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[bookmark: _Toc225279771]1. Introduction 
The current report critically analyses the contribution of the macro marketing environment in influencing the strategic marketing management in the electric vehicle (EV) industry. It specifically looks at Tesla and follows as an organisation, and assesses the reaction of the two firms to the external pressures of the environment. It is aimed at evaluating the impact of macro-level forces on competitive positioning and strategic decision-making in a fast-shifting market.
The EV market can be defined as something with booming growth, regulation, and intense competition in technology. With a high level of innovation, scale, and vertical integration, Tesla has remained dominant to create a place that yields about revenues of about $96.7billion dollars in the year 2024 (Annual Report, 2024). Contrary to this, Ford competes on transitional grounds and registers more than $170 billion in revenue with huge losses of almost $4.7 billion in EVs (Annual Report, 2024a). This presents us with a structurally asymmetric competitive environment where first-mover advantage has a great effect on market results.
It is a strategic point to analyse the macro marketing environment as external forces like regulation and competitive forces influence the opportunities, risks, and long-term sustainability directly. When firms do not undertake an organised environmental scanning, there is a chance that there will be an imbalance between the market environment and strategy.
There are two primary tasks in the report. Task 1 critically examines some of the major macro forces, such as PESTLE, as well as industry forces, and how they affect Tesla and Ford differently. Task 2 considers the strategic reactions of the two organisations in relation to pertinent marketing frameworks in order to determine their performance with regard to sustaining competitiveness.
[bookmark: _isc61cbop8hz][bookmark: _Toc225279772]2. Task 1: Critical Analysis of the Macro Marketing Environment   
[bookmark: _dsexmkhiqsf0][bookmark: _Toc225279773]2.1 Macro Marketing Environment 
The macro marketing environment is the environment of external restraints and opportunities that inform strategic marketing decisions. The PESTEL model allows the systematic analysis of the forces affecting the performance of firms in the political, economic, social, technological, legal, and environmental spheres (Giménez, 2022). These forces are not equal in the EV industry because they do not impact equally on the innovation-based Tesla model and the legacy-based structure of Ford.
	Factor
	Tesla (Pioneer)
	Ford (Follower)

	Political
	Earned $1.79 billion from regulatory credits in 2024, converting policy into revenue
	Faces compliance costs without equivalent credit monetisation

	Economic
	Generated $96.7 billion in revenue with a flexible pricing strategy
	Generated over $170 billion in revenue but constrained by high EV transition costs

	Social
	Strong alignment with sustainability-driven consumers
	Mixed brand perception due to legacy ICE vehicles

	Technological
	Vertical integration and AI-driven innovation leadership
	Dependent on suppliers, slower technological adoption

	Legal
	Benefits from early EV compliance and regulatory alignment
	Exposed to stricter emissions regulations and compliance costs

	Environmental
	Fully aligned with the zero-emission transition
	Transitioning, but still reliant on the traditional vehicle portfolio


Table 1: PESTLE Analysis of Tesla and Ford
(Source: Created by the learner)
Political/Legal and Competitive Structure (Porters Forces) are some of the key macro factors that will be selected through the analysis. These are strategically important, as the regulation directly influences both the EV demand and its profitability, whereas industry structure predetermines the long-term competitive positioning (Levchenko and Yanchuk, 2024). These forces characterise entry barriers and potential profitability in a market that is capital-intensive and policy-centred.
[bookmark: _lm7cn63a4q7f][bookmark: _Toc225279774]2.2 Analysis of macro factor 1: Pestle  
[bookmark: _gncsb4rk0v5p][bookmark: _Toc225279775]2.2.1 Impact on the pioneer organisation 
There is also an evident opportunity in regulatory frameworks that Tesla has. Such financial capacity has enabled the firm to realise regulatory credit revenue of about $1.79 billion in 2024, showing that it can exploit compliance benefits (Annual Report,2024a). This commonly demonstrates a structural imbalance of Tesla, turning the regulatory pressure into revenue instead of expense (Abratt and Bendixen, 2018).
It is not just a revenue generation opportunity. The timely fulfilment will further reinforce Tesla as a sustainability leader in the brand positioning, securing customer loyalty and a premium idea (Sushil and Dhir, 2024). This strengthens the competitive advantage as it aligns the direction of the marketing strategy with the direction of the policy.
[image: ]
Figure 1: Comparison of 60 Months Cumulative Total Return
(Source: Annual Report, 2024a)
Regulatory dependence, however, is risky. Switching subsidy systems or alterations in the policy might lead to a decrease in this revenue flow, which will leave Tesla vulnerable to external fluctuations (Li et al., 2023). 
[bookmark: _4un1pbh5p18z][bookmark: _Toc225279776]2.2.2 Impact on the follower organisation 
In the case of Ford, regulation change is a major threat to the company. In 2024, the company recorded losses of over $4.7 billion in its EV division, which were mainly a result of investment to meet the necessary requirements regarding regulatory expectations (Annual Report, 2024). Ford is not able to capitalise on compliance at scale like Tesla, which causes an imbalance of the financial.
The weaknesses of Ford are associated with legacy operations. In order to comply, they have to invest in EV technology at the same time, continuing to produce traditional vehicles (Tuncalp, 2025). This split load lowers flexibility and slows down the profitability in the EV market.
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Figure 2: Comparison of Cumulative Five-Year Total Return
(Source: Annual Report, 2024)
Regulatory pressure puts Ford into a reactive position, as far as market positioning efforts are concerned. Although it hastens the adoption of EVs, it does not gain a similar strategic benefit, reducing its capacity to compete with Tesla in terms of price and brand dissimilarity (Adekoya, 2024).
[bookmark: _h0e3giicx3eh][bookmark: _Toc225279777]2.3 Analysis of macro factor 2: Porter’s Five Forces 
[bookmark: _dyqzps9vvpsf][bookmark: _Toc225279778]2.3.1 Impact on the pioneer organisation 
	Force
	Parameter
	Strategic Condition in the EV Industry
	Tesla’s Response
	Critical Impact on Competitive Advantage

	Threat of New Entrants
	High
	High capital requirements and technological complexity create strong entry barriers
	Investment in gigafactories and proprietary battery systems reinforces barriers
	Protects market leadership and limits new competition, sustaining first-mover advantage

	Competitive Rivalry
	Intense
	Intense price competition and rapid innovation across EV firms
	Utilises scale to reduce prices while maintaining production volume, supported by $96.7 billion in revenue
	Weakens competitors with higher cost structures, strengthening Tesla’s cost leadership position

	Bargaining Power of Suppliers
	Low
	Limited availability of critical raw materials increases supplier influence
	Vertical integration reduces reliance on external suppliers
	Enhances cost stability and operational control, reducing external vulnerability

	Bargaining Power of Buyers
	High
	Increasing price sensitivity and availability of alternatives
	Strong brand and technological differentiation reduce buyer switching
	Maintains customer loyalty despite price competition, supporting premium positioning

	Threat of Substitutes
	Moderate
	Presence of hybrid and internal combustion vehicles
	Focus on pure EV identity aligned with sustainability trends
	Reduces substitution risk and strengthens long-term market relevance



Table 2: Porter’s Five Forces for Tesla
(Source: Created by the learner)
[bookmark: _edodcrbxahvi][bookmark: _Toc225279779]2.3.2 Impact on the follower organisation
Ford suffers from the constraints and not the opportunities of the competitive forces. The stiff competition drives down the margins, especially as Tesla embarks on aggressive pricing policies (Yang, 2022). The failure of Ford to respond to such price cuts on the basis of adaptation, instead of adopting these price cuts, is another issue that shows its structural imbalance.
There is a high threat of supplier power. The outsourcing of supplies of batteries by Ford results in unstable costs and reduces the flexibility of production (Shen et al., 2023). This decreases its capacity to react to the changes in demand or competition.
Even though the barriers to entry favour the incumbents, they also limit the repositioning of Ford strategically. Ford also needs to reorganise current processes as opposed to constructing optimised EV systems initially, as Tesla did (Sun and Yang, 2025). This decreases flexibility and drags competitive reaction.
Market-wise, these forces undermine the positioning of Ford. The company is still competitive in terms of scale, but it has difficulty differentiating or achieving cost efficiency as Tesla does (Liu, 2022).
[bookmark: _b4b5x53p9j25][bookmark: _Toc225279780]3. Task 2: Strategic responses implemented by the pioneering and follower organisations 
[bookmark: _kab4sac04v5w][bookmark: _Toc225279781]3.1 Pioneering organisation’s strategic responses 
The strategic response of Tesla to the macro-environmental pressures is rather proactive and market-forming orientation rather than a reactive one (Liu and Zhou, 2025). The company uses regulatory incentives, technological disruption and competition intensity to reinforce its strengths in terms of dominance in the EV industry. In 2024, Tesla made around $96.7 billion in overall revenue, including $1.79 billion made in regulatory credits, which proves that Tesla can transform policy frameworks into direct financial profits (Annual Report, 2024a).
Response to competition has been very severe at Tesla. The company has adopted global price cuts on major models at the cost of short-term margins to maintain volume growth and market penetration (Bagozzi et al., 2018). This approach shows a clear bid to make competition, especially for the follower firms that have a weaker cost structure, very difficult. At the same time, Tesla is still investing in AI-controlled autonomous technology and battery development, which enhances differentiation and customer value in the long term (Palmié et al., 2024).
Strategically speaking, the direct-to-consumer nature of Tesla will require dealership middlemen to be removed, which will allow the company to have closer control of prices, branding purposes, and consumer-level experiences (Susanto and Ellitan, 2024). This organisational change will make the company more responsive to economic shocks and buyer strength, which is becoming more and more pertinent in a price-elastic EV market.
Application of Porter’s Generic Strategies (Tesla)
	Strategy Element
	Tesla’s Strategic Application
	Critical Evaluation

	Cost Leadership
	Large-scale production through Gigafactories reduces per-unit cost
	Enables aggressive pricing, but compresses margins during demand fluctuations

	Differentiation
	Advanced software, autonomous driving, and brand positioning
	Sustains premium perception despite price cuts, reinforcing brand loyalty

	Focus Strategy
	Targeting tech-oriented and sustainability-driven consumers
	Limits exposure to mass-market volatility but risks saturation in niche segments


Table 1: Porter’s Generic Strategies for (Tesla)
(Source: Created by the learner)
Tesla uses a hybrid approach that involves cost leadership and a differentiation approach, which is critical to the conventional assumption of Porter that these two are mutually exclusive (Xiao, 2025). This is a strategic hybridity, which enables Tesla to have a price cut and brand prestige at the same time. 
Imperatively, Tesla's strategic response is in line with the learning outcome of the module on anticipation of the developments in the technology. The company is not just a reactor of the external change but is a system that is altering the directions of the industries by being innovative and expanding in the infrastructure (Liu et al., 2022). However, it relies on global supply chains and concentrated production plants, which places it in danger of geopolitical and operational risks, which, in the event of failure to effectively handle these aspects, will destroy its strategic advantages.
[bookmark: _w5cbtcllw1cu][bookmark: _Toc225279782]3.2 Follower organisation’s strategic responses
The approach of Ford to strategy can be described as the type of adaptation under constraint, as a follower in the process of changing the dominance of internal combustion engines to EV competitiveness. In 2024, Ford had indicated over $170 billion in total revenue and had losses of more than $4.7 billion in its Model e EV segment, showing the financial pressure of its transformation strategy (Annual Report, 2024).
Ford does not have the aggressiveness in price cuts as Tesla does because it will have to cut profitability. Rather, it is concerned with a selective strategy of investment, leveraging of brands, and repositioning of the market gradually. The company has been focused on the electrification of legendary models like the F-150 Lightning, whereby previous brand equity has been used to lower the barriers to adoption by consumers (Berry, 2023). This strategy is an indication of a risk-averse reaction to consumer uncertainty and marketplace rivalry.
Ford is another company whose use of dealership networks does not allow it to be strategic. This model offers a reach and a market, but it restricts the pricing and customer experience control that will minimise response to macroeconomic changes (Babaei and Wong, 2025). Also, Ford is prone to supply chain disruptions due to relying on external suppliers to provide battery technology, further supporting the cost pressures indicated in Task 1.
Application of Ansoff’s Growth Matrix (Ford)
	Strategy Element
	Ford’s Strategic Application
	Critical Evaluation

	Market Penetration
	Expansion of EV sales within existing markets
	Limited by price competition and weaker cost efficiency compared to Tesla

	Product Development
	Launch of EV variants like F-150 Lightning and Mustang Mach-E
	Leverages brand equity, but high development costs reduce profitability

	Market Development
	Entry into new EV markets globally
	Slower expansion due to infrastructure and regulatory constraints

	Diversification
	Investment in digital services and software platforms
	Necessary for long-term competitiveness but currently underdeveloped


Table 2: Ansoff’s Growth Matrix of (Ford)
(Source: Created by the learner)
The approach of Ford has a conservative and gradual growth strategy. Whilst the product development plays on the existing strengths of the brand, the structural drawback in terms of cost and technology is not a complete solution (Zugay and Zakaria, 2023). Diversification of the firm to software and digital services is not well developed as compared to that of Tesla, which has an integrated ecosystem, and thus cannot capture other potential value streams.
It is consistent with the marking rubric focus on the critical assessment since the strategy of Ford is associated with an intrinsic restriction in terms of implementing a rapid change through the prism of the legacy organisational framework (Katie Gilstrap, 2026).
Comparative Evaluation
The strategic orientations of Tesla and Ford differ in the most basic aspects of how they react to the same macro-environment forces. The Tesla strategy is defined by innovation-based disruption, cost control and market shaping, which allows it to turn external pressures into opportunities (Pellegrino, 2024). Conversely, legacy systems, financial pressures and slower technological integration would limit Ford's approach and lead to defensive strategic positioning.
The divergence points at the fact that the effectiveness of strategies is not only defined by the external conditions, but by the ability of the organisation to decode these conditions and utilise them (Barroso et al., 2023). Tesla is well integrated, and its competitive advantage is dynamic and based on cost leadership and differentiation, whereas a lot of the competition is not that dynamic, and its gap is closed by incremental adaptation, as is the case with Ford.
[bookmark: _c3xehb3wvyi7][bookmark: _Toc225279783]4. Conclusion 
Through the analysis, it can be seen that the force of macro marketing creates disparities in the strategic implications of pioneering and follower organisations in the EV industry. Task 1 determined that political, legal and competitive drivers present enormous opportunities to Tesla, especially with the credit monetisation of regulations and good positioning in the industry. These forces, on the contrary, have financial and operational constraints on Ford, and that is why it is in a state of transition and has structural limitations.
Task 2 also demonstrated that Tesla follows an innovative approach, which is proactive and embraces cost leadership and differentiation strategies in maintaining its competitive advantage. Its capacity to translate the foreign threats into strategic chances strengthens its position in the market. In their turn, strategic responses of Ford can be described as thoughtful adaptation, where it capitalises on brand equity and addresses significant financial risks related to EV conversion.
This data underscores why it is so strategic to conduct constant environmental scanning in dynamic industries. By predicting and influencing the macro-environment, the firms will be able to gain a sustainable competitive advantage. On the contrary, organisations that have a reactive approach are restricted in such a way that they limit their strategic flexibility and performance over time.
[bookmark: _bk7ls82pwaao]All in all, in the report, it is indicated that strategic marketing management involves more than merely understanding what is taking place outside and being able to turn that into action and differentiated strategies.
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