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Executive Summary
This is a Marketing Environment Analysis Report focusing on one pioneer organisation and one follower organisation of the same industrial domain to determine the two external macro-marketing factors that have impacted their operations. The pioneer organisation selected here is Tesla, and the follower organisation is Ford Motor Company (FMC), with main emphasis given on the Electric Vehicle (EV) industry. Based on this analysis and referring to industry evidence, strategic responses undertaken by both Tesla and FMC to ensure continuous growth are also being analysed here. The manner in which these macro-environmental factors have impacted the competitive position of both organisations in their operating industry is presented here using appropriate strategic marketing frameworks. The report ends with a demonstration of the tactics that both organisations can continue using to enhance their competitive edge in the market.
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Task 1
[bookmark: _Toc224498052]1.1 Introduction 
This is the 1st part in which the relevance of the macro marketing environment for strategic marketing management of Tesla (Pioneer organisation) and FMC (Follower organisation) in the context of the EV industry is critically analysed. Abratt and Bendixen (2018) states that Strategic Marketing Management is a continuous process of planning, implementing, and evaluating marketing strategies by the organisations for the targeted achievement of sustainable competitive advantage. In this regard, it is also important to state the macro marketing environmental factors that act as a critical component of strategic marketing management. According to Kotler and Keller (2012), macro marketing environment plays a critical role in strategic marketing management steps of an organisation because it better shapes the opportunities and threats that are usually outside the control capacity of the organisation. Based on a brief description of Tesla and FMC, an external environmental elaboration of two external macro-marketing factors i.e. Technological and Political is done here to showcase how these are influencing competitive position of both the organisations being a part of EV industry.
[bookmark: _Toc224498053]1.2 Tesla (Pioneering organisation)
Tesla Inc. (referred to as Tesla) is an American multinational automotive brand. It is famous for designing, manufacturing and selling EVs and EV components. It is committed to decreasing the global dependence on fossil fuels by large-scale manufacturing of EVs and other associated clean energy products. Tesla started in 2003 and launched the first high-performance EV in 2008, named Tesla Roadster, thus making it the pioneer in this segment (Liu et al., 2025). After the success of its first EV model, Tesla kept launching high-performance EVs like the Model S, Model 3, SUV Model X (Luxury segment) and SUV Model Y (Compact segment) (Hopkins and Lazonick, 2024). Tesla is able to maintain a competitive advantage over other brands because of its supercharger network that provides fast charging services to Tesla users across the globe. Tesla is fully focused on its mission of accelerating the global transition towards green, sustainable energy by developing new and further modernising its already launched EVs. This depicts its technological prowess and continuous innovation ability, leading to its competitive advantage.
[bookmark: _Toc224498054]1.3 Ford Motor Company (FMC) (Follower organisation)
The FMC is one of the world’s oldest and most influential automobile manufacturers, which started its operations in 1903 and is based in Dearborn, Michigan, US. It manufactures Sedans, Trucks, pickup trucks and recently it has started to manufacture EVs as well. FMC mainly focused on conventionally fuelled vehicles, but the recent industrial transition to adopting non-conventional sources as fuel for vehicles led it to gradually adapt to the change as well (Mi and Masrur, 2025). With Tesla making fast advancements in the domain of EVs, FMC followed the same trend. It launched Mustang Mach-E and F-150 Lightning EV models, respectively, in 2019 and 2021 (Ezugwu et al., 2025). FMC has been making heavy investments to further modernise its EV manufacturing technology, along with autonomous driving vehicle technology, as a part of its Smart City solutions. The vast sales network of FMC in North America, Asia, Europe and the South American market provides an advantage to FMC over its competitors, but continuous innovation and technological upgrades of FMC in the EV segment have been a bit slow (Teece, 2025). But FMC has time and again stated its commitment to contribute to the sustainable transition of adopting EVs by the global automotive industry.
[bookmark: _Toc224498055]1.4 Comparison between FMC and Tesla
In recent years, Tesla has demonstrated substantial growth potential and outperformed FMC in many aspects. These aspects include profitability, financial health and operational efficiency, with all these mainly driven by its fast designing, manufacturing and launching of EVs in the market. 
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Table 1: Financial comparison between FMC and Tesla (2020-2023)
(Source: Thulin and Povlsen, 2024)
From Table 1 above, it can be seen that Tesla has had a strong and significant financial growth and steady development in the period of 2020-2023. Based on the data available in Table 2, it can be observed that Tesla has a greater advantage over FMC in the correct utilisation of its assets, which has resulted in enhanced profitability.
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Table 2: Key Financial Ratios comparison between FMC and Tesla (2020-2023)
(Source: Thulin and Povlsen, 2024)
The present automotive industry has attracted the interest of many investors in recent times because of big automotive brands investing in EV development technology, and also for upgrading their respective intelligent driving solutions (Simonazzi et al., 2022). This is also supported by other macro-marketing factors that have equally contributed to the enhanced demand for innovation and sustainable development in the EV industrial segment.
[bookmark: _Toc224498056]1.5 Two External macro-marketing factors
There is no denying the fact that the EV industry is heavily impacted by different external macro-marketing factors, as can be re seen from Figure 1 below.
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Figure 1: Different macro-environmental factors influencing organisations
(Source: Week 2, Session 2 Slides)
From among the above-mentioned six factors, the two factors that have created the most opportunities as well as threats for both Tesla and FMC are Political and Technological factors. Both of these factors have shaped the competitive landscape of Tesla, being a pioneer company and FMC as a follower company in the EV segment, while creating distinct opportunities as well as challenges.
[bookmark: _Toc224498057]1.5.1 Political factors
The national governments of different countries are launching policies and offering purchase subsidies along with incentives to encourage people to purchase EVs over conventional vehicles. Tesla sold nearly 45% of all the battery-operated EVs sold in 2023 in the US market (Refer to Figure 2). Taking reference from the US market, it can be stated that the government’s push for early adoption of environmental standards facilitated Tesla's launch and establish a stronghold in the EV market of the US.
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Figure 2: Sales of Passenger EVs in the US market (1st quarter of 2023)
(Source: Wayland, 2023)
But the US government’s recent policy adjustments pertaining to the US Treasury department made changes in conditions of battery sourcing updates, and tightening of consumer tax credit schemes can impact the sales rate of Tesla EVs.  On the flipside, the Inflation Reduction Act (IRA), passed in 2022 by the US government, helped FMC receive government assistance for targeted retrofitting of its existing manufacturing units across the US for transitioning from Internal Combustion Engines (ICE) to EV production (Bown, 2024). The profitability margin of ICE vehicles for the automobile manufacturers is higher compared to EVs, which has added to concern for FMC (Goncearuc et al., 2023). Additionally, the strict regulatory guidelines by the government on Lithium-ion batteries make it quite challenging for FMC to go for full transition because increased production costs make it tough for it to keep its profitability intact.
[bookmark: _Toc224498058]1.5.2 Technological factors
The improved battery technology has significantly contributed to a rise in manufacturing trends and subsequent demand for EVs. Both Tesla and FMC have made good progress in making their own Lithium-ion battery modules (Refer Figure 3).
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Figure 3: EVs powered by Lithium-ion battery
(Source: Heilweil, 2022)
The main features of these Lithium-ion batteries used in EVs are increased energy density, decreased charging time and cost effectiveness. In this regard, it is worth mentioning here that Tesla is making huge investments in building Gigafactories and improving its battery technology in the form of its Supercharger network. But with FMC making its Lithium Iron Phosphate (LFP) battery technology, it is seen as a viable alternative to Tesla's Lithium-ion battery (Walvekar et al., 2022). The advantage of LFP battery technology is decreased cost, good durability and improved safety of EVs in the long run. This has had an impact on Tesla's continued technological edge in the EV segment for over a decade (Ank et al., 2023). FMC is also partnering with 3rd party agencies to decrease the high research and development cost of battery making, which Tesla initially had to incur, thus providing FMC leverage over Tesla in this aspect. But the challenge for FMC remains due to its continued legacy in ICE vehicles and pickup trucks manufacturing, which makes it challenging to compete with 'Born-Electric' automobile brands like Tesla.
[bookmark: _Toc224498059]1.6 Summary 
Based on the analysis of two identified external macro-environmental factors it can be stated that both Tesla and FMC have got heavily influenced by the same. Tesla maintains a competitive edge over FMC because of technological innovation in its battery system and direct selling of EV models to the consumers. On the flipside, FMC is emphasising on its Smart Mobility unit to catch up with proprietary EV making organisations, not just limited to Tesla, and actively utilizes government support to scale up its production activities in this regard.













[bookmark: _Toc224498060]Task 2
[bookmark: _Toc224498061]2.1 Introduction 
In this part of the report taking reference from the observed facts about Tesla and FMC pertaining to their ongoing status and competitive position in global EV industry (majorly focusing on US market), strategic responses have been evaluated. The correct application of strategic marketing frameworks serves the purpose of blueprint for both pioneer and follower organisations in same operating domain to properly execute marketing measures in a systematic manner (Yordanova and Todorova, 2025). This in turn has a direct impact on sustainable competitive advantage of both the organisations under dynamic market conditions. This provides clarity regarding how both of Tesla and FMC is maintaining and intends to further strengthen its competitive advantage.
[bookmark: _Toc224498062]2.2 Strategic responses implemented by Tesla and FMC
[bookmark: _Toc224498063]2.2.1 Application of 4Ps of Marketing Mix strategy
The application of this dynamic framework is done here in context of both the organisations. As opined by Singh and Jena (2024) correct application of this framework helps the organisations to adapt with fluctuating market trends while maintaining a differentiating factor from competitors so as to ensure long-term profitability. 
[image: ]
Figure 4: 4Ps of Marketing Mix Strategy


(Source: Week 4, Session 1 Slides)
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	Components
	Tesla 
	FMC

	Product 
	High Performance EV models, Highly innovative Battery technology and emphasis on environmental protection concept (Thulin and Povlsen, 2024).
	Both EVs as well as traditional ICE vehicles, Passenger and commercial vehicles, Durability, high performance and diversity in product portfolio.


	Price 
	It adopts a High-End pricing strategy majorly focusing on high-income and upper middle segment of consumers. Only Model 3 was a cost-effective model.

	It follows a diversified pricing strategy and targets different segment of consumers with variety of vehicle models (Thulin and Povlsen, 2024). 


	Place 
	It sells its products via direct stores and online sales along with building a distributed network of supercharging stations for the EVs (Thulin and Povlsen, 2024).
	It has a very strong dealer-distributor network, service centre availability, online/offline presence and global market coverage.


	Promotion 
	It makes good use of social media, digital marketing modes to promote its vehicles. Tesla holds press conferences to launch its vehicles and for generating wide public interest.
	It makes use of a mixture of advertisement and promotional activities. It includes Digital marketing, public relations, product feedback display for showcasing vehicle reliability and to enhance its brand image (Thulin and Povlsen, 2024).



Table 3: Comparative analysis of 4Ps Marketing Mix strategy application in Tesla and FMC
(Source: Author)
[bookmark: _Toc224498064]2.2.2 Application of Porter’s Generic Strategies
The application of this model proves beneficial for establishing sustainable competitive advantage of an organisation irrespective of organisation type being that of a Pioneer or Follower. In this regard, Alnoor et al. (2022) states that correct application of this model helps to improve positioning of an organisation in terms of lowering cost of the product, launching unique product so as to outperform the competitors.
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Figure 5: Porter’s Generic Strategy Model
(Source: Week 3, Session 2 Slides)
Tesla- The manner in which Tesla manufactures its own batteries and designs autonomous EV controlling software, depicts its generic strategy to be aligned with Broad Differentiation (Liang, 2022). It is tough to mimic by FMC because Tesla is investing to expand its global supercharger network so as to provide its users with a unique EV charging experience. Also, Tesla’s product selling strategy by by-passing traditional dealer networks has allowed it to overcome regulatory difficulties and also keep its EV price in high segment while selling EVs directly to the consumers.
FMC- Regarding the EV manufacturing and selling operations of FMC, it can be stated that it is more like that of a hybrid strategy i.e. a mixture of both differentiation and cost leadership approach. The application of cost leadership strategy is to compensate the retrofitting and modernisation tasks undertaken in its manufacturing units to adapt EV vehicle manufacturing tech and equipments (Nwankwo and Etukudoh, 2024). The application of differentiation strategy is justified for FMC to compete with Tesla and other EV brands in the market on vehicle design parameters. All these measures will enhance competitive advantage of FMC over other EV brands as well as over Tesla but will require some time.
[bookmark: _Toc224498065]2.2.3 Application of Ansoff Growth Matrix
The application of Ansoff matrix as a strategic marketing framework that does have a positive impact on enhancing competitive advantage of organisations when faced with tough macro-environmental factors. This is a structured visual framework that helps in risk assessment and for identification of growth opportunities (Qomaro et al., 2024). This is applied here to showcase the strategic alignment of Tesla and FMC’s goals with market reality of EV industry.
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Figure 5: Ansoff Matrix model
(Source: Week 3, Session 2 Slides)
	Components
	Tesla 
	FMC

	Product Development
	Tesla is innovating with its EV models with the latest focus being on the Model 3 and Model Y to make it more affordable along with the Cybertruck model as well  (Hopkins and  Lazonick, 2024).
	FMC is investing to make upgradations in the F-150 Lightning and Mustang Mach-E EV models (Lin et al., 2025).


	Market penetration
	There is a certain type of aggressive marketing followed by tesla for its Model 3 and Model Y in markets outside US i.e. China and Europe.

	FMC focuses on  improving dealer network, increasing service centres for EVs and adapt combined sales strategy for both its EVs and ICE vehicles (Lin et al., 2025).

	Market Development
	Tesla is eager to make an entry in emerging Indian economy to expand its consumer base (Serohi, 2022).

	FMC focuses on building partnerships for expanding to new markets and popularise Ford’s Smart Mobility concept in urban localities of countries wherever it is present.

	Diversification 
	This can be seen from Tesla’s step of acquiring SolarCity to integrate solar energy generation and energy storage system for its EVs (Hopkins and Lazonick, 2024). 

	FMC is making investments in autonomous vehicle technology along with the LFP battery technology for its EV models to expand beyond simple EV manufacturing  (Walvekar et al., 2022).



Table 4: Comparison of Ansoff matrix components in context of Tesla and FMC
(Source: Author)
[bookmark: _Toc224498066]2.3 Summary
In the end of this comparative evaluation of prevalent strategic steps implemented by Tesla and FMC as Pioneer and Follower organisation, there obtained facts related to sustained growth of both is summarised here. Based on the analysis of 4Ps of marketing strategy application on both Tesla and FMC it can be seen that Tesla has outperformed FMC in making use of different marketing techniques. This has helped it to reach out to its targeted consumer segment by building a strong brand image based on highlighting its technological innovation that in turn has contributed to its market growth in EV segment. In comparison to Tesla, FMC still has an immense scope for advancing in EV segment without disrupting its resilience in ICE vehicle segment. From the application of Porter’s Generic Strategy framework, it is obtained that Tesla has adopted Differentiation strategy whereas FMC has adopted a hybrid (Differentiation and Cost leadership) approach. This is justified in context of Tesla that focuses only on EVs but approach will facilitate FMC to face macro-environmental factors with relative ease while balancing between EV segment and its legacy ICE manufacturing operations. Lastly, from analysing the Ansoff matrix model, it is derived that Tesla makes proper use of product development activities to support all other aspects. But FMC emphasises more on market development and diversification for addressing this technological transition in EV industry that is impacted by political macro-environmental factors as well.
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2020 2021 2022 2023
(in millions) ford tesla ford tesla ford tesla ford tesla
Current Ratio 12 1.87 12 137 12 1.53 12 1.15
Net Profit Margin —1.01% | 2.29% | 13.17% | 10.26% | —1.26% | 15.42% | 2.47% | 15.50%
Gross Profit Margin 4.55% | 21.03% | 12.04% | 25.30% | 10.85% | 25.58% | 9.17% | 18.24%
Retumn on Assets. ROA —0.48% | 1.38% | 6.98% | 8.89% | —0.78% | 1529% | 1.59% | 14.07%
Return on Equity, ROE —4.17% | 3.24% | 37.02% | 18.30% | —4.59% | 28.16% | 10.16% | 23.95%
Total Asset Turnover Ratio 0.48 0.6 0.53 0.87 0.62 0.99 0.64 0.91
Debt to Assets Ratio 88.33% | 54.56% | 81.04% | 49.18% | 83.18% | 44.27% | 84.35% | 40.35%
Debt to Equity Ratio 77 1.28 43 1.01 4.92 0.81 5.39 0.69
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2020 2021 2022 2023
(in millions) ford | tesla | ford | tesla | ford | tesla | ford | tesla
Total Assets 267.261 | 52.148 | 257.035 | 62.131 | 255.884 | 82.338 | 273.310 | 106,618
Current Assets 116,744 | 26,717 | 108.996 | 27.100 | 116476 | 40.917 | 121481 | 49.616
Total Liabilities 236450 | 28.418 | 208.413 | 30.548 | 212,717 | 36.440 | 230.512 | 43.009
Current Liabilities 97.192 | 14.248 | 90.727 | 19.705 | 96,866 | 26.709 | 101.531 | 43,009
Sharcholders' Equity | 30.690 | 22.225 | 48.519 | 30.189 | 43242 | 44.704 | 42.773 | 62.634
Total Revenue 127.144 | 31,536 | 136,341 | 53,823 | 158.057 | 81.462 | 176,191 | 96.773
Cost of Goods Sold, COGS | 112.752 | 7.070 | 114,651 | 11.085 | 134,397 | 15.785 | 150.550 | 17.498
Operating Revenue (4.408) | 1994 | 4.523 | 6496 | 6.276 | 13.832| 5.458 | 8.891
Gross Profit 5785 | 6.630 | 16.438 | 13.606 | 17.164 | 20.853 | 16.160 | 17.660
Net Profit (1.279) | 721 | 17937 | 5524 | (1.981) | 12.583 | 4.347 | 14999
EBIT 535 | 1902 | 19583 | 6.714 | -1.734 | 13.910| 5.285 | 10.129





