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Executive summary
The automotive industry is rapidly transforming owing to technological development, environmental preservation, and evolving consumer demands. In this report, the macro-marks environmental factors of two automaker giants, Nissan Motor Co., Ltd. and Toyota Motor Corporation, which are the pioneer and follower strategies in the automaker business, are analysed. The report has identified technological innovation and environmental regulation as the most influential macro-environmental forces using the PESTLE framework. The discussion specifically illustrated the innovative nature of Nissan in the development of electric cars. Toyota, on the other hand, has pursued a follower approach by focusing on hybrid technology as the transitional solution to the electrification. The company has been able to integrate cost efficiency and technological differentiation through the Toyota Production System and its powerful manufacturing operations in the global scale. 
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[bookmark: _Toc223947146]Introduction
The automotive industry at a global scale is operating in a highly shifting industry with various macro-marketing environments influencing the presence through aspects like environmental regulations, changing consumer expectations, and even technological changes. With a consideration of these factors, strategic marketing management thus develops a need for companies to continuously analyse external forces that can develop opportunities or even threats. This report is focused on analysing two key automotive manufacturers including Nissan Motor, which was chosen as the pioneering organisation, and Toyota Motor Corporation as follower company.  The report will analyse how key macro-environmental factors influence companies and manage their strategic responses for sustainable growth in relation to managing competitive advantage.
[bookmark: _Toc223947147]Task 1: Macro-marketing environmental influencing factors of strategic marketing management
Strategic level of marketing decisions are factors which is majorly influenced through external environmental forces. The macro-marketing environment often includes major factors which are not possible to be controlled at the organisational level and that manage opportunities and risks in an industry. Through the use of PESTLE perspective, two major macro-environmental factors that are relevant in this particular situation for the global automotive sector can be considered as technological change and environmental regulations. These forces have majorly influenced the strategic approaches of Nissan Motor Co., Ltd. and Toyota in the global automotive industry. A detailed analysis of both actors is conducted below.
[bookmark: _Toc223947148]1.1 Technological environment
In the macro-environmental aspects that can affect the automotive industry, the technological innovation is a key factor. The rapid level of shifts and advancements made in the electric vehicle (EV) technology, battery development, and digital mobility has contributed majorly in the global competitive environment (Akinsooto et al., 2025). In terms of pioneering companies, technological investments can provide first-mover advantages, while for the follower companies it can offer various opportunities for adapting the already proven technologies with a reduced level of risks. Nissan Motor is widely considered to be the very first level of a committed automotive company that entered the electric mobility context/. The company first introduced its Nissan Leaf in 2010, which eventually became the first mass-produced electric vehicle (Oki and Sato, 2024). This complete approach allows Nissan to become a pioneering force in the EV market. Based on the disclosures of Nissan on their websites, the EV sales of Nissan vehicles around the globe surpassed the 1 million milestone by 2023, which shows their major market impact of early-level investment in the EV technology (Nissannews, 2023). 
The stats also showcased that Nissan LEAF, from the launch in December 2010, sold more than 650,000 units alone across the globe. This technological leadership has developed various opportunities for the company, among which the early entry in the EV market allowed them to develop a significant level of market presence and recognition in sustainable mobility. Nissan has also been able to gain expertise in technological aspects, like electric drive-trains battery systems, and others. Yet, with major technological advancements, there are also challenges to be faced, like higher R&D costs and financial risks. Dzienis and McCaleb (2025) stated that with rapid advancements of EV and the complete automotive industry, there have been major automotive competitors rising and investing majorly in electric mobility, and also increasing competition for Nissan. Technological changes also affect the production approaches and the complete supply chain aspects. Nissan reported global sales, regardless of increased sales competition is still at 3.346 million units, highlighting their continuous presence in the international automotive market (Nissannews, 2025).
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[bookmark: _Toc223800287]Figure 1: 2025 business overview of Nissan
(Source: Nissannews, 2025)
Although to properly maintain the competitiveness in this situation, ongoing technological innovation is still crucial, especially as the new entrants and established manufacturers are enhancing their EV development approaches. On the contrary, Toyota Motors has focused on adapting a more focused technological approach. This is identified through their approach of not considering full electric vehicles and focusing first on hybrid technology as a transitional solution for reducing potential emissions and managing fuel efficiency (Toyota, 2023). The strategy is potentially identifying how the behaviour of a follower company, which aims to reduce risks related to technology, is observing the early market developments before making major investments. 
Hyun (2025) focused on the aspect the Toyota’s hybrid approach strategy has been highly successful and can be identified via their major portfolio. This also allows them to adapt and respond to changing environmental expectations and fuel efficiency regulations. As per the company reports, the electrified vehicle sales reached 883,426 in 2024, which is an all-time-best and up 56.1%, almost representation the 44.5% of their total sales (Toyota, 2025). These statistics are also enhancing the solid base of understanding of how the company has gained advancements in this section. Toyota has maintained its status as the world’s top-selling automaker for a fifth straight year in 2024 due to massive sales of 10.8 million in that year (Reuters, 2025). This major production capability of Toyota allows them to utilise economies of scale while eventually integrating new technologies in the product ranges.
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[bookmark: _Toc223800288]Figure 2: Toyota managing its global leading position
(Source: Reuters, 2025)
Based on the above analysis, it can be identified that technological change can develop both opportunities and even threats for both of the chosen companies. For Nissan, pioneering innovation develops technological leadership yet also exposes the company to major competition and costs. For Toyota, adopting a follower strategy ensured to reduce technological risks while refining and scaling their electrified technologies as per on changing demands (Reuters, 2025).
[bookmark: _Toc223947149]1.2 Environmental and regulatory environment
There is another major macro-environmental force that is impacting the automotive industry, which is environmental regulation. Governments across the globe are starting to implement major emission related standards and climate policies for the carbon reduction approach from transportations which is gradually increasing. These policies are focused on reducing the total carbon emissions through managing vehicle design and even CSR commitment (Fan et al., 2023).
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[bookmark: _Toc223800289]Figure 3: Global transport CO2 emission overview
(Source: Axsen et al., 2020)
In terms of Nissan, this global shift for low-emission transformation is providing a major opportunity for growth. The early investment from the company in EV is majorly supportive of the government policies focusing on zero-emission mobility. As per Jaeger (2025), countries, like China, have shifted towards offering incentives and tax exemptions for enhancing the speed of EV adoption. These approaches allow companies like Nissan to enhance consumer demand for electric vehicles. Furthermore, the envir0onemtnal sustainability context has become a key factor for Nissan’s corporate strategy in business level. Through a particular focus on electric transportations and low-emission technologies, the company aims to contribute to global carbon-reduction goals while enhancing its market position in the rising EV sector. The success of various EV models, including Nissan Leaf and the electric crossover Ariya have shed light on the commitment to sustainable transportation approaches (nissan-global, 2020). This environmental regulation also develops potential issues. EV needs major investment in battery production, changing infrastructure and supply chains for materials, increasing complexity and costs of production. On the other hand, the potential environmental concerns for battery usage made the end-of-lifecycle a crucial stage for EV battery development (Phua et al., 2024).
[image: ]
[bookmark: _Toc223800290]Figure 4: EV battery lifecycle
(Source: Phua et al., 2024)
For Toyota, environmental regulations also play a major role in impacting their strategic decision-making. Regardless of rapidly shifting to full electric, the focus on a hybrid approach became a practical solution for the company for reducing emissions and maintaining affordability for a wider range of consumers. The study of Bagheri et al. (2021) has developed an understanding of how hybrid vehicles are collaborating combustion engines and electric motors for enhanced fuel management. For Toyota, this strategy allowed it to meet the global environmental standards while managing production volumes. Hybrid vehicles are nearly of 37% of Toyota’s complete sales as of 2024 (Shirouzu, 2024). Hybrid technology thus allowed Toyota to adapt to environmental regulations. Environmental approaches also encourage continuous technological development, especially due to the fact that governments are increasingly setting long-term targets for reducing petrol and diesel vehicles and encouraging electric investments. Considering these, it can be identified that environmental regulations have created both threats and opportunities for Nissan and Toyota in long-term. With strict emission policies developing pressure on automotive manufacturers, the shift to clean technologies is also increasing. These aspects are developing new market opportunities for automotive companies for the adaptation of sustainability needs.
[bookmark: _Toc223947150]Task 2: strategic responses and competitive strategies to sustain growth in light of the identified macro-environmental factors
In relation to the macro-environmental factors identified previously in the above part, both Nissan Motor and Toyota Motor have implemented strategic marketing approaches to ensure growth and competitive advantage management. 
[bookmark: _Toc223947151]2.1 Strategic responses of Nissan
The strategic response to Nissan for technology change and environmental regulation is primarily based on innovation and product differentiation. Based on the Porter’s generic strategies framework, differentiation happens when a company offers various unique products or technologies that differentiate them from competitors (Kabure and Ragui, 2020). The early development of Nissan's electric vehicles of Nissan is shedding a clear analysis of this differentiation strategy in the automotive market. The Nissan LEAF launch, as identified, allowed them to become the market leader in sustainable mobility in the EV context. Gaining more than 1 million sales for global EV is highlighting the differentiation strategy for better market credibility development (Nissannews, 2023). Nissan has continued their expansion of electric vehicle portfolio in relation to rising demand for low-emission vehicles, as identified through previously mentioned Nissan Ariya. The developmental approaches can be also identified through the continuous technological advancement, like the ProPILOT 2.0, which is their new and advanced technological integration (nissan-global, 2026). Through these continuous improvements in EV technologies, Nissan aims to manage its position in the rapidly changing electric vehicle market. In addition, Nissan has enhanced its competitiveness in the long-term with strategic alliances and supply chain relationship especially in battery technology and charging systems. The company wants to speed up the process of EV adoption, as well as enhance accessibility of charging networks to customers, by collaborating with technology companies and energy suppliers (Kabure and Ragui, 2020). These collaborations help Nissan achieve its greater sustainability vision and make it an early developer of the electric mobility.
In the Ansoff Growth Matrix perspectives, Nissa’s strategy is shedding light on product development and market development. Product development includes introduction of new or enhanced products in existing markets, while market development is expanding into new geographical regions. The company’s approach for EV product development can be identified in their continuous improvements in battery performances, vehicle designs, and autonomous driving technologies, especially under their Nissan Ambition 2030 goal (nissan-global, 2023). On the other hand, the company has expanded its availability in various regions influencing Asia, Europe, and North America. This expansion increases their potential market reach while improving competitive advantage. Although Nissan’s pioneering has also developed various challenges for them. The higher research and development expenses due to early technology investment and increasing competition are rapidly developing barriers for their electrification approaches.
[bookmark: _Toc223947152]2.2 Strategic responses of Toyota 
Toyota, on the other hand, has also adopted a different strategic approach, which sheds light on the context of a follower company. As identified previously, focusing on fully electronic vehicles, Toyota has focused on hybrid technology as a solution of environmental issues. In Porter’s generic strategies framework, Toyota’s focus can be considered as a collaborative approach of differentiation and cost leadership. The Toyota production system allows for producing large-scale vehicles while ensuring competitive pricing and efficiency (Toyota, 2026). This system is among the most crucial strategic development form the company for gaining a cost advantage in the competitive market. Furthermore, the hybrid technology is also providing a differentiation approach for the company by providing enhanced fuel efficiency and reduced emissions. As per Hamzah et al. (2022), consumers who aim for environmentally aligned vehicles yet have concerns for charging infrastructure or battery aspects are more likely to purchase hybrid vehicles. The Global sale performance, as identified previously, is also identifying and supporting these strategic approaches. The 2024’s performance, through selling over 10.8 million vehicles in 2024, the company has been able to manage their position as a leader in the automobile manufacturing (Reuters, 2025).
Furthermore, the Ansoff Growth matrix can also support understanding the strategic direction of Toyota. Most of the growth for this company can be contributed through market penetration, in which existing products are sold more extensively in the already existing markets (Clarissia, 2020). Hybrid vehicles like the Toyota Prius are among the most adapted hybrids by Toyota which is supported through their approach of constantly improving and reducing the cost of technology (Tajitsu et al., 2019). This approach also supports product development, especially via increased investment in battery-electric vehicles. Based on company disclosures, it can also be identified that Toyota is also focusing on expanding its EV production majorly in the coming years due to rising electric mobility demands (Toyotaeu, 2025). This aspect is highlighting how follower organisations can gradually adapt to new technologies after ensuring market condition is stable and technological risks are reduced. 
Besides hybrid technology, Toyota has also begun to intensify its long-term electric strategy due to the significant development of the world electric vehicle market. Despite the conservative stance that the company has taken at the beginning concerning full battery electric vehicles, the company has recently declared its large investment in battery innovation, electric platforms, and sustainable mobility solutions (Tajitsu et al., 2019). One of the strategies of Toyota is the creation of solid-state battery technology, which will have the ability to offer a quicker charge time, enhanced energy density and extended driving varieties than the traditional lithium-ion batteries. The innovations would be able to transform the future competitiveness of the Toyota in the EV market. Moreover, in its corporate strategy, Toyota still insists on sustainability and carbon neutrality. The company has already declared permanent environmental objectives that will help the company to become carbon neutral in its manufacturing activities and in the life cycle of its products. Through integrating hybrid leadership, incremental electric vehicle growth, and robust operational effectiveness, Toyota is strategizing itself to be competitive in the dynamic world of automobile manufacturing besides reducing technological and financial risks of a fast-changing industry (Hamzah et al., 2022). Thus, Toyota’s strategic response sheds light on stability, gradual adaptation of technology, and efficiency. Through utilising enhanced production capabilities and a solid brand reputation, it can ensure to maintain the competitive advantage in global changing automotive sector.
[bookmark: _Toc223947153]Conclusion
The above analysis has indicated the fact that macro-environmental actors like technological innovation and environmental regulations majorly influence strategic marketing decisions in the automotive industry. For Nissan Motor, these external pressures were addressed through early EV technology investment and becoming a pioneer in sustainable vehicles. While Toyota adapted a follower strategy, emphasising hybrid technology and ensuring gradual adaptation to electrification. Both the companies have implemented various strategic responses based on capability analysis and their market positioning. The research is showing that the capability to adapt to macro-environmental marketing change is crucial for sustained growth and maintaining competitive advantage in the rapidly shifting automotive industry.
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