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[bookmark: _Toc214354963]Introduction
The macro marketing environment analysis is a fundamental element of the strategic marketing process. Kotler, Keller, and Chernev (2021, p. 65) claim that marketing management necessitates continuous scanning of the external environment in an effort to find opportunities and threats. This is reaffirmed by Baker (2004), who further indicates that marketing theory cannot exist outside its environment, as external change is considered a catalyst to strategic change. Therefore, these views underscore the value of macro-environmental analysis in gaining sustainable competitive advantage. Abratt and Bendixen (2018) argue that the macro environment analysis offers the tools to integrate adaptive marketing systems that incorporate political, economic, social and technological intelligence in strategic decision-making activities.
In this regard, the primary goal of this paper is to critically examine the macro marketing environment of the United Kingdom (UK). It will focus on the electric-vehicle (EV) industry to take into account the contribution of major external players in the strategic marketing management process. The study will be structured into two key tasks. Task 1 will entail a critical examination of the macro marketing environment based on theoretical models, including PESTEL, to explain the external factors that influence the industry. On the contrary, Task 2 will examine the pioneering and following firms in the industry to analyse their strategic responses to external factors. The report will conclude with a summary of key findings that address the strategic importance of environmental scanning to achieve competitive advantage.
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[bookmark: _Toc214354965]Overview of the Macro Marketing Environment
The macro marketing environment consists of a wide range of external forces outside the control of a firm (see Appendix A) that affect the marketing strategy of a firm (Bagozzi et al., 2018). These forces have profound effects on variables such as market structure, consumers' expectations and the adaptability of organisations, among others. Hence, Abratt and Bendixen (2018) assert that strategic marketing requires the systematic monitoring of external environmental conditions to identify opportunities and threats that will influence the ability of an organisation to achieve its objectives. The PESTEL framework is a well-known conceptualisation of the macro environment. Brassington and Pettit (2010) emphasise that the power of this framework is derived from its ability to give marketers a structured mechanism for understanding external forces (see Appendix B) that influence the market. Citilci and Akbalik (2023) underscore the significance of this framework in maintaining competitiveness in volatile marketplaces by asserting that organisations are perceived as "blind and deaf" in an ecosystem without this environmental scanning. Hence, the framework is not only a descriptive but strategically integrative instrument. Complementing PESTEL, the SWOT analysis acts as a conceptual bridge between the external environment and the internal competencies and limitations of an organisation (Baker, 2004). Dibb, Simkin and Ferrell (2012) argue that it helps in strategic marketing by linking information relating to the external factors to the firm's unique value proposition (see Appendix C). Therefore, these external market analysis tools collectively provide a coherent foundation for strategic marketing management. 
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Although all dimensions of the PESTEL framework are relevant, political and environmental actors are chosen for more in-depth analysis in this report, considering the following: 
Political Actor  
Political forces influence the regulatory environment that determines the magnitude and temporal evolution of the EV market in the UK. For instance, the UK's Zero Emission Vehicle (ZEV) policy requires a growing share of new vehicle sales (80% in 2030 and 100% in 2035) to be zero emission by 2035 (GOV.UK, 2023). This trajectory of statutory demands forces manufacturers to rethink production, supply chain and marketing strategies. Furthermore, public policy is also driving the development of this sector. For instance, the government’s “EV Chargepoint Grant” provides up to 75% of the cost of installing charge points at domestic properties (GOV.UK, 2025a). This reduces consumer barriers to the industry, resulting in changes to the market entry, product portfolios, and promotional position of automobile companies.  
Environmental Actor
Environmental forces form the key demand factor for EVs in the UK. Rising public concern over climate change, changing corporate sustainability expectations and increasing regulatory pressures have made environmental performance a key determining factor of brand identity, product innovation and communication strategies (Morton et al., 2018). Consequently, the number of battery electric vehicles produced in the country has exceeded 1.7 million units in 2025 from around 1.47 million units in 2023 (Statista, 2025a).  Furthermore, the accelerated growth in the number of public charge points to 73,334 devices as of 1st January 2025, with approximately a 37% year-on-year increase, provides evidence that environmental drivers are leading to tangible market transformation in the country (GOV.UK, 2025b).
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Political Actor 
The political factors control the format of market change in the EV industry. For instance, the ZEV mandate to be emission-free gives direct market opening to pioneering EV companies such as Tesla, Ford, Nissan and others. These companies can use their early compliance as a strategic differentiator by using policy alignment to strengthen brand credibility (Kotler et al., 2020). For instance, Tesla capitalises on its early alignment with the policy to dominate the luxury BEV sector, while also profiting from infrastructure collaborations such as its “Supercharger Network,” which now offers open access through government engagement (TESMAG, 2025). Nevertheless, there are also risks brought about by political unpredictability. For instance, in 2023, the government announced a postponement of the ban on the sale of new petrol and diesel vehicles to 2035 (Reuters, 2023). Ford, which declared to invest £380m to retool Halewood to create electric drivetrains in response to the policy, openly criticised the policy change by stating that backflushing would cause customer and producer stress while damaging zero-emission marketing activities (Reuters, 2023). However, follower companies such as Toyota took the occasion to increase their own hybrid-marketing efforts by stating that the delay enabled them to “remain competitive” (Financial Times, 2023), while Jaguar Land Rover reasserted its all-electric goal of 2030 following the delay (The Financial Express, 2023). Hence, these illustrations explain that political change emphasises the need for pioneering firms to maintain brand resilience while follower enterprises are required to take on strategies that align with the changing policy environments to capture the benefits of market timing.
Environmental Actor
The environmental factors are the key drivers of demand in the EV market. Growing societal awareness about climate change, along with the increasingly stringent governmental regulations and corporate commitment to achieve net zero emissions, has resulted in sustainability becoming a decisive factor influencing both consumer preference and corporate brand strategy (Morton et al., 2018). This has enhanced the competitiveness of the innovative companies operating in the sector, including Tesla, Ford, Nissan and others. As an illustration, Tesla occupies the first place in the list of the most sustainable marketing companies with its message about a zero-emission future (Tesla, 2025). Similarly, the Nissan 3-billion initiative in Sunderland, UK, the EV36Zero, is among the largest investments in industrial sustainability that can not only improve its green industrial strategy but also support its reputation as a sustainability leader (Nissan, 2025). Conversely, in the case of follower organisations, environmental forces present the opportunity to capitalise on the pre-existing consumer awareness, while posing the challenge of differentiation in a market that is increasingly sustainability-saturated (Morton et al., 2018). Consequently, the follower companies, including Hyundai, Volkswagen, BYD, and MG, have made their sustainability strategies centred on affordability. In the case of Volkswagen, the campaign of the ID.3 and ID.4 models boasts of carbon-neutral production and 100 per cent renewable charging alliances, without any premium pricing (Volkswagen, 2020). Nevertheless, greenwashing is increasingly becoming a significant threat to the followers because, in the present time, sustainability is no longer a differentiator but a prerequisite (Liao and Wu, 2024). Thus, these initiatives imply that environmental stewardship is no longer just a reputational resource, but also a strategic necessity that has played a significant role in product development and marketing differentiation across the EV industry.
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Pioneering organisations in the EV industry, such as Tesla, Nissan, and Ford, have been instrumental in establishing the early course of the shift towards sustainable electric mobility. According to Kotler, Keller and Chernev (2021), pioneering companies gain a competitive edge in the market by creating innovations ahead of market maturity. Furthermore, Suntsova (2024) emphasises that first-mover advantages enable corporations to set industry norms, create brand identities, and influence the actions of subsequent entrants into the market. However, in the UK, where political forces (e.g., ZEV) and environmental imperatives (e.g., the 2050 Net Zero target) are dominant, these companies are in constant need to align their marketing plans with regulatory and sustainability goals. In light of this, the following analysis provides useful insights into the reaction of these firms to external threats and opportunities.
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It presents the four strategic options (see Appendix D) that assist pioneering companies in realising growth by venturing into new markets and product lines or existing markets and product lines (Kotler et al., 2020). It is incorporated below to analyse the pioneers’ reaction to the market.
	Ansoff Strategy
	Application in the UK EV Industry
	Activities of Pioneering Firms

	Market Penetration
	Deepening market share through increased adoption and infrastructure expansion (Corporate Finance Institute, 2025).
	Tesla’s proprietary software systems (e.g., Autopilot and Full Self-Driving), vertically integrated production model, and exclusive energy ecosystem (including Powerwall and Supercharger networks) enable superior control over cost, quality, and customer experience (Tesla, 2025). Furthermore, it enhanced its accessibility in the UK by opening its “Supercharger Network” to all EV users in collaboration with government (TESMAG, 2025).

	Product Development
	Developing new EV technologies that ensure sustainable production (Corporate Finance Institute, 2025).
	Nissan invested £3 billion in its EV36Zero hub in Sunderland, UK, to integrate battery recycling and renewable energy into vehicle production (Nissan, 2025). This product translates its environmental compliance into market advantage (Nissan, 2025).

	Market Development
	Entering new customer segments as infrastructure matures (Corporate Finance Institute, 2025).
	Ford targeted commercial fleet electrification through the “E-Transit Custom” to align with government incentives for zero-emission vans (Ford, 2024). It targets fleet electrification using economies of scale along with localised UK manufacturing to balance affordability and sustainability (Ford, 2024). This allows the company to develop new market for EV customers who seek affordability while purchasing. 

	Diversification
	Integrating energy, data, and mobility services to create multi-dimensional offerings (Corporate Finance Institute, 2025).
	Tesla integrated solar energy and energy storage with its EV product ecosystem to reinforce its "zero-emission future" message (Tesla, 2025). It helps the company distinguish its products from others by delivering an all-encompassing clean-energy ecosystem, including solar production, residential battery, and EVs. 
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The presence of follower companies in the EV market, including Toyota, Volkswagen, Hyundai, BYD, and MG, is relevant to the large-scale implementation of electric mobility by benefiting from the market platform realised by their competitors. Hooley, Piercy, and Nicoulaud (2020) highlight that the competitiveness of follower firms in the market is based not on radical innovation but on the adaptive approach. Whitfield and Wuttke (2024) further contend that late entrants take advantage of the benefits, such as lower costs of learning and better-identified infrastructure, by aligning their tactics with new market frameworks. However, in the UK, where political forces (e.g., ZEV) and environmental imperatives (e.g., the 2050 Net Zero target) are dominant, the follower firms are required to constantly adjust their marketing strategies to remain competitive by differentiating their products from others regarding market changes. In light of this, the following analysis provides useful insights into the reaction of these firms to external threats and opportunities.
[bookmark: _Toc214354972]Ansoff's Growth Matrix Analysis of Follower Organisations 
It presents the four strategic options explain the processes through which follower organisations can grow while reducing the risk of experimentation (Kotler et al., 2020). It is incorporated below to analyse the followers’ reaction to the market.
	Ansoff Strategy
	Application in the UK EV Industry
	Activities of Pioneering Firms

	Market Penetration
	Increasing share in existing EV segments through competitive pricing, dealer networks and promotions (Corporate Finance Institute, 2025).
	BYD implemented strategies such as “Blade Battery” that cut production costs by up to 30% (BYD, 2025). Furthermore, it introduced competitively priced models such as the Atto 3 (priced at £37,000) to gain rapid traction in the UK market (BYD, 2025). Hence, the company can rapidly expand its sales volumes in the UK using this value pricing.

	Product Development
	Offering adapted models to match local demand (Corporate Finance Institute, 2025).
	Toyota emphasised a multi-pathway BEV strategy named “Beyond Zero” to serve consumers beyond carbon neutrality with the products, services and operations offered by finding new ways to make a positive impact on the planet and society (Toyota, 2023). This novel approach emphasises hybrid and plug-in hybrid leadership as practical transitional solutions that maintain profitability and brand reliability while preparing for full BEV expansion by 2026 (Toyota, 2023). 
Conversely, Hyundai’s Ioniq 5 and Ioniq 6 models employ an 800V battery architecture that achieves a 10-80% charge in 18 minutes, creating a clear technological distinction in the mid-price segment (Hyundai, 2025).

	Market Development
	Entering new regional segments as charging infrastructure improves (Corporate Finance Institute, 2025).
	MG intensified retail activity through new models such as the ZS Hybrid+ model (introduced in the second half of 2024) that showed strong registrations (RRG Group, 2025). 

	Diversification
	Partnering with energy providers (Corporate Finance Institute, 2025).
	Volkswagen's “Way to Zero” strategy expands beyond traditional vehicle manufacturing into renewable-energy production, carbon-neutral logistics, and partnerships with charging providers like IONITY (Volkswagen, 2024).





[bookmark: _Toc214354973]Conclusion
This report focuses on a critical analysis of the macro marketing environment in connection with both the pioneering and follower organisations in the EV industry in the United Kingdom. The analysis shows that political and environmental forces are the most influential external factors in strategic marketing decision-making of this sector. These macro-factors pose both opportunities (as a result of government inducements, sustainability branding and technological innovation) and threats (as a result of regulatory uncertainty, cost pressure and heightened competition) to businesses. It demonstrates that the first movers in the market, such as Tesla, Nissan and Ford, show active interaction with the market by way of product and market development, differentiation and diversification strategies. Their strategic reactions demonstrate the strength of the power of innovation, brand positioning and regulatory alignment to establish industry standards. Conversely, the follower organisations, including those of Toyota, Volkswagen, Hyundai, BYD and MG, use adaptable and cost-effective, credibility-oriented methods to take advantage of the infrastructure established by the pioneers. They remain more realistic in their competitiveness by focusing on cost leadership, differentiation, and incremental innovation. Thus, the results demonstrate the strategic role of environmental scanning in marketing management. They reveal that as the market environment transforms, dynamic conditions, companies need to integrate macro environmental intelligence in decision-making systems to be able to predict and react to change efficiently.
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