced sales and loss of long-term consumers. On the contrary, threats to followers corresponds to forced development of new business and marketing strategy as copying pioneering organisations would lead to complete business failure in such cases. This is because of erosion of price advantage as input cost rise during inflation (Weber and Wasner, 2023). This narrows the profit market rending the low margin, high volume unsustainable. 
Overall, inflation negatively impacts both pioneer organisations and follower organisations. The common factor corresponds to supply chain pressures due to rise in fuel prices and supplier price increase. While Pioneers such as Tesco can absorb such cost, followers such as Asda get hit harder. This includes ability to finance and expand business into same or new categories to attract customers. Additionally, inflation reduces the overall and real disposable income. This essentially leads to fewer purchase and affinity towards super low-cost private labels leading to poor competitive advantage. 


[bookmark: _Toc210476852][bookmark: _Toc210476905]Task 2: Strategic Response
Through task 1, two external factors such as political and economic has been discussed. Variables such as market tariffs, tax policy and political stability has been discussed in the political macro factor. Similarly, in the economic external market aspect, variables such as disposable income, economies of scale and inflation have been discussed. 
[bookmark: _Toc210476906]2.1 Strategic response by pioneering organisations 
As such, pioneering organisations in the UK retail space would strategically responds to such variables in a streamlined manner. For example, to counter the negative impact of tariff imposed by the US government, the UK should reduce its dependency on the US market. This would involve exports of its products to the European market and the Asian Pacific market by Tesco. Additionally, Tesco should develop their physical stores in major transportation and tourists’ hubs across the middle east to cater the global marketplace directly than exporting (Rahman and Baldacci, 2025). Includes physical stores of Tesco at major Airports in middle east. Similarly, to counter the tax policy, such organisations should strive to open their headquarters in those countries that have lower tax rates or negligible tax rates such as the UAE. This would improve the bottom line of the business which could be invested for further innovation in products and services in the retail sector. This includes but not limited to use of drones to create last mile connectivity and delivery at willed place concept. 
On the contrary, countering the political instability issue, strategic responses would include development of Open Partnership for Accountable Law Enforcement (OPAL) initiative through Pegasus. This would ensure collaboration with law enforcement agencies. Additional strategic response would involve updating of business continuity plans and risk assessments. This includes risk of vandalism and supply chain disruptions. This would ensure continuity of competitiveness in the market. 
Similarly, the economic factors so discussed as contradictory to each other. Though there is an increase in disposal income, inflation eats into the same thereby overall reduction in the purchasing power parity. As such, pioneering organisations should take the following strategic responses:
· Implementation of everyday value and introduction of private labels
· Ensuring sourcing resilience and tightening supply chains
· Implementing targeted pricing strategy
· Optimisation of productivity and operational costs
· Creating shock cost units
Examples correspond to current Tesco program of Everyday Value (tesco.com, 2025). This ensures customers pay less through their deals when shopping daily or regularly. Additionally, sourcing resilience includes near sourcing including focusing on UK based suppliers so that global and local events does not influence supply lines (Ghizlane, 2022). Similarly, for example, private labels such as Fresh elements by M&S would complement sales during pressure scenarios. 
Sourcing resilience would also include improving logistical efficiency through waste reduction, transportation optimisation coupled with AI based forecasting. The higher revenue and budget of opportunity companies would enable investment in such areas. 
[bookmark: _Toc210476907]2.2 Strategic response by follower organisations 
For follower organisations, the opportunities and threats are divergent from the pioneers despite being influenced by the same variables. As such, the strategic response by the follower organisation against the political macro actor would involve the following:
· Diversification of supply chain coupled with near sourcing
· Tax advocacy and regulatory lobbying
· Regular mixing of pricing, promotion and product 
· Focusing on operational efficiency, automation and cost optimisation
· Development of local community relations coupled with crisis preparedness
The follower organisations should focus on local suppliers or focus on suppliers from the European union. This would ensure bypassing supplier that are affected by tariffs such as the USA and China. The minor risk would involve possible reduction of quality parameters and suppliers’ relationship development that takes time to stabilise in the international market. Tax advocacy corresponds to the demand of Asda to void the ‘deminimis duty’ loophole (reuters.com, 2025). The core idea is to improve the levelling field for those low-cost goods that come through the marketplaces. Additionally, such businesses should expand their advocacy for delay in tax hikes by direct engagement with the British Retail Consortium. 
Follower organisation like Asda should also pass on some of the increased cost due to tariffs and tax liability to the consumers. However, the core strategy would be to ensure that low-cost products that are purchased mostly should stay the same. This could be achieved by product mixing and moderation of Stock Keeping Units (SKUs) to improve margins, bulk sales and order waste reduction (Lu et al., 2022). However, one of the minor risks that this strategy may incur is the potential loss of extreme price sensitive customers. This is especially applicable if the retailer is perceived to the exploitative in nature on account of price increases. Apart from the mentioned, staffing issues due to protests and other political factors could be managed by implementing automation in the large scale. This includes using AI for warehousing, logistics and inventory management to reduce waste, human resource requirement and reduction of errors associated with the retail industry (Sodiya et al., 2024). The support of the local community is a major boost to the follower organisations. This is because purchasing local ensures business recovery and robust crisis management. Greater the community support and relationship, greater will be business continuity during times of unrest. 
With respect to economic variables, follower organisations should adopt a dual-tier strategy — offering value products (e.g., £1 bread) for price-sensitive customers and premium options (e.g., £2.50 artisan bread) for higher-income consumers. This would be achieved by flexible form of promotion and pricing including dynamic promotions to offset the effect of inflation in the large scale (Qi et al., 2024). In continuance of local community development, follower organisations should focus on establishment of lean supply chain coupled with near sourcing. This would ensure competitive price establishment and business agility. Evidence corresponds to the ‘Local Choice’ products offered by Asda (corporate.asda.com, 2025).
[bookmark: _Toc210476908]2.3 Incorporation of marketing strategies to maintain competitiveness by pioneering and follower organisations 
To maintain competitive advantage in the market, both the pioneer and follower organisation should implement the following:
· Investment in omni channel marketing.
· Community marketing focusing on cause related.
· Focusing on innovation in marketing content.
Omni channel marketing involves click and collect mechanism, using Virtual Reality (VR) and Augmented Reality (AR) in shopping in the retail segment and home delivery. This complements regularisation of business specially in the current protest market that hinders the ability to go the market for retail shopping. This also involves use of Ansoff Matrix focusing on penetration and diversification. Evidence corresponds to integrated omni channel marketing by John Lewis including use of VR thereby involving penetration. (johnlewispartnership.co.uk, 2025). In the long end, this would complement long term customer association and ensuring competitiveness in service, price and product variations. Similarly, community marketing through sharing of Environmental, Social, and Governance (ESG) credentials would cater to environment conscious customers. Evidence corresponds to the ‘Helping Everyone Eat Better’ marketing campaign by Sainsbury (corporate.sainsburys.co.uk, 2025). This complements community level goodwill generation and involves the use of Attention, Interest, Desire, Action (AIDA) model. Additional example corresponds partnering with food banks by Aldi to reach community at the core. 
Apart from traditional marketing strategies incorporation, pioneers should expand the use of big data analytics. This will refine existing marketing ROI and improve process management. On the contrary, for followers, low cost and guerrilla style marketing should be expanded. Evidence corresponds to the M&S vs Aldo Caterpillar cake lawsuit in a meme-based marketing (bbc.com, 2022). 
[bookmark: _Toc210476853][bookmark: _Toc210476909]Conclusion 
This report outlined the influence that the political and economic macro variable has on pioneers (Tesco) and follower’s organisation (Asda). The effects are divergent with various opportunities and threats being identified. This includes loss of customer base, increased competition and possible loss of business continuity specially for follower organisations. Overall, it could be summarised that political macro actor provides the core opportunity to identify alternative options for both types of organisations. On the contrary, the core threat identified is contradictory impact of the financial variables such as rise of both disposable income and inflation rate. 
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