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1. [bookmark: _Toc214482864]Introduction
Strategic marketing management helps organizations to generate value over a long-term perspective because of the nature of the competitive environment and informed decisions that can be used to shape the market positioning (Aaker & McLoughlin, 2010). Macro marketing environment entails huge external forces that affect the organizational operations and strategies in the long term. These are issues that a company is not directly in control of but influences their consumer behavior, regulations and the industry trend in general (Kadirov, 2011). These forces inform the product design of such firms as Notpla, and the packaging suppliers, as well as are used to make the company brand position and future growth strategy. This report is concerned with the sustainable packaging industry, where the problem of increasing environmental pressure and rapidly changing technology has been constantly forming the competitive landscape. The whole idea of the report is to investigate the ways in which organizations like Notpla, an innovator developing biodegradable packaging made of seaweed, and follower packaging suppliers in the supermarket react to macro-environmental forces. These organizations are in a dynamic industry where rules, consumer demands and the trend in innovation have a very powerful impact on strategic marketing performance (Aghazadeh, 2015). It is important to analyze the macro marketing environment as external forces have a direct influence on consumer demand, operations, capacity to innovate and the performance of organizations in the long-term. In the case of practiced innovators such as Notpla, being on the leading edge of these changes will help to support market-shaping strategies, whereas the follower organizations will use the knowledge of the environment to fit the existing solutions and stay competitive. In this report, there are two tasks on which the structure is organized. Task 1 gives a critical evaluation of two macro market actors and how the changes they undergo present opportunities and threats to both pioneering and follower organizations in the sustainable packaging industry. Task 2 discusses the strategic reaction of these organizations to these actors based on the available marketing frameworks and industry evidence. The report ends by indicating the significance of environmental scanning and adaptive marketing in the changing sustainability-based markets.
[bookmark: _Toc214482865]2. Task 1: Critical Analysis of the Macro Marketing Environment 
[bookmark: _Toc214482866]2.1 Macro Marketing Environment Overview
The macro marketing environment entails the large exterior environments that act upon the operations, competition, as well as the long-term strategies used by organizations. These are forces which are outside the direct control of organizations, but which determine consumer behavior, regulatory expectations, industry trends, and the general dynamics in the market (Kadirov, 2011). These forces will dictate the way organizations like Notpla and supermarket packaging suppliers package their products, position their brands and strategies on how to grow in future.
PESTEL Framework and Strategic Relevance
The PESTEL framework offers a systematic means of comprehending these external forces predicated on the critical analysis of political, economic, social, technological, environmental, and legal forces. With this framework, organizations track dynamics that impact their organizational competitiveness and strategic goals. The PESTEL forces influence the sustainable package industry in the decisions related to product development, sourcing of materials, compliance and communication (Priporas et al., 2020). The technological developments in the biomaterials and production processes affect innovation strategies, whereas the environmental and legal pressures affect the way organizations comply with sustainability criteria and react to regulatory changes. 
[bookmark: _Toc214482867]2.2 Choice of Two External Macro Marketing Actors 
Technological Factors
Technological forces are chosen as the sustainable packaging industry directly depends on innovation in biomaterials, production methods, and sustainable design. As a visionary organization, Notpla depends a lot on technological progress to create biodegradable packaging of seaweed as a substitute for plastics used in the development of packaging (Törnström, 2017). The innovations establish new standards of products and shape the demands of the industry. As follower organizations, supermarket packaging suppliers rely on the supply and costs of verified technologies to develop the current solution and respond to the increased sustainability requirements. 
Environmental Factors
The reason why environmental forces are chosen is the growing pressure in the world to minimize waste, avoid harmful materials, and embrace the practice of a circular economy. Rules of strict recyclability, composability, and carbon reduction have a strong influence on the functioning and innovations of packaging firms (Yam, 2016). In the case of Notpla, these forces open possibilities of pioneering compliance using the natural biodegradable materials. In the case of follower organizations, the regulatory obligation would mean that sourcing and production adjustments would be quite tedious to keep their markets. 
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[bookmark: _Toc214482869]2.3.1 Technological Factors
Opportunities for Pioneers
The technological forces present effective opportunities to innovative organizations like Notpla. Biomaterials and sustainable design provide innovators with new products that can advance divergent solutions to conventional plastic packaging. The application of seaweed material in Notpla is an indication of how research and development are doing their best to come up with biodegradable products that are palatable in terms of environmental awareness amongst consumers (Partti, 2021). The ability to capitalize on the emerging technology also assists pioneers in forming great relationships with large retailers and hospitality establishments, aiming at acquiring solutions which are sustainable. In addition, innovative skills to embrace and adopt new technologies provide leading companies with strategic benefits in establishing robust relationship with key retailers, hospitality, and food service firms. Such organizations are also becoming interested in finding sustainable suppliers to fulfill their own environmental goals and corporate social responsibility requirements (Dikun et al., 2022). Offering such plausible and science-based solutions, such pioneers as Notpla can find a long-term collaboration and increase to new markets specializing in the principles of circular economy. With the ever-increasing adoption, technology innovation places these early movers on the edge of a fast-growing sustainable packaging industry.
Threats for Pioneers
Pioneers are also threatened by technological development. The associated risk of high investment in innovation is money risk, whereby new materials are expensive or the scale is hard. Pioneers can lose greatly if an imaginary solution is not commercially accepted through technological means (Park & Yi, 2024). Besides, there is the spread of rapid technology, making the long-term competitive advantage of the early innovation very low; other companies can also imitate or improve the technology within a short period of time. The high rate of technological innovation in the global market is another threat to be considered. Although competitive advantage is a short-lived thing, even in the cases where the pioneer introduces a breakthrough idea, the competitive advantage is not lasting. The technology can be easily imitated, adapted, or enhanced by other companies, particularly by large corporations that have a greater financial power. This diminishes the exclusivity of the innovation in the long run and restricts returns that could be incurred by the developers of the innovation. With an increasing access to technology, the technology followers might have a better advantage than the pioneers themselves. Thus, technological advances represent a threat and an opportunity to the business simultaneously, as early innovators need to invest into research and development as an ongoing process of keeping at par with competitors.
[bookmark: _Toc214482870]2.3.2 Environmental Factors
Opportunities for Pioneers
The most important opportunity to pioneering firms such as Notpla are the environmental forces. The increase in the pressure to get rid of the plastic waste and live in strict sustainability rules present the necessity to employ biodegradable options (Shen et al., 2019). The seaweed-packaging by Notpla aligns only too well with these expectations and therefore the company could position itself as a market leader that cares about the environment. The packaging made of seaweed by Notpla aligns well with these anticipations. This material is naturally biodegradable, and it does not leave any harvest residue unlike other materials, out of which this can represent an appealing solution to organizations wanting to minimize their waste and ensure adherence to the environmental policy. Such correspondence between the design of the products and their regulatory orientation enables Notpla to establish itself as a sustainability leader in packaging. Moreover, big retailers, hospitality and food-service businesses also turn to green suppliers to carry out its own objectives in the sphere of environment protection as well as to enhance its image (Xie et al., 2019). Providing the solution that suits both the regulatory criteria and the values of the consumers, Notpla will be able to win the strategic alliances, increase the customer number, and enhance the competitive edge in the face of the ever-increasing demand of environmentally conscious packaging.
Threats for Pioneers
Environmental and regulatory threats are also a threat. The risks of pioneering are normally costly in terms of test, certification and continuous compliance to new and emergent rules and regulations of sustainability. Continued research and development are required to develop biodegradable packaging material. High-performing domain: The dynamic changes of the environmental regulations can also imply the re-engineering of the products produced by the innovators or the change of the production line, which creates additional pressure on their activities. 
The other significant threat is that sustainability regulations are dynamic. The environment is not a static place because the environmental regulations can be altered rapidly since the governments can respond to scientific discoveries or the international pledges of the environment. This instability leaves uncertainty and could force innovators to always be flexible. To first mover companies, such regulatory turbulence will present strategic pressure, operational risk, and make it difficult to plan long-term in an industry that is already competitive and rapidly evolving (Shen et al., 2019).
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[bookmark: _Toc214482872]3.1 Strategic Responses by Pioneering Organizations
Pioneering organizations are proactive to macro-environment changes in the sense that they create markets, capitalize on innovation and institute policies and mechanisms that enhance their long-term competitive advantage (Dreiling & Bican, 2022). Notpla expounds innovations by pioneers in the sustainable packaging sector through the application of strategic models to deal with the technological and environmental challenges.
The response using the Ansoff Matrix
The Ansoff Matrix is normally used by pioneers in making decisions on growth amid changing forces of technology and environmental changes.
Table 1: Notpla’s Strategic Responses Using the Ansoff Matrix
	Ansoff Strategy
	Pioneering Response
	Role of Selected Actors

	Market Penetration
	Expands distribution of seaweed-based packaging through partnerships with food delivery firms and event organizers.
	Environmental pressures support faster adoption of biodegradable alternatives.

	Product Development
	Invests in advanced biomaterial technologies to create new forms of edible, compostable, and flexible packaging.
	Technological innovation enables continuous product upgrades (Covin et al., 2000).

	Market Development
	Enters new sectors, such as retail food packaging and hospitality services.
	Regulations banning certain plastics create new market openings.

	Diversification
	Explores new bio-material applications beyond packaging, including coatings and films.
	Environmental demands encourage broader sustainability-focused innovation.


Planning of Macro Force Innovation
Technological Innovation: Notpla proactively invests in the science of materials to deal with technological opportunities. The company comes up with innovative materials from seaweeds that substitute plastic layers in food wraps made of cardboard. Through the surfing abilities of novel research, Notpla is rapidly expanding its development cycle on a product and keeping up with its technological advantage.
Sustainability-Driven Innovation: The sustainability innovation approaches of Notpla are influenced by environmental and regulatory issues. Single-use plastics regulations compel the organization to create runaway packaging which is beyond the specified regulations (Li & Wu, 2025). Notpla packaging of major sports events and festival venues shows that innovators apply pressure on the environmental level to present scalable solutions with a high impact.
Co-Innovation and Partnership: Pioneers usually enter partnerships with other people in a bid to build on the market. Notpla collaborates with available large delivery services and global event organizers to experiment, modify, and diversify its product apps (Garrett et al., 2009). Through such alliances, the organization can showcase actual performance with enhanced credibility in the industry.
True Case Studies of Reactive Strikes
· Partnership with food delivery companies: Notpla uses biodegradable containers to facilitate environmental-related goals in the takeout industry.
· Collaboration with big-time sporting events: It has its packaging made of seaweed that features major sporting events, which reflect the widespread adoption of sustainability.
Strategy of the Follower Organizations in Response to the Strategy
Follower organizations in the sustainable packaging industry react differently to both the technological and environmental pressures as compared to the pioneers (Parry & Sarma, 2019). The suppliers of packaging in supermarkets usually refrain from adopting successful solutions, and only pay attention to issues of cost, compliance, and practical workability (Parry & Sarma, 2019). 
[bookmark: _Toc214482873]3.2 The response using the Ansoff Matrix
The Ansoff Matrix is a systematic approach to advice follower organizations to be capable of changing with the times of the market, without taking too much risk.
Market Penetration: Follower fortifies its strategy by providing affordable, sustainable packing services to the existing retail customers. With the increased strictness of the environmental rules, supermarkets require materials that are compliant. The answer of the followers is the incorporation of less risky sustainable substitutes, including recycled cardboard, plant-based films, or coated paper materials that have already been successful among pioneers (Mueller et al., 2012).
Product Development: The followers do not develop breakthrough innovations, but they make new, better versions of the old packaging that are friendlier (Argyres et al., 2015). Indicatively, when the solutions that are made of seaweed or completely compostable have acquired traction in a particular market, such as Notpla, suppliers as followers start testing the same in their factories. 
Market Development: The devotees expand into new retail areas to provide sustainable packaging to bakeries, ready-made food manufacturing, and convenience food providers. The possibility of replicating the successful sustainable technologies will increase the possibility of expansion and mitigate the compliance barriers (Liang et al., 2010).
Diversification: Though rarer, there are other suppliers that become diversified to other related sustainability services like recycling coordination or packaging waste audit of retailers. These are other services that ensure that followers remain relevant as the environmental expectations become highly challenging.
[bookmark: _Toc214482874]4. Conclusion 
This report discussed the role of macro-environmental forces in strategic marketing decisions in the sustainable packaging industry, with reference to Notpla as an innovative organization and supermarket packaging suppliers as follower organizations. The analysis indicated that the technological and environmental/regulatory forces are the ones that have the most significant impact on the industry dynamics (Li & Wu, 2025). Technology development gives leaders the room to implement novel biomaterials and develop a high degree of market differentiation, with followers gaining an advantage by using the established technologies at reduced cost. Simultaneously, both forms of organizations risk threats associated with the quick technological transformation, the requirement for investments, and the danger of being outrun by the competition. To followers, they offer more specifications on how product portfolios would fit sustainability requirements (Liang et al., 2010). Nevertheless, the two are both challenged in cases where the environment makes changes at a rate that organizations cannot keep up with. Task 2 results revealed that pioneers act using strategic innovation, high differentiation, and market-shaping projects backed with frameworks like the Ansoff Matrix and Porter's Generic Strategies. The responses of the followers are incremental, cost-oriented and benchmarking of the best solutions. Altogether, the report underlines the fact that adaptive marketing responses and environmental scanning are crucial to long-term competitiveness. Those organization’s that keep tracking the external forces and aligning their strategies towards the changes in technology and environment are in a better position to stay consistent in their growth, reduce the risk, and satisfy the growing demand of the market driven by the spirit of sustainability.
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