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[bookmark: _Toc225456887]Introduction:
[bookmark: _Toc225456888]Purpose
In terms of initiating a successful implementation of a strategic approach to introduce new products and promote the value to the customers, initiation of strategic marketing is key action. To thrive in the competitive business marketplace the analysis of the market demand and customers trends provides in-depth strategies. These factors help to evaluate the selected market amidst the competitive characteristics of the market, explaining the threats and the opportunities (Wu & Monfort, 2023). Thus, the purpose of this assessment is to critically evaluate the strategic marketing environments of approach of pioneer company Amazon and follower company Walmart. Further, an in-depth evaluation of their macro environment strategy focusing on social technological factors will be analysed.
[bookmark: _Toc225456889]Industry Overview:
In the UK, the e-commerce market is significantly growing with the rapid adaptation of online retail technologies and integration of AI powered tools. The market growth of the e-commerce industry is fostered by the rapidly growing internet penetration rate. With shifting customers’ demand for online shopping, the adaptation decision of e-commerce is also inducing as the key sectors such as retail, direct-to-consumer sales, and subscription-based business are adopting it (Future Market Insights, Inc., 2025). The market size of the e-commerce industry has grown to USD 317.33 billion in 2026, with the expected growth of 9.72% CAGR by 2031 (Mordor Intelligence, 2026). Thus, it can be highlighted that the e-commerce industry in the UK is growing.
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Figure 1: E-commerce market share in the UK
(Source: Statista, 2026)
[bookmark: _Toc225456890]Definition of pioneers and followers:
Pioneer businesses are the trendsetters who significantly take an approach to introduce new product offerings. Focusing on entering new markets, pioneer companies choose strategies by acting as the first movers and maintaining a unique technological lead. Moreover, by being a pioneering business, a company is gaining a unique product category in a significant market by taking an identity-based approach. In this scenario, the global retail e-commerce company Amazon has pioneered its e-commerce approach globally. The company has gained 30% market share in the UK's largest e-commerce market (Texintel, 2025). Conversely, the followers are the ones who maintain the opportunities by taking advantage of the strategies taken by the pioneers to enter the market (Vaskelainen et al., 2022). The grocery retailer Walmart started to focus on its e-commerce expansion, focusing on Amazon’s e-commerce success and its market growth by gaining 40% market share. Focusing on improving its digital presence, Walmart has taken its ‘low price everyday’ strategy to its e-commerce expansion (Repko, 2022). 
[bookmark: _Toc225456891]Task 1: Macro Environment Analysis
[bookmark: _Toc225456892]Identification of Two Macro Factors:
The macro environments impose significant opportunities and challenges for a business that is introducing its service to a new and existing market (Khan et al., 2023). Here, the macro environment factors, such as technological advancement, social trends, have been chosen that directly impact the business development aspect of a business by guiding its marketing management and shaping further development actions (Ogundana et al., 2021). Focusing on this notion, the sociological factor of the macro environment directly shapes consumers' perceived intention of purchasing a product. As the social factors are subject to change rapidly with consumers’ shifting demand and trend for purchasing the market dynamic offers both high opportunities and challenges. Similarly, technology is another macro factor that influences consumers’ behaviour, as technology is structuring the production and consumption pattern of customers (Rahman et al., 2025). Additionally, technological factors in the macro environment have a significant effect on economic development as it fosters R&D aspects of the business, improving technological integration and increasing the competitive advantages (Dirir, 2023). Thus, focusing on the importance of social and technological factors the further evaluation will be conducted and evaluated.
[bookmark: _Toc225456893]Analysis:
Macro Factor 1: Social
Driving e-commerce growth in the business landscape, consumer social behaviour plays an important role. It brings a great change in consumer purchasing behaviour with the modification of online shopping habits (Cetină et al., 2012). In the EU region, the UK boasts a developed e-commerce market where the penetration rate reached nearly 85% in 2025 (Ou, 2025). It indicates that half of UK buyers prefer to shop online based on easy product discovery and convenient payment options.
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Figure 2: UK consumers online purchasing behaviour in 2020-2021
(Source: Watty, 2025)
It is found that 71% of shoppers are buying more online after the Covid-19 pandemic (Watty, 2025). It emphasises that e-commerce reflects as a critical aspect that influences the digital purchasing of buyers.  
E-commerce plays a significant role in the online business growth of Amazon as the pioneer company. In the UK marketplace, Amazon is considered as the pioneer of e-commerce due to the incorporation of a high number of consumers' online purchasing behaviour and rapid development (Oak, 2026). With the help of this accessibility, the company not only accelerates its operational growth but also boosts customer engagement. According to Ou (2025a), it holds a strong position in the UK e-commerce industry and the business landscape acts as the second largest European market for Amazon. In 2022, the company generated more than £155 million but its e-commerce business crumbled due to the high inflation rate. Based on this economic turbulence, buyers not only cut their household budget but also reduced online purchasing. Therefore, it adversely affects the sales volume of the retail giant and creates challenges in maintaining financial profit. 
As the follower company Walmart built out its own e-commerce business operation to increase the e-commerce market share and maintain competitiveness in the cutthroat business landscape. It helps the company to expand its vast network in the UK (Repko, 2022). With the help of this digital growth trajectory, the follower company boasts its sales growth and reinforces long-term consumer loyalty. For this strategy, premium buyers contribute to generating higher basket sizes that drive e-commerce profitability (Khai, 2025). However, the company faces fierce competition in the market that affects their online product delivery to customers on the same day (Nassauer, 2025). It is considered that as a macroeconomic factor, the “social” aspect has created both opportunities and threats for the pioneer and follower companies in the e-commerce industry respectively.
Both organisations respond to meet UK consumer social behaviour towards the usage of e-commerce platforms which contributes to enhancing digital engagement. However, Amazon is empowering its competitive position in the business landscape by prioritising its technological leadership whereas Walmart forcefully acquired the digital business strategy to boost its e-commerce capabilities and stay ahead in the competition. 
Macro Factor 2: Technology
Shaping the external environment prudently, technology is highlighted as an important macroeconomic factor which contributes to driving economic growth by considering technological development (Dirir, 2023). While advanced technologies like AI, AR and others reinforce retail companies' operations, the e-commerce usage highlights as a catalyst for increasing the online sales growth. As per the report of ITA (2026), the third largest e-commerce market is the UK which represents total retail sales of around 38.1% in 2024 and 2025. By acquiring this digital strategy, consumers not only can search for their choiceable products at the best deals but also purchase online at lower prices. It allows Amazon to dominate the marketplace by strengthening its prime ecosystem and influencing Walmart to leverage its digital presence to easily reach potential buyers (Kumar, 2025). According to the Stimulus-Organism-Response Theory, the emergence of current online channels widely influences consumer behaviour towards the brand trustworthiness and emphasises the importance of online marketing strategies to retain customer rate (Taheri et al., 2024). It is found that the UK internet retail sales increased by 47% in 2020 and successfully reinforced online customers’ decision journey (Statista, 2025). Therefore, this rapid growth of e-commerce is expected to increase customer reach and boost the overall efficiency.
As the e-commerce giant, Amazon also incorporates generative AI in its prime ecosystem which enables same-day product shipping. As the backbone of online business, it not only enables the company to optimise its supply chain but also ensures the presence of reliable delivery (Tarasov, 2024). Amazon has more than 25 fulfillment centres across the UK marketplace that cover the logistical aspects and accelerate the rapid online growth (Amazon, 2023). With the help of this customer-centric logistics infrastructure, the organisation maintains its differentiation from others and strengthens its competitive position within the UK market. 
On the contrary, in the current dynamic business environment, Walmart intends to redefine its potential buyers' shopping experiences by prioritising automation and robotics deployment. As discussed by James (2024), the follower company has introduced its AMRs (Autonomous Mobile Robots) to their distribution centre to quickly proceed with the order fulfillment process. Additionally, service facilities like BOPIS (Buy Online, Pick UP In Store) and curbside pickup options allow customers to manage convenient shopping. However, the e-commerce success of Walmart experienced a significant dilemma in its operational pathway. As discussed by Rey (2025), the Covid-19 inclines buyers' online shopping habits which creates threats for Walmart to transform its offline business practice into online.
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Figure 3: Number of weekly customers of Walmart
(Source: Watty, 2026)
Compared to 2020, a considerable drop in customer engagement is identified by Walmart in the year of 2021 and 2022 (Watty, 2026). Therefore, the adoption of e-commerce brings positive changes in the follower company’s operational growth. 
Depending on the technological advancement of the e-commerce system, both Amazon and Walmart accelerate their digital business growth along with improving logistics. However, the retail giant Amazon optimises its customer-focused business strategy whereas Walmart strives to boost operational efficiency in the UK market. 
[bookmark: _Toc225456894]Task 2: Strategic Responses:
[bookmark: _Toc225456895]Evaluation of Strategic Response to Social and Technological factors:
Linking Macro Factors to Strategy:
Based on the macro-environmental factors, both the pioneer and follower companies acquire different strategic responses that help to achieve success. Within the societal context, both companies prioritise consumer online shopping behaviour to meet their expectations and drive the competitive position in the UK e-commerce industry. Alternatively, Amazon leverages digital transformation such as AR and AI deployment to influence consumers' behaviour whereas Walmart integrates both offline and online operational strategies for evolving customer shopping experiences. 
Strategic Responses to Social Factors
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Figure 4: Ansoff Matrix
(Source: Qomaro and Salleh, 2024)
In the UK, the popularity and usage of e-commerce platforms has grown with 85% penetration rate in 2025 (Ou, 2025). Hence, it suggests that people in the UK are actively engaging with the shopping procedure through e-commerce platforms. From the social factor analysis, it is seen that the UK householder’s whose purchasing decisions get affected by the high cost of living (UK Parliament, 2026). Building on this context, and aligning with the market penetration factor of the Ansoff matrix, Amazon has taken a cost-effective approach. And became the lowest-priced e-commerce platform in the UK. Whereas, Walmart has included a value-based pricing model in its operational process to connect with the customers by providing discounts, offers, and including it to their website to provide customers seamless shopping experience (Vusirikala, 2021). 
Notably, by following product development plans, Amazon has introduced a fast delivery service in London for customers that offers 30minute delivery to provide customers digital fast service. Similarly, Walmart has introduced same-day delivery service for the customers in the UK, prioritising customers’ demand for time saving (Iacovcich, 2025). With the strategic decision of market development techniques, Amazon has launched a new grocery delivery in the UK by partnering with Morrisons, Co-op, and Iceland to offer fast grocery drops for customers (Amazon, 2025). As an effect, the brand got 15% sales growth in its private segments and customer engagement (businesswire, 2025). In contrast, Walmart formed a partnership with Google offering customers' Gemini powered shopping experience to offer them intuitive shopping experience aligned with convenient and suggestive shopping (BENTONVILLE, 2026). To retain their strategies in order to gain customers preference and engage them with the brand Amazon and Walmart both have to follow the diversification techniques through adapting continuous improvement in their service (Pereira Ferraz Soares Ferreira, and Marques, 2024).Thus, it has been explored that Amazon’s strategic approach is mostly aligned with shifting the operational approach by providing robust service while Walmart takes the approach of integrating collaborative views to provide customers seamless experience. Although both of the companies are focused on a value-based cost -effective business approach.
Strategic Responses to Technological Factors:
As a macro-environmental operational factor of the e-commerce industry, technological advancement shapes both Amazon and Walmart’s operational efficiency. Both companies follow distinct strategies to respond against the technological factors of the UK e-commerce industry. 
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Figure 5: Porter’s Generic Strategies
(Source: Subrahmanyam, 2019)
According to Porter's Generic Strategies, Amazon prioritises differentiation focus to nurture consumer values. As discussed by Amazon (2026), the organisation invented its online shopping through agentic AI personalisation for optimising hassle-free and fast delivery. Similarly, another retail company Argos offers same-day delivery to buyers by considering its fast track options (Argos, 2026). Focusing on convenience, this technological trend allows Amazon to reinforce the customer journey. In addition, the Prime Ecosystem is an important part of the company’s online growth which enables buyers to continue their contactless payment and get subscription-based services easily. Therefore, this strategic invention is beneficial for the pioneer company to reinforce long-term customer loyalty and maintain differentiation through innovation. Through its dynamic capabilities, Amazon holds its competitive position which is very difficult for other retail brands to imitate. 
On the contrary, as the follower company Walmart follows the cost leadership strategy to strengthen its technological adaptation and improve the business efficiency. The deployment of AMRs is fruitful for its to evolve fulfillment efficiency (James, 2024). Focusing on technological innovation, it utilises the Rollback pricing strategy that allows customers to access substantial savings when they purchase products online (Wood, 2025). Moreover, the amplification of shop tech (Curbside pickup) option helps buyers to nurture flexible blending shopping experiences that indicates purchase products online and picking up in stores (Kaila, 2021). Similarly, from the unique ecosystem of Carrefour (another notable retail corporation) customers are benefited by getting a richer experience from its in-store e-commerce pickup options (Carrefour, 2026). Hence, these technological responses outline that the cost leadership strategies of Walmart prioritise competitive product pricing to meet consumers expectations in this digital era. Based on the strategic development, it boosts operational capabilities that empower its competitive advantages.
It is highlighted that Amazon leads a proactive technological strategy that depends on convenience and speed whereas Walmart prioritises cost leadership strategy to reduce operational cost and embrace operational efficiency. 
Based on the above discussion of strategic responses, Amazon holds the leading position and beats Walmart by generating the largest revenue in the UK market as well as worldwide. Despite being a follower, Walmart needs to strengthen its business strategies to stay ahead in the competition (Times of India, 2026). 
[bookmark: _Toc225456896]Conclusion:
In the lens of the above discussion, the effectiveness of Amazon’s approach in gaining market value has been highlighted. It has been seen that the company, as the pioneer business, has gained significant market position, succeeding in its strategic approach. Similarly, by following Amazon’s footsteps and improving the strategic approach, Walmart has also become a key e-commerce retailer in the UK market. Further, the macro environment factors notably, social and technological aspects have been discussed. Focusing on which and aligning with a significant framework, further exploration of Amazon and Walmart’s market expansion strategies has been evaluated.
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