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[bookmark: _Toc225386030]1. Introduction
Technological progress and the increased concern regarding the environment have resulted in the rapid growth of the electric vehicle market, which necessitates the examination of the marketing environment to make a strategic decision (Rezvani et al., 2022; Kraus et al., 2021). Tesla is considered a leader in the innovation-driven approach as it is an innovative organisation, and Ford acts as a follower that is attempting to keep up with the changes in the industry. The macro marketing environment, which is examined in the PESTEL framework, identifies the external forces that have an impact on the performance of organisations (Khan et al., 2021; Bhatti et al., 2020). This report is a critical analysis of technological and political and legal factors and a strategic response evaluation based on Porters and Ansoff models.
[bookmark: _Toc225386031]2. TASK 1: Macro Marketing Environment Analysis
[bookmark: _Toc225386032]2.1 Technological Factor
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Figure 1: PESTLE Analysis (Iqbal, 2025)

Role of Technology in Strategic Marketing
The macro marketing environment contains technological advancement as one of the key impetuses driving the manner in which the firm creates value and maintains competitive advantage. Shifts in the automotive sector toward electric vehicles (EVs) and artificial intelligence (AI) and battery innovation have profoundly changed competition in the market. Technology helps companies to become more product differentiated and more efficient in operations and adjust to evolving consumer demands (Armstrong et al., 2020; Chaffey and Ellis-Chadwick, 2022). In addition, companies that can strategically capitalize on the digital transformation will be able to consolidate their market presence, and those that do not will risk becoming increasingly disadvantaged in terms of competition (Bharadwaj et al., 2021; Kraus et al., 2021).
Tesla (Pioneer – Critical Analysis)
Tesla has positioned itself as an innovative organisation by using high-level technological performances to assume a dominating role in the EV market. It has pioneered battery technology, self-driving technologies, and AI-integrated software that has helped it be highly differentiated. As an illustration, the regular software updates and battery design technology by Tesla allows improving the performance of the product and customer experience, which strengthens its technological leadership (Stringham et al., 2021; Vynakov et al., 2021). These strengths open the possibilities of Tesla to keep its premium prices and brand loyalty and reinforce its presence within the international EV market.
Strategically, the innovation-based approach of Tesla helps in the differentiation strategy as well as market leadership. The vertical nature of the company production model also builds efficiency and scalability, which allows it to expand all over the world fast (IEA, 2022; Mangram, 2020). Nevertheless, it should be noted critically that this heavy dependency on continuous innovation puts Tesla at the risk of enormous research and development expenses and technological risk. Tesla has actively invested in technology, and it keeps gaining competitive strength despite all these risks.
Ford (Follower – Critical Analysis)
Ford is a follower organisation that has lagged in the adoption of EV technologies. Ford has long relied on internal combustion engine (ICE) vehicles but has only in the recent past expedited the process of electrification. Even though the introduction of such models as Mustang Mach-E is a step in the right direction, the company continues to lag behind Tesla in the area of technological advancement and capacity (Wells and Nieuwenhuis, 2021; McKinsey and Company, 2023). This has been a setback in the capacity of Ford to compete favorably in an ever-changing technological environment.
The technological strategy of Ford is mainly adaptive, but not innovative because it aims at incorporating new EV technology in the current manufacturing processes. This shift is accompanied by significant financial resources and organisational redesign and limits efficiency and agility (Deloitte, 2022; IEA, 2023). Therefore, the technological factors pose a great threat to Ford because all these make it less competitive differentiating its products due to its slower innovation pace. Though Ford enjoys brand equity and expertise in manufacturing, its technological disadvantage is a weakness to its competitiveness against Tesla.
Critical Comparison
A critical comparison makes it clear that Tesla and Ford have a strategic divergence in the way they reacted to technological change. Tesla has a proactive approach to innovation that provides the company with the ability to stay at the forefront of the competitive market, since it constantly invests in new technologies to maintain its leading positions, and Ford shows a reactive strategy, adjusting to changes in the technologies in the market after the fact that they already took place in the after-market (Kraus et al., 2021; McKinsey and Company, 2023). This disparity makes a great impact in terms of their market positions and competitiveness in the long run.
Thus, the aspects of technology enhance the competitive advantage of Tesla due to its ability to strengthen differentiation and innovation and limit the role of Ford due to the lag in adoption and structural constraints (Bharadwaj et al., 2021; Wells and Nieuwenhuis, 2021). This depicts that technological leadership is one of the primary factors to determine a competitive positioning in the EV industry.
[bookmark: _Toc225386033]2.2 Political and Legal Factors
Role of Political and Legal Environment
The political and legal environment, such as government regulations, environmental policy, and financial incentives, are significant in influencing strategic marketing choices in the automotive industry. The increasing interests towards the idea of climate change have led to the tightening of the rules related to emissions and the promotion of the use of sustainable transportation. Subsidies and tax benefits on EVs and carbon-cutting goals have been implemented by governments across the globe to push the uptake forward (International Energy Agency, 2023; Kotler et al., 2021). Such regulatory systems have a strong impact on the market demand and competition in the industry.
Strategically, companies that are in line with such policies have the opportunity of exploiting emerging opportunities as opposed to those which do not adapt and they may be forced to operate under financial constraints. Regulatory pressures turn out to be simultaneously opportunities and threats, and this depends on how an organisation has been strategically positioned (Deloitte, 2022; Rezvani et al., 2022).
Tesla (Pioneer – Critical Analysis)
Tesla has successfully positioned its business model in accordance with environmental laws and sustainability efforts across the globe. Tesla has a direct advantage of government stimuli being a business specializing in electric vehicles only, such as tax credits and subsidies to promote the usage of electric vehicles (Hardman et al., 2021; International Energy Agency, 2023). The incentives also make EV ownership less expensive and boost consumer demand and Tesla expansion in the market.
Moreover, the good environmental positioning of Tesla helps to improve its brand image and appeal to environmentally mindful customers and boost customer loyalty (Rezvani et al., 2022; Kotler et al., 2021). Another way that the company has been able to generate revenues is by selling carbon credits to other automakers, which goes an additional step of strengthening its financial performance and competitive advantage (IEA, 2022; Hardman et al., 2021). Consequently, political and legal circumstances open up great prospects of Tesla, allowing it to stay at a high competitive level in the EV market.
Ford (Follower – Critical Analysis)
In the case of Ford, political and legal elements are very problematic. Being a classical car manufacturer that has many years of practice in the production of ICE vehicles, Ford is under pressure to minimize the emissions and shift to electric mobility. To be in line with these rules, it involves a lot of investment in EV technologies, infrastructure, and workforce change (Deloitte, 2022; Wells and Nieuwenhuis, 2021). This puts a strain on the organisation financially and operationally.
These regulatory forces are a definite threat to the competitive standing of Ford. The switch to EV manufacturing is costly and disruptive in terms of current supply chain, making the operations more complex (McKinsey & Company, 2023; International Energy Agency, 2023). Despite the fact that Ford has reacted by diversifying the EV portfolio, its approach has been reactive and has not been triggered by internal demand. As a result, the competitiveness of Ford is limited to that of Tesla.
Critical Comparison
The comparison shows that Tesla and Ford are affected by political and legal forces in a significantly different way. By aligning itself with environmental policies early, Tesla is able to enjoy the advantages of regulatory incentives and enhance the competitive edge, unlike Ford, which has to undertake regulatory pressures at a high cost through costly changes and restructuring (Hardman et al., 2021; Deloitte, 2022). This opposition is the significance of active strategic alignment with policy changes.
Thus, political and legal variables support the strategic position of Tesla and introduce more limitations to Ford, expanding the competitive gap between the two organisations (International Energy Agency, 2023; Rezvani et al., 2022). This underlines that it is important to be on the right track in the very early stages of ensuring that the macro-environment trends are maintained as part of long-term competitive advantage.
[bookmark: _Toc225386034]3. TASK 2: Strategic Response Evaluation
[bookmark: _Toc225386035]3.1 Porter’s Generic Strategies
The competitive strategy of Tesla can be described in terms of differentiation strategy developed by Porter when the company generates unique value in terms of innovation and technological leadership. Investing intensely in battery, artificial intelligence, and autonomous driving systems, Tesla produces highly differentiated products that have high prices and a high customer base (Porter, 2020; Teece, 2021). This positioning enables Tesla to have a unique brand name and remain the market leader in the electric vehicle (EV) market.
The integrated ecosystem is one more means of differentiation Tesla has, integrating software updates, charging infrastructure, and energy solutions. This kind of integration increases the customer experience and switching costs, improving long-term competitive advantage (Ritter and Pedersen, 2020; Johnson et al., 2023). Consequently, Tesla strategy evidences proactive reaction to change in technology, making the firm to influence the industry norms, instead of adhering to them.
Ford on the other hand embraces a hybrid approach that incorporates both aspects of cost leadership and partial differentiation. The company aims at manufacturing relatively low priced EV cars and integrating some of the technological features to ensure that the company is competitive. This is an effort to create price competitiveness and innovation in particular in reaction to rising rivalry and regulatory strain (Grant, 2022; Hill et al., 2020). Nevertheless, the lack of real differentiation affects Ford because it uses the legacy systems and it is sluggish in its technological advancement.
Despite the economies of scale and market presence, Ford lacks the differentiation that is needed by the company due to its current strategic positioning. The Aggressive focus on cost as the main competitor hinders its capacity to establish a sustainable competitive advantage in a technology-based market (Barney and Hesterly, 2021; Grant, 2022). Thus, the differentiation strategy of Tesla is more efficient, as it allows creating long-term value, and sustainability in the competitiveness, unlike the hybrid approach offered by Ford, which only ensures short-term competitiveness with a lack of depth in the strategy.
[bookmark: _Toc225386036]3.2 Ansoff Growth Matrix
The growth strategy of Tesla is very similar to the product development strategy and the market development strategy of Ansoff. Tesla also adds value to its existing products through its continuous innovation whereby it presents new technologies to the market like better battery performance and autonomous driving among others. This strategy is an indication of product development, with companies becoming more competitive through product enhancement in the existing markets (Ansoff, 2020; Lynch, 2021). At the same time, Tesla is also expanding to foreign markets, such as Europe and Asia, showing a tendency to develop the market and achieve global expansion.
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Figure 2: Ansoff Growth Matrix (The Strategy Institute, 2024)
Such strategies have been supported by the technological development, and Tesla was able to expand its operations and establish more strength within the market. Tesla becomes less dependent on third-party suppliers and improves the efficiency of its operations by investing in infrastructure development through Gigafactories and charging networks (Teece, 2021; Johnson et al., 2023). Nevertheless, there is a high financial risk and reliance on future innovation in such aggressive expansion.
The strategy of Ford, on the other hand, can be described as diversification, since it moves away to electric vehicles as opposed to traditional internal combustion engine vehicles. This transition is entering a new product space, which entails heavy investment in technology, skills, and infrastructure (Ansoff, 2020; Grant, 2022). The regulatory requirements and environmental pressure are the primary factors informing the diversification strategy of Ford, as they do require the shift towards sustainable mobility.
Nevertheless, the diversification at Ford is mostly reactive based on external forces and not internal strategic focus. Organisational restructuring, cost management, and technological integration constitute some of the challenges that the company deals with, impacting its ability to grow (Hill et al., 2020; Barney and Hesterly, 2021). Tesla therefore has a more effective growth strategy because it is proactive and innovation-oriented, unlike that of Ford which is limited to regulatory compliance and operational factors.
[bookmark: _Toc225386037]3.3 Comparative Strategic Evaluation
Comparative analysis of Tesla and Ford shows that there is a considerable change in the strategic effectiveness and sustainability in the long-term. Tesla is proactive and innovation-oriented, whereby it utilizes the development of technologies to accelerate differentiation and diversification to new markets. In comparison, Ford seems to have a reactive approach as they react to competitive and regulatory forces when they already reshaped the industry (Johnson et al., 2023; Teece, 2021). This difference directly affects their positioning in the competition.
Tesla is far ahead of Ford in terms of technological response as it successfully invests in innovation and stays on the forefront in such areas like battery technology and autonomous driving. This will help Tesla to maintain a high competitive edge and secure segments with high values. On the other hand, the speed at which Ford is adopting technology is low, making it difficult to compete favorably in a fast-changing market (Grant, 2022; Hill et al., 2020). This shows that to be successful in the long run, proactive innovation is needed.
In terms of political and regulatory conditions, Tesla has an advantage of an early alignment to the environmental policies so that the company could capitalise on the incentives and to consolidate its market position. Conversely, Ford has regulatory forces which necessitate expensive transformation and organisational change which decrease its strategic flexibility (Barney and Hesterly, 2021; Ritter and Pedersen, 2020). In spite of the fact that Ford is also on the right track in its transition to EVs, it is still limited by structural and financial issues.
On the whole, the strategies of Tesla are more efficient and sustainable because these are supported by macro-environmental trends and are predetermined by innovation. Ford continues to be weakened by its reactive strategy and legacy barriers, although it has been improving. Thus, Tesla has a greater competitive advantage in the long term, which is significant because the company requires a proactive strategic alignment in the dynamic and technologically oriented industry.
[bookmark: _Toc225386038]4. Conclusion
The analysis shows that competitive positioning in the EV industry is subject to critical influence by technological and political factors. The innovative mindset and early adoption of the new trend of regulation have empowered Tesla and enhanced its competitive edge and dominance in the market. Conversely, Ford cannot compete effectively due to its reactive strategy, as well as because of the use of legacy systems. Although Ford is on the right track with its move towards electric cars, Tesla is better-placed strategy-wise, and it can last longer in the competitive industry that is evolving fast.
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