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To make strategic decisions, marketing managers need to know about and adjust to the macro marketing environment. Organizations' ability to find opportunities, deal with risks, and compete is always affected by things outside of their control (Chaffey and Ellis-Chadwick, 2022). This macro-marketing study looks at both economic and technological factors. These are very important for managing strategic marketing. The study looks at Amazon and Temu as global retail leaders and followers. These outside pressures have distinct effects on how well each organization does and where it is headed strategically. Section 1 looks at how big players create chances and problems for leaders and followers. Section 2 contrasts how both groups use marketing and resource allocation to deal with these problems. Recent marketing theories and literature substantiate the assertion that environmental awareness is crucial for managerial decision-making.
[bookmark: _Toc211870480][bookmark: _Toc212052688]Section 1: Critical Analysis of the Macro Marketing Environment
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The economy is a major macroenvironmental challenge that has an impact on the marketing strategy and the level of competition. The worldwide retail sector is quite sensitive to changes in interest and inflation rates, currency exchange rates, and consumer demand and supply (Kotler, Keller and Chernev, 2022). The PESTEL framework says that businesses can only plan for long-term investments when the economy is stable. When the economy is uncertain, businesses are more prone to change pricing and adopt tactics to cut costs. The First-Mover Advantage framework says that pioneers have better resources and market power to deal with shocks. Whereas followers take advantage of the temporary problems that arise from these shocks (Lieberman & Montgomery, 1988). 
Recent inflation and slower global growth have changed how people spend their money (IMF, 2024). Amazon has both opportunities and problems because of this big change. Amazon Web Services (AWS) and it advertising business particularly, boosting the retail earnings by having a wide range of services and big economies of scale. Amazon retains customers throughout the economic downturn providing the Prime membership and the powerful logistical system (AMIRI and Vida, 2023). Resource-Based View (RBV) makes the company better by exploiting the resources it possesses such as its market image and data analysis. In case inflation remains high, the costs of travelling and fuel would also increase thereby reducing the profits of the company. It is also more costly for the corporation to comply with the regulations due to antitrust scrutinies and tax law amendments across the globe, and that damages its long-term profitability (Barney, Ketchen, and Wright, 2021).
But Temu, the new venture of PDD Holdings, views the economy in that light. When prices increase, price sensitivity increases as well. This is what makes its low-cost cross border strategy work. Competing with popular channels, Temu will be able to get more clients in the harsh economic conditions when more customers seek deals. The Diffusion of Innovation theory, followers can acquire late majority once they launch in internet market spaces (Ologunebi, All and Kazeem, 2025). However, Temu is vulnerable to fluctuation in shipping cost and currencies rates due to its dependence on shipping and global supply chain. It can't handle changes in raw prices or quickly rising tariffs since its profit margins are too small. Promotional offers may not be enough to get people to buy if inflation goes up over globally (Xiang, 2025).
Porter's Five Forces research reveals the strength of customers in times of economic downturns when they seek cheaper options. As a result, cost leaders such as Temu benefit while superior service providers such as Amazon suffer. However, pioneers usually keep their businesses running well by using their bargaining clout as it relates to suppliers and easy access to money. Amazon can continue to invest into new ideas because it has a good financial position (Onggowidjojo and Ellitan, 2023) On the other hand, Temu can be used to rapidly expand in areas searching for ways to save money due to its flexibility. The economic instability is helpful for followers as it increases short-term demand whereas helpful in leaders for creating long-term stability. 
The economic conditions provide Amazon different resources but also puts pressure to its costs. The changes in the economy might bring Temu's effective method at risk since it relies upon people being once again to a certain degree cautious. So, in an economy that is difficult to predict, good strategic marketing management lies in striking a balance between burning a lot of money and spending it judiciously.
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The last factor influencing marketing is technology. PESTEL studies the effects of Innovation on operation, customer relationship, and market position of a business. Digital technologies, data analytics, robotics, and artificial intelligence have changed the way people consume products and the way that businesses operate (Chaffey & Ellis-Chadwick, 2022). Teece (2018) claims that the Dynamic Capabilities framework assists businesses to discover, exploit and reconfigure resources to capitalize on new technology. The skills of pioneers and followers are very different in this regard. 
Amazon is technologically ahead of their competitors. In an effort to stay ahead, it invests in automating transportation, cloud computing and machine learning algorithms that could make things more efficient and customize services to individual customers. Predictive analytics and robotics make fulfilment centre deliveries faster and less expensive. Recommendations that are powered by AI have made experiences more personal, which keeps customers coming back (AMIRI and Vida, 2023). These measures demonstrate the RBV because AWS and private data infrastructure are difficult to obtain, expensive, and difficult to replicate. Large companies are constantly creating new concepts and this increases the entry cost and reproduces industry standards. Research and development (R&D) is expensive but necessary for new ideas. Amazon spent almost $85.62 billion on content and technology in 2023 (Coppola, 2024), which makes costs riskier during recessions. When companies are involved in collecting large amounts of data, customers could lose trust. Older multi-platform systems are harder to use and less flexible than current ones. 
To avoid the huge cost of being an industry leader, Temu adopts the fast-follower method to adopt new technology. Using third-party digital tools and tried-and-true cloud technologies, the company can quickly grow into new areas. Its mobile-first design fits with the trend of shopping on smartphones throughout the world. AI generated customization originated by pioneers provides low-cost competitive experiences to customers. Temu is flexible and highly good at using new technology (Ologunebi, Taiwo, and Alli, 2025). Temu’s operation depends on third party countries which can be risky.
Temu relies on third-party resources, which can be risky. Logistical solutions provided by third-party and less amount of customized data can affect the quality of service provided to the customer. The expansion to the western countries raises questions on the data privacy and cybersecurity concerns.
Customers response to promotional activities is also depends on technology. Amazon is different because it has Alexa-powered automated customer support, AI-powered predictive marketing, and the ability to communicate with customers on all channels. Relationship marketing works better when you come up with new concepts. Temu uses gamification, influencer marketing, and referral bonuses to get the word out and swiftly increase sales. Because these strategies are easy to duplicate, the company won't have the same edge as the first one. 
It's harder for Amazon to make changes because they are continually coming up with fresh ideas. On the contrary, Temu is simple to use and allows individuals explore new things and answer rapidly. Pioneers put their own money into new technologies and get ahead, whereas followers are more concerned with being on time and getting things done (Ologunebi, Taiwo, and Alli, 2025). So, for strategic marketing to work, the brand's positioning needs to match the technology which is affordable new products for followers and innovative products for pioneers. 
Both the companies will profit from a quick digital transition, but they need to plan how to do it. Amazon has more power in the market because it is technically dominant, but it is tougher to keep costs down and follow the rules. Temu's growth has sped up thanks to adaptive technology, but it has also made it more likely that people may become dependent on it or replicate it. In today's tech-driven marketing landscape, a balance between being flexible and sticking to plans is a must thing.
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Figure 1: Economic vs. Technological Factors – Opportunities and Threats for Pioneer and Follower
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Businesses need to employ STP and the 7Ps to turn environmental indications into marketing actions because the economy is unstable. Amazon was the first company to use STP divisions for Prime, commercial AWS, and convenience-driven consumers. Targeting focuses on groups that are loyal and have strong margins, while positioning focuses on reliability and the value of the ecosystem. Amazon is using retail ranges, Prime packs, AWS, and ads to lower risk. Price management keeps margins and competes with dynamic pricing algorithms and value-based offers. Place's global transportation network and regional fulfilment hubs protect it from changes in the local market. Instead of giving discounts, Prime Communications, tailored ads, and AWS marketing all work to build trust, make things easy, and encourage cross-selling.
Amazon shows the quality of its People, Process, and Physical Evidence by spending money on accounting specialist teams, automated fulfilment, and uniform packaging and interface design (Nim, Pedada and Hewett, 2024). AWS usage, customer lifetime value, and mix are key performance indicators (KPIs). Porter's uniqueness and Ansoff's diversification are both part of Amazon's strategy. It also has dynamic powers to move resources around and boost AWS marketing when sales drop, and it negotiates long-term logistics contracts to keep costs stable (AMIRI and Vida, 2023). In downturn economic conditions companies can invest in in promotional activities, but fixed cost and taxes will add burden.
Follower Temu promotes STP as affordable and wide-ranging to customers who are price-sensitive and utilize their phones first. The product strategy focuses on low-cost Stock Keeping Unit (SKUs) and quick turnover of assortments. Flash discounts, coupons, and game-based deals are all part of the price strategy that brings in new clients. Place cuts out the intermediaries and decreases unit costs by shipping goods directly from the supplier to the consumer across borders (Maspul and Putri, 2025). Promotion uses social commerce, short-form video seeding, influencer campaigns, and prizes for friends who share to make things go viral.
Temu saves money on People and Process by automating jobs and hiring other people to handle customer care. Parcels and mobile interfaces are two common types of tangible proof that must show trust. Customer Acquisition Cost (CAC), the rate of repeat purchases, and the average order value are very important KPIs. Porter's cost leadership and Ansoff's market penetration say that Temu's economic strategy is to quickly grow at a low profit in order to gain market share in a bad economy. 
There are a few challenges for Temu. There aren't enough profit margins to protect against rising shipping costs, taxes, and currency changes. Additionally, too much promotion could turn buyers away. Although Amazon has a sound business plan, margins are lowered by significant fixed costs and regulatory risks as inflation rises (Maspul and Putri, 2025). Amazon should maintain its margins and share them with targeted micro-segment incentives like low-cost Prime, freight-cost hedging, and cross-sell messaging. Selective investment in returns handling, localized fulfilment connections, and restricted quality assurance can help Temu grow recurrent transactions without losing penetration pricing. 
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Figure 2: Strategic Responses to Economic Factors (Amazon vs Temu)
Amazon builds long-term relationships and operational resilience by using diversity, premium positioning, and 7Ps alignment. Temu, on the other hand, employs price-led penetration, social virality, and lean processes to grow opportunistically. Amazon's key performance indicators (KPIs) are gross margin by segment, cost of fulfillment per order, subscription uptake, and NPS. Temu's KPIs are customer acquisition cost (CAC), retention at 30/90 days, and delivery lead time. Aligning STP with the 7Ps helps both groups convert economic threats into chances to grow their businesses.
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Businesses need to combine STP with a technology-enabled 7Ps to bring fresh ideas into their marketing initiatives because technology is always changing. Amazon separates customers who are good with technology, devices, and business. Marketing itself as an ecosystem that puts customers first and leads to new ideas. Its main customers value speed, integration, and personalized experiences. Product strategy which focuses on AI suggestions, Alexa voice services, inbuilt devices and AWS features, making it difficult to switch. Price strategy uses dynamic price optimization and data-driven personalization to get the most sales and perceived value. Place can do omnichannel distribution meaning that customers can purchase things online, at Amazon Go, or in person. This makes people to wait less (Ologunebi, All and Kazeem, 2025). Promotion use of AI data to customize content for all interactions to promote accurate marketing. 
People and processes are affected by technology. Amazon trains its employees about AI and sets up AWS developer groups. Robots and automation make things more productive and cut expenses. A uniform user interface, connection with other devices, smart packaging, and easy tracking are all indicators of high-quality technology. Porter's uniqueness and RBV say that Amazon's unique data, AWS technology, and fulfilment networks will help the company in the long run. Amazon's R&D and modular innovation help it find and take advantage of new technology opportunities (Jing and Li, 2023). But the company does face real problems with high research and development costs and data protection rules. 
Temu is quick to follow in technology. Its STP is aimed for consumers who are mobile-first, price-conscious, and looking for satisfaction through a platform that is like a game and focuses on discovery. The product focuses on the front-end experience, such as a mobile UI that is easy to use, AI-curated feeds, social commerce capabilities, and game-like elements, rather than basic invention. Price approach speeds up and lowers the cost of advertising rounds (Nim, Pedada and Hewett, 2024). Place is a worldwide and digital native; Promotion uses short-form video, celebrity seeding, and referral systems to get new customers at a low cost. 
Temu cares about individual, process, and physical proof. UX, lean teams, cloud outsourcing, and modular API interfaces are all important to them. Agility comes from feature feedback and quick test-learn-scale cycles. Physical proof includes experiences with mobile apps and game-like design that help people remember. Temu's technology makes copying a competitive advantage by lowering the risk of R&D, speeding up product launches, and cutting costs on advertising and logistics (Xiang, 2025). 
Temu is heavily reliant on third-party cloud services, lacks sufficient private data to provide personalized services, is easily hacked, and has difficulty meeting Western market standards (Xiang, 2025). Temu can make data governance official, invest only in local fulfilment tech, and develop lightweight proprietary analytics to personalize without investing in a lot of hardware to reduce this risk. 
The technology investment of Amazon means that new businesses have little chance of competing. These costs contribute to all seven "Ps" which are product innovation, competitive place, targeted marketing, great service, and premium position. Temu's system puts speed, cheap testing, and viral marketing without RBV defences at the top of the list. Amazon could put privacy-by-design first, test different versions of items in STP micro-segments, and choose which products to bundle together (Nim, Pedada and Hewett, 2024). To make operations more reliable, Temu should standardize speedy feature testing, improve data governance, and test localized logistics solutions.
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The report asserts that the status of the economy and technology makes global e-commerce both beneficial and detrimental. Amazon stays competitive even when prices go up and rules get stiffer. They are a leader in the business and always come up with fresh concepts. Temu grows by using low-cost, mobile-first approaches to combat against economic downturns and the rapid spread of technology. The performance of a company in the long-run depends on the strategies aligning with resources. Pioneers emphasizes on being industry leader and innovation. Rapid results and cost cutting is more suitable for the followers. 
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