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Marketing environment is very important in the organisation strategy, decision making and long-term competitiveness. Organisations in modern markets are engaged in an intricate and dynamic environment affected by macro-level forces including technological progress and environmental sustainability (Klimova et al., 2023). These forces bring opportunities, as well as threats and the firms need to keep changing their strategies to remain relevant and gain a competitive edge. The global automotive industry, with the rapid modernization of electric vehicles (EVs), is a good example of such change and has disrupted the traditional market structures (Mu, 2023).
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Figure 1: Tesla and Ford Logo 
Source: (Tulay, 2019)
Tesla is an innovative pioneering organisation that has disrupted the sector of the automotive industry via its early investment in electric mobility, battery technology, and computer-based vehicles (Tang, 2023). In the year 2023 Tesla had sold more than 1.8 million cars in the world and had a market worth of more than 600 billion USD (Lu, 2024). On the contrary, Ford is a follower organisation that has more than a hundred years of experience in the manufacturing of vehicles (it produces more than 4 million cars per year) but it has entered the EV market rather late (Wayland, 2022).
This report critically discusses the effect of technological and environmental macro-environment factors of Tesla and Ford. It assesses the opportunities and threats that these forces generate and the way these forces affect the competitive position of each company. Moreover, the report also makes a comparison and an analysis of the strategic responses embraced by the two organisations based on the Porters Generic Strategies and Ansoff Growth Matrix to determine how they maintain and develop competitive advantage.

[bookmark: _Toc225408725]2. Task 1: Macro Environment Analysis
[bookmark: _Toc225408726]2.1 Overview of Organisations
The Tesla company is generally acknowledged as an innovative organisation in the EV market. As it was founded, the company is concerned with innovations, spending more than 3 billion USD each year on research and development to improve the battery technology and autonomous driving and digital integration (EBSCO, 2024). Tesla has several Gigafactories in various areas including Nevada, Shanghai, Berlin, and Texas that allow the company to produce in large volumes and have benefits of scale (Susanto and Ellitan, 2024).
Founded in 1903, Ford is a long-established, follower organisation in the automotive industry. Traditionally concentrated on internal combustible engines, Ford has developed a robust international brand with the help of such models as the F-150 (Roberson, 2022). But growing environmental regulations and technological progress have compelled Ford to move to the EV market. The company has also invested more than 50 billion USD in electrification by 2026, which is not an innovative move but a reactive action (Sotoodeh, 2025).
[bookmark: _Toc225408727]2.2 Macro Factor 1: Technological Environment
One of the strongest forces that have impacted the EV industry is the technological environment, especially with the improvement of battery efficiency, artificial intelligence, and the digital connection. These changes have drastically changed the product capabilities and demand.
[bookmark: _Toc225408728]2.2.1 Opportunities and Threats for Tesla (Pioneer)
Tesla has used technological advancements as one of the main sources of competitive advantage. The investment of the company in the research and development of products (over 3 billion USD each year) allowed it to create new battery systems that allow the company to provide ranges up to 400 miles on models (Yang, 2023). This helps increase product differentiation and decreases doubts by consumers about the charging infrastructure and range of the vehicle.
[image: Tesla: Leading the EV Revolution]
Figure 2: Tesla Market Capitalisation Comparison
Source: (Quartr, 2024)
Furthermore, billions of miles of real-world driving data that Tesla has gathered on its cars help it in the development of autonomous driving technology. Such fact-based solution enhances its standing in the artificial intelligence and gives it a long-term chance to dominate in self-driving technology. The use of software updates done over the air also distinguishes the products of Tesla as it is constantly enhanced without the need to add any physical changes (Zhang and Ding, 2024).
Nonetheless, the technological environment is also a major challenge. The high cost of operation and financial strain are the results of Tesla being dependent on constant innovation. Technological change is fast, and what was the latest technology a few days ago is now no longer one, which means that one should continue investing to keep up with it (Lu, 2024). Moreover, the competitors are also investing more in similar technologies and lessening the technological edge of Tesla over the years.
[bookmark: _Toc225408729]2.2.2 Opportunities and Threats for Ford
The technological advancement helps Ford to take advantage of innovations that have been proven, which minimizes uncertainty and development expenses. The launch of Mustang Mach-E and F-150 Lightning shows that Ford can adopt the electric technology within its product lineup (Su, 2024). F-150 Lightning has created more than 200,000 reservations, which means that the product is in high demand among consumers. 
[image: Chart: Ford Announces Restructuring to Catch Up With EV Leaders | Statista]
Figure 3: Global EV Sales Comparison by Manufacturer
Source: (Richter, 2022)
Nevertheless, Ford has disadvantages over Tesla. It is dependent on non-in-house collaborations regarding battery and software development which minimizes innovation control. Moreover, its late market adoption of EV lowers its access to the big data needed to support such advanced technologies as autonomous driving.
[bookmark: _Toc225408730]2.2.3 Critical Analysis
The technological environment establishes disproportionate benefits. The investment initiative undertaken by Tesla enables it to influence the industry standards and remain on the top. Conversely, the reactive strategy used by Ford restricts its competitiveness in terms of innovation. Despite technology adoption, which helps Ford to minimize risk, the company is relying on pioneers, which puts it in a worse competitive position.
[bookmark: _Toc225408731]2.3 Macro Factor 2: Environmental (Sustainability) Factors
The automotive industry has taken the center stage with climate change policies, emission policies, and consumer demand of sustainable products as the environmental factors. Governments all over the world are rolling out more restrictive measures and provide incentives to facilitate the use of electric vehicles.
[bookmark: _Toc225408732]2.3.1 Opportunities and Threats for Tesla (Pioneer)
The Tesla business model is naturally consistent with environmental sustainability as it is dedicated to the use of electric cars and renewable energy only. This synergy opens high potential opportunities, and Tesla can enjoy government-backed incentives like tax credits of several thousand dollars per vehicle in key markets (Williment, 2025). 
[image: Is Tesla Really Doing More Harm than Good to the Environment?]
Figure 4: CO₂ Emissions by Vehicle Type
Source: (Parashar, 2019)
Moreover, Tesla also earns Tesla over 1 billion USD in a year by selling regulatory credits to other car manufacturers. This is a financial gain which is direct result of environmental policies. The good environmental image also promotes the brand image of Tesla, as it has strong environmental positioning which attracts environmentally conscious consumers and boosts customer loyalty.
Despite these benefits, there are challenges associated with the environmental factors. Tesla depends on essential raw materials like lithium and cobalt the demand of which has gone up tremendously. This poses constraints to the supply chain and escalates production expenses (Rejeb, Rejeb and Süle, 2025). Also, the environmental inspection with a focus on mining activities and the sustainability of resources can affect the activities of Tesla in the long term.
[bookmark: _Toc225408733]2.3.2 Opportunities and Threats for Ford (Follower)
For Ford, the environmental forces have required significant change of the business model. The firm has declared that it will manufacture more than 2 million electric cars in the year 2026, which needs a substantial investment in infrastructure, production, and distribution.
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Figure 5: Ford Sustainability and EV Infrastructure Overview
Source: (Ucb, 2024)
The change opens up possibilities of Ford rebranding itself as a sustainable brand and winning a growing consumer market segment. The expenses involved in this transformation are however very high. In the transition phase, Ford has documented billions of dollars of investment losses in its EV segment, and this shows that it is a financially risky venture (Nair, Abhijith and Lienert, 2022).
Moreover, Ford must deal with the depletion of its conventional internal combustion engine to invest in electric cars. This two-fold task makes work more complicated and demands resources on an organisation.
[bookmark: _Toc225408734]2.3.3 Critical Analysis
The Tesla Company competes strategically on the aspect of environmental factors since sustainability is woven into its operations. Ford, on the contrary, has an expensive and complicated transition. Tesla is favored by the government and consumer demand, but Ford must reorganize its business which strengthens the competitive positionability of Tesla.
[bookmark: _Toc225408735]2.4 Comparative Evaluation
Tesla has a greater capacity to capitalize on opportunities presented in the macro-environment, transforming changes in technology and environmental changes into competitive edges. The reactive strategy of Ford restricts its capacity to make maximum out of these opportunities (Yang, 2023). Consequently, Tesla has a superior competitiveness in the EV market.
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[bookmark: _Toc225408737]3.1 Porter’s Generic Strategies
The framework of Generic Strategies by Porter shows three main ways in which organisations can develop competitive advantage, namely cost leadership, differentiation and focus. The Tesla and Ford strategic decision-making approaches reflect opposite strategies in competing in the market.
[bookmark: _Toc225408738]3.1.1 Tesla’s Differentiation Strategy
Tesla uses a differentiation strategy, which places it in the position of a company that provides innovative and technology-driven vehicles. It has high-performance batteries, autonomous driving features, and built-in software systems that characterise its products. Tesla vehicles, which typically sell at a rate of over 40,000 USD and top-quality models at over 100,000 USD are indicative of Tesla concentrating on its ability to provide high-quality instead of competing based on price (Qin, 2022).
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Figure 6: Tesla Direct Distribution Model
Source: (Gennaro Cuofano, 2026)
The ecosystem of Tesla supporting this differentiation strategy by providing software updates over the air, proprietary charging stations, and energy solutions is also in place. These factors generate a special customer experience that cannot be easily imitated by competitors. Subsequently, Tesla can ensure a high level of brand loyalty and minimise price sensitivity among its clientele.
Strategically, the differentiation of Tesla is well adjusted to the technological environment, which enables it to take advantage of innovation and hold on to the leadership positioning. Nevertheless, the method is also associated with risks, such as costly production and reliance on the constant innovation (Xiao, 2024). Lack of ability to maintain technological superiority may undermine its competitive edge in the long-term.
[bookmark: _Toc225408739]3.1.2 Ford’s Hybrid Strategy
Ford has a hybrid strategy to cost leadership and differentiation. The company aims at manufacturing electric cars which are comparatively cheap but do not compromise brand image or quality of products. The Mustang Mach-E and F-150 Lightning models are set to target a wider audience, and the pricing strategy is aimed at the existing customers of Ford and new EV purchasers (George et al., 2024).
[image: How Ford Will Electrify Vehicles to Make Them Better | by Ford Motor  Company | NewCo Shift | Medium]
Figure 7: Ford Hybrid and Electric Vehicle Strategy Roadmap
Source: (Company, 2024)
The strategy will enable Ford to capitalize on its well-established manufacturing strengths and economies of scale. Ford manufactures more than 4 million vehicles per year, which helps it to attempt to compete on prices due to the cost efficiencies it enjoys. Meanwhile, the company has also adopted aspects of differentiation by means of design and brand heritage.
Nonetheless, there are challenges associated with the hybrid nature of the strategy of Ford. The effort by Ford to strike a balance between cost and differentiation means that it is likely to lose out in the two aspects. It lacks the technological differentiation Tesla has attained, and it is not entirely dominant on the cost leadership, because EV production is costly. This strategic ambiguity may become a weakness in its overall competitive advantage (Li, 2024).
[bookmark: _Toc225408740]3.1.3 Comparative Evaluation
Comparing the two strategies, it can be concluded that the clear differentiation of Tesla has a better and more stable competitive advantage. Its innovation-driven orientation enables it to charge high prices and develop a unique position in the market. On the other hand, the hybrid strategy of Ford is more conservative and responsive, potentially preventing it from competing efficiently in a technologically progressive market (Liu, 2024).
Although the strategy that Ford follows minimizes the risk and expands the range of customers, it does not have the strategic focus needed to compete with an innovative competitor. This leads to the significance of strategic clarity in the long-term competitive success.
[bookmark: _Toc225408741]3.2 Ansoff Matrix Application
The Ansoff Matrix offers a model of analysing organisational growth strategies with respect to the product and market. It recognizes four major strategies namely, the market penetration, product development, market development and the diversification.
[bookmark: _Toc225408742]3.2.1 Tesla’s Growth Strategy
Tesla uses product development, market development, and diversification as a combination to maintain growth. Its product development can be seen through its constant innovation, which can take the form of new models of vehicles, such as the Cybertruck and Tesla Semi. The products diversify the portfolio of Tesla and cover various market segments to broaden its competitive range (Naor, Coman and Wiznizer, 2021).
[image: Tesla Business Strategy Analysis - FourWeekMBA]
Figure 8: Tesla Revenue Breakdown and Growth Overview
Source: (Gennaro Cuofano, 2024)
Tesla is able to develop the markets by expanding globally. Gigafactories in such cities as Shanghai, Berlin, and Texas help Tesla to expand and enter new markets more efficiently. Tesla has not stopped growing its operations around the world as it produces over 1.8 million vehicles every year (Ghar, 2025).
Another diversification activity that Tesla undergoes is the penetration into the renewable energy segment, such as solar panels and battery storage systems. This diversification creates more sources of revenue worth billions of dollars per year and does not rely on the automotive segment.
Strategically, Tesla can take advantage of the macro-environmental opportunities especially in technological innovation and sustainability trend due to its aggressive growth strategy. Yet, the risks are also high in the given strategy, as it is associated with significant investment and complexity in its working (Miao, 2025).
[bookmark: _Toc225408743]3.2.2 Ford’s Growth Strategy
Ford concentrates mostly on market penetration and product development. One of the ways the company uses its good brand awareness, and an established customer base is by producing electric versions of its already existing models, including the F-150 Lightning. This will enable Ford to venture into the market of EV with less risk and leverage its current position.
[image: Ford to Strengthen European Competitive Position and Profitability; Sets  Vision for the Future | Ford of Europe | Ford Media Center]
Figure 9: Ford Strategic Restructuring and Business Model Transformation
Source: (Ford, 2019)
Ford plan also involves increasing production capacity to satisfy increasing demand. The company has a target of making more than 2 million electric vehicles every year by 2026, which is an indication of its willingness to expand at a very high rate. Yet, this expansion is not very radical, but mostly incremental (Kaye, 2025).
Ford, in contrast to Tesla, is not diversified in other areas of its business. It is oriented on the transformation of the current operations and not the new markets or product lines. This a conservative strategy which is in line with its status as a follower but restricts its prospects of innovation-driven growth.
[bookmark: _Toc225408744]3.2.3 Comparative Evaluation
The Tesla growth strategy is more radical and innovative-driven, which allows the company to be in the leading position and respond to the changes on the market. Its product development, expanding its markets and diversification offers it a wide range of growth opportunities and eliminates dependence on one market.
Conversely, Ford expansion plan is less risky and risk averse. Although this strategy is stabilising, it restrains the company in terms of breakthrough innovation and competition with a pioneer organisation. The strategy of Tesla is more in line with the macro-environmental trends, especially in technology and sustainability (Sanci et al., 2021).
[bookmark: _Toc225408745]3.3 Overall Strategic Evaluation
Tesla is proactive and meets the trends of macro-environment and has a high level of competitiveness. Ford embraces a reactive strategy, whereby it emphasizes on adaptation. Although Ford possesses great resources, it should speed up the innovation to compete.



[bookmark: _Toc225408746]4. Conclusion
This analysis has shown that technological and environmental factors play a significant role in determining competitiveness in the automotive industry. These factors are well exploited by Tesla that uses method of innovation and differentiation to stay on the edge of the EV market. The legacy systems and reactive strategy make it difficult to Ford to adjust to these changes.
Through strategic analysis, Tesla has better potential to maintain competitive advantage due to its excellent differentiation and aggressive growth strategy. Ford is conservative, and it reduces its competitiveness, although it has invested heavily in electrification.
Finally, pioneering organisations stand at a better position to exploit changes on the macro-environment whereas the follower organisations have to keep adjusting to stay competitive. The success of Tesla and Ford shows that with the help of innovation, strategic focus, and proactive adaptation, the success in the long run is possible.
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Tesla Business Strategy

Tesla's business model and business strategy move along three key pillars:
e Internalized design and development.

e Owned manufacturing.

e Direct distribution.

These three pillars together enable Tesla to be vertically integrated and therefore reach important
economies of scale, which makes it possible for it to become more profitable as it scales.
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How Does Tesla Make Money?

In 2023, Tesla generated $96.77 billion in revenues. Tesla's business model primarily relies on
automotive sales, $78.5 billion (over 81% of the total revenues); services/others followed with over $8
billion; energy generation and storage generated over $6 billion in revenues in the same period.
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