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[bookmark: _Toc214501996]1: Introduction 
[bookmark: _Toc211437170]The paper here emphasises the marketing management procedures that the marketing department of a company considers after assessing the macro environment of a particular country. Macro-environment factors like economic factors, political factors, legal factors, and technological factors often influence the marketing department of a company to develop strategies in terms of placing a product or pricing the product, adhering to these factors.
Aghlmand et al. (2022) had stated that macro-environment factors, preferably ones that are obtained from the PESTLE framework, play a substantial role in shaping a company’s marketing decisions. This would be considered to create opportunities or threats beyond its control. For instance, nuances like political and legal changes affect regulations. Along with such, another example would be economic conditions that influence consumer spending, and could be in the form of purchasing power or GDP per capita of the nation. Factors like the shifts in social trends often shift consumer preferences. Makvandi (2024) had identified that technological advances further create new strategies to reach customers. An example of such would be environmental requirements and awareness that have compelled firms like Tesla to consider making electric vehicles as major eco-friendly alternatives.
In light of this, the paper here considers the macroeconomic factors that influence marketing management and relevant strategies. The essay would proceed to present two factors that impact a selected industry, which would be preferably from the UK. One demonstrating the impact on the sector, one pioneer company, and one follower company are chosen from the sector to assess how they fare in assessing these macro-environment principles. 

[bookmark: _Toc214501997]2. Task 1: Critical Analysis of the Macro Marketing Environment 
[bookmark: _Toc211437171][bookmark: _Toc214501998]2.1 Overview of the Macro Marketing Environment
[bookmark: _Toc211437172]The framework taught in the module PESTLE enables in determining of the macro environment factors that influence strategic marketing management and relevant strategy making. The tabular presentation below presents the PESTLE analysis of the UK, and aids in comprehending the manner in which these factors influence marketing strategies.
	Factors determined from the PESTLE framework 
	Key UK Data / Trends that had been identified which marketing department of a company must consider to formulate strategies 
	Impact on Marketing Strategy

	Political factors 
	A relatively stable democracy has been identified in the UK.  However, regulatory uncertainty post-Brexit persists, which has been in the form of new trade rules (Portes, 2022)
The politics of immigration and free movement were the key drivers of the shape of the UK–EU post-Brexit economic (Portes, 2022) 
	Adhering to this macro-economic trend, Brands may emphasize “Made in UK” or local supply chains to appeal to nationalist sentiment and reassure customers about reliability (Southgate, 2016).

	Economic factors 
	UK GDP per capita ≈ £37,044 (), with real GDP growth was +1.1% in 2024 (Statista, 2025). Hence, it could be concluded that in the UK, people do possess superior purchasing power. However, in the UK, it has been identified that the cost-of-living crisis persists (Statista, 2025). 
	There could be instances of high disposable income in some segments that allow premium positioning, but cost pressures mean many firms must offer value-tier products or emphasize cost-efficiency.

	Social factors 
	The average age of the UK is generally high, and therefore, an aging population could be one of the factors that marketing management of a company must look into. GlobalData (2025) had identified that the median age of the UK is usually on the higher side. 
The Mean Age in the United Kingdom was 40.2 years in 2021. The mean age in the United Kingdom was highest in 2021 at 40.2 years and was lowest in 2018 at 39.9 years 2018 2021. It recorded a growth of 0.3% in 2021 compared to the previous year. Between 2018-2021, the mean age in the United Kingdom increased by 0.9% (GlobalData (2025).
	Furthermore, it has to be realised that marketing should be tailored: diversity in messaging, premium products for older demographics, and digital and social campaigns for educated, urban consumers.

	Technological factors 
	The UK has been a proponent of strong R&D, high internet penetration, innovation in AI, and fintech. He UK has firmly positioned itself as a leader in financial innovation, offering a regulatory environment that's both tech-positive and agile (NayaOne, 2025)
	It is often witnessed that companies can consider leveraging advanced digital marketing, personalising via data analytics, and launching tech-driven products or services (an example of such would be the recent fintech apps) to stay competitive.

	Legal factors 
	New Digital Markets, Competition and Consumers Act (2024) strengthens regulation on digital platforms as identified in (United Kingdom (2024) 
Also, there is a certain presence of strict consumer-protection and employment laws (United Kingdom, 2024) 
	Marketing campaigns must abide by the new digital regulations
Moreover, in recent times,  firms need transparency in digital ads, and may need to adjust pricing or platform strategy to meet legal constraints.

	Environmental factors 
	There had been severe pressure by the government as with growing pressure on firms to reach net-zero emissions; only ~ 65% of UK firms have net-zero plans (The Guardian, 2024)
Just 65% of UK businesses have a plan to reduce their emissions to net zero by the 2050 deadline (The Guardian, 2024)

	Green marketing has become important, where brands can highlight sustainability, eco-friendly packaging, or carbon-offset initiatives to attract environmentally conscious consumers (The Guardian, 2024)




Tabular presentation 1: PESTLE factors that influence the marketing management department of a company

[bookmark: _Toc214501999]2.2 Selection of Two External Macro Marketing Actors
[bookmark: _Toc214502000]Identifying and justifying the selection of two external actors 
The factors that had been identified in this regard would be 
· Political attributes from a macro-economic environment
· Technological attributes from a macro-economic environment

Justification: Samuel (2025) stated that technological and political factors from a PESTLE framework are considered as attributes that exert the strongest external influence on organisational strategy and performance in highly regulated and innovation-driven industries.  SARKAR (2025) had discerned that political factors may influence reforms, government policies, and drug approval regulation, which holds in this case, as I have considered selecting the Pharmaceutical sector for this essay.  Moreover, compliance expenses and organizational stability are further assessed. Furthermore, technological factors are equally mandated owing to rapid digitalisation, AI-enabled drug discovery. It is further crucial to consider that technology often defines competitiveness and long-term growth. Hence, together these two forces determine the way in which companies in the pharma sector consider adapting, innovating, and complying in environments where technological evolution and regulations are essentially central to the usual sustainability. 
[bookmark: _Toc214502001]The relevance and current influence within the chosen industry, using recent data, reports, or examples
The chosen sector here is the UK’s pharmaceutical sector. 
Therefore, it is crucial to understand that political and technological forces are reshaping pharmaceuticals today. Hussien (2021) had identified that regulatory and pricing reforms directly affect market access and reimbursement, and this is essential for the marketing department of a company to discern and identify.   U.S. Food and Drug Administration (2025) stated that during 2024, the FDA approved 50 novel drugs, which exhibited sustained innovation and regulatory throughput.
Reuters (2025) had identified that rapid adoption is accelerating discovery, and it has been identified in several works that market growth and large partnerships ( for instance, Takeda–Nabla) are shortening timelines and lowering costs.  Meanwhile, Santhireswaran et al. (2025)  had identified that record drug shortages and supply-chain stresses in 2023–24 had highlighted political, trade issues. On top of that, manufacturing vulnerabilities that influence policy responses, pricing, and global access are to be assessed by the marketing management. 
[bookmark: _Toc214502002][bookmark: _Toc211437173]2.3 Critical Analysis of Each Actor
[bookmark: _Toc211437174]In the pharmaceutical sector in the UK, the pioneer companies considered would be AstraZeneca and GlaxoSmithKline (GSK).  Hence, technological and political shifts would impact GSK and AstraZeneca differently from follower firms like Cipla. GSK and AstraZeneca, being the pioneers, enjoy strong R&D competencies and regulatory influences, and further benefit from the usual rapid advances in the AI-enabled drug discovery, and they further enjoy political incentives. An instance would be, () had elicited that AstraZeneca’s AI-driven discovery programmes often cut early-stage development timelines by nearly 30%. However, Technology Networks (2025) had enunciated that GSK’s investment in genomic research positions it to capitalise on precision-medicine policies. These changes often pave the way for opportunities for market leadership, premium pricing, and accelerated approvals. GSK has announced a $30 billion investment in the US over the next five years, focused on R&D and supply chain infrastructure. A key part of this is a $1.2 billion program to build new advanced manufacturing facilities and expand the use of artificial intelligence (AI) and digital technologies (Technology Networks, 2025).
However, the scenario is different for followers, as they are prone to threats, with surging compliance expenses, stricter regulator scrutiny, and expensive digital-technology adoption. These factors, therefore, widen capability gaps. For instance, the U.S. Food and Drug Administration (2022) had discerned that Cipla must contemplate investing heavily in automation and data systems to meet evolving FDA and EMA standards, limiting competitiveness. Hence, pioneers must consider leveraging the technology to sustain innovation and global expansion. However, followers must consider pursuing partnerships that are cost-effective for digital adoption and seek a niche market to remain visible. 

[bookmark: _Toc214502003]3. Task 2: Strategic Responses of Pioneering and Follower Organisations 
[bookmark: _Toc211437175][bookmark: _Toc214502004]3.1 Pioneering Organisations’ Strategic Responses

[bookmark: _Toc214502005]Ansoff’s Growth Matrix applied to present and assess responses of pioneering pharmaceutical firms to external challenges.
	Ansoff Strategy, which is to be considered for the pioneering firms
	Pioneering Firm Response
	Industry-relevant Examples with the usual critical evaluation

	Market Penetration
	Pioneers here must consider intensifying investment in AI-driven marketing, digital engagement with healthcare providers.
Peter (2025) stated that pioneers in the pharma industry must consider prioritising supply-chain optimisation to protect existing markets amid political pricing pressures.
	GSK plc (2025) had cited that GSK expanded its respiratory portfolio promotion using real-time data platforms in 2024. Hence, marketeer must consider their act for improving prescriber reach despite strict UK pricing controls. This reflects a definite defensive yet necessary strategy to maintain market share in tightening regulatory environments.

	Market Development
	Pioneers in the pharma sector must consider targeting the emerging markets to offset stagnation in the US/EU.
Moreover,  they must consider responding to political incentives and growing healthcare demand.
	AstraZeneca, as elicited by AInvest News (2025), had considered aggressively expanding into India and Latin America. This had led to benefits from favourable generic drug policies and government vaccination programmes. However, () argued that currency risks and regulatory inconsistencies present ongoing threats.

	Product Development
	Nagarajan et al. (2024) had opined that in pharma, pioneers must consider investing in biotechnology, mRNA platforms, and AI. These pursuits may consider accelerating next-generation drug pipelines, turning technological disruption into opportunity.
	GSK’s as identified in the work of GSK plc (2025), considers cancer immunotherapy pipeline and AstraZeneca’s AI-enabled drug discovery partnerships shorten development cycles, though rising R&D costs and regulatory complexity increase risk exposure AstraZeneca, 2025). Marketeers must consider developing strategies depending on such. 

	Diversification
	Pioneers must further consider diversifying into digital therapeutics, diagnostics
vaccines to reduce reliance on traditional drug portfolios.
	Another example would be AstraZeneca’s move into digital health solutions AstraZeneca, 2025). 
GSK’s vaccine expansion demonstrates strategic resilience, though diversification exposes firms to unfamiliar competitive landscapes, and this could be another example of GSK plc (2025). 



[bookmark: _Toc214502006]Porter’s Generic Strategies
[bookmark: _Toc211437176]Porter’s Generic Strategies for Pioneering Pharmaceutical Firms and the strategies that are considered by the marketing management department
	Porter’s Strategy
	How Pioneers Apply It  from the perspective of marketing strategy-making
	Industry Examples (Pioneers)

	Cost Leadership
	It is a matter of common fact that pioneers often consider optimising large-scale production, automating manufacturing.

Leveraging AI-driven forecasting to reduce per-unit drug costs. Marketing focuses on demonstrating affordability and supply reliability to healthcare systems facing budget pressures.
	It has already been identified that AstraZeneca uses automated biologics facilities to lower operating costs (AstraZeneca, 2025). 
Hence,  enabling competitive pricing in oncology and respiratory markets, GSK plc (2025) 

	Differentiation
	The marketing department of Pioneers must consider heavy investment in R&D and breakthrough technologies. This enables firms to market highly specialised, superior-value drugs. 
Hence, it is to be noted that marketing strategies emphasise clinical superiority, innovation, safety, and patient outcomes.
	GSK, as discerned by GSK plc (2025), essentially differentiates through its strong vaccine portfolio and genomic research-based medicines, promoting unique efficacy and safety profiles.

	Focused Cost Leadership
	Pioneers may further consider adopting targeted pricing strategies for specific markets, instances would be, for in, especially emerging economies, while optimising production for those regions.
	An example would be () identified that AstraZeneca India markets affordable versions of chronic disease drugs while maintaining quality, targeting price-sensitive segments.

	Focused Differentiation
	From the marketing management perspective, pioneering firms target niche areas such as rare diseases, personalised medicine, or advanced biologics.
This could be considered by using highly specialised marketing efforts directed at narrow patient and clinician groups.
	GSK’s rare-disease therapies
AstraZeneca’s precision oncology 

These often rely on targeted campaigns for specialists and genomic-testing networks.




[bookmark: _Toc214502007]3.3 Follower Organisations’ Strategic Responses
[bookmark: _Toc214502008]Critically assess how follower organisations adapt their strategies to sustain competitiveness.
[bookmark: _Toc214502009]Ansoff’s Growth Matrix
Ansoff’s Growth Matrix for the usual strategic adaptation of a follower firm, which is Cipla in this case 
	Ansoff Strategy
	How Cipla Adapts (Critical Assessment)
	Industry-Relevant Example

	Market Penetration Strategies 
	Cipla, being the follower, may consider strengthening price competitiveness and expanding distribution. This could be considered by defending its generic drug position, Cipla Limited (2025). 
These practices stress volume-based strategies, aggressive tender participation, and doctor-outreach programmes to sustain market share against pioneers. Cipla Limited (2025) 
	Cipla Limited (2025) had opined that Cipla in recent years had  increased domestic generic sales through competitive pricing in respiratory and HIV drugs,
It may consider leveraging strong pharmacy networks to counter multinational dominance.

	Market Development Strategies 
	Cipla must consider confronting saturation in the Indian market by entering African, Latin American, and Southeast Asian regions, as in places where regulatory barriers are lower. Cipla Limited (2025). 
This enables the company to emerge and grow without competing directly with the pioneers’ patented portfolios.
	Cipla’s expansion into the South African market
As of now,  it has become the company’s prominent international revenue source. This illustrates successful geographic diversification.

	Product Development Strategies 
	Cipla, with limited R&D budgets as compared to pioneers, prioritises incremental innovation.
It may consider improving and enhancing formulations, biosimilars, and fixed-dose combinations rather than breakthrough drugs.
	Zaman and Khanna (2021) had identified that Cipla’s development of inhalers and improved antiretroviral combinations further reflects cost-effective innovation, which is majorly aligned with follower capabilities.

	Diversification
	Cipla further considers diversifying into wellness products, OTC medicines, and digital-health collaborations. This would be considered and strategy by reducing reliance on competitive generic markets. However, risk remains moderate because diversification avoids high-cost novel drug pipelines.
	Cipla’s entry into nutraceuticals and digital patient-support platforms strengthens brand visibility. 
It further reduces vulnerability to generic price erosion.



[bookmark: _Toc214502010][bookmark: _Toc211437177]Porter’s Generic Strategies for Cipla, which is the follower Firm
	Strategy
	How Cipla Adapts
	Industry Example

	Cost Leadership
	Cipla could compete through low-cost manufacturing, efficient sourcing, and economies of scale to offer affordable generics.
	Large-scale production of respiratory 
 HIV drugs enable highly competitive pricing

	Differentiation
	It may further consider using incremental innovation and high-quality standards to differentiate within the generic segment.
	Cipla’s improved inhaler technology enhances user convenience 
 clinical outcomes

	Focused Cost Leadership
	Cipla may strategize by targeting price-sensitive emerging markets with low-cost essential medicines.
	Strong presence in Africa through affordable antiretrovirals

	Focused Differentiation
	Cipla may contemplate offering specialised formulations and niche therapies to stand out among generic competitors.
	Fixed-dose combinations for chronic diseases enhance treatment adherence.




[bookmark: _Toc214502011]4. Conclusion 
The essay here elucidates that pioneering firms like GSK and AstraZeneca often contemplate responding by investing heavily in innovation, expanding globally, and differentiating through advanced biologics and specialised therapies. It is witnessed that the strategies that had been identified through Ansoff and Porter’s generic model focus on product development and diversification to maintain leadership. Moreover, follower firms like Cipla must consider adapting through procedures like cost efficiency, incremental innovation, and expansion into emerging markets where barriers are lower. Follower must consider relying on competitive pricing, strong distribution, and targeted formulations to remain viable. Hence, it is implied from all the discussion that for pioneers. Innovation is crucial to staying ahead, while followers must consider prioritizing efficiency and accessible markets. Hence, this is considered to sustain competitiveness in a rapidly evolving pharmaceutical landscape.
[bookmark: _Toc211437178]
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