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[bookmark: _Toc212132003]Introduction
In today's fast-paced business world, marketing managers need to evaluate, prepare, and carry out their plans. Strategic marketing managers need to be up-to-date about macro environment. Macro environment has an impact on how customers act, the future of the market, and how well a business does (Aaker and Moorman, 2023). PESTLE examines external influences that influence the process of strategic decision-making. This study examines technological and environmental macro environment in the global electric vehicle (EV) market. BYD a rapid low-cost follower brand whose rapid expansion and worldwide presence have been achieved through localization. Tesla, a high-end electric vehicle manufacturer and brand leader. First, consider the influence of the two businesses by the technical and environmental factors. The next activity is comparing the strategies that BYD and Tesla used in response to these external variables using STP, the 7Ps, and Porters Generic Strategies.
[bookmark: _Toc212132004]Section 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc212132005]Technological Environment
Technology is changing the electric vehicle (EV) market faster than other industries. Improvements in battery efficiency, self-driving cars, charging infrastructure, and AI are rapidly transforming the competitive landscape. According to the PESTLE model, technology determines product differentiation, consumer expectations, and price (Aaker and Moorman, 2023). Companies must innovate and constantly working to meet these objectives. 
Tesla was the first to explore batteries, integrate software, and update software remotely. Its integrated software, hardware, and energy storage ecosystem discourages new entrants and retains clients (Debnath et al., 2021). The Resource-Based View (RBV) says that Tesla has an edge over its competitors because of its Supercharger network, Autopilot, and AI-powered energy management. Dynamic Capabilities, or the capacity to discover, analyse, and alter technology, make it possible for quick adaption to new ideas (Daylan, Majid and Sandberg, 2023). For example, better battery life and AI-driven safety features are examples of this.
Tesla has superior technology but there are some challenges too. With diminishing returns on innovation, ongoing research and development raises the expense burden. BYD, NIO, and other traditional Original Equipment Manufacturers (OEMs) are imitating Tesla. Tesla's AI and other technologies are at jeopardy because of doubts about cybersecurity and global data-privacy laws (Hu, 2022). Patent copying in China's industrial ecosystem hurts the exclusivity of vital technologies. 
BYD takes advantage as a follower by using a fast-follower innovation technique based on the Diffusion of Innovation Theory. BYD benefits from Tesla's work to instruct customers because it wasn't the first to market. BYD's Blade Battery vertical integration helps it keep prices low and a steady supply. This process enables the company to become a market leader in China and facilitate global expansion. Innovation of process helping the company to operate at a low cost. By focusing more on efficiency than innovation can be helpful at times (Sun and Yang, 2025). BYD implementing RBV by getting funds from the government which is its strength. Rather than focussing on highest quality software or investment in AI it is focussing on affordability. 
BYD is limited by technology. The software ecosystem isn't as strong as Tesla's, the brand isn't as sophisticated and customers aren't as engaged. The reliance on domestic technological ecosystems makes hard to share data and connect to the cloud from other countries (Hu, 2022). Because of these limitations, BYD can't compete with Tesla in the high-end market outside of Asia or match Tesla's worldwide ecosystem advantage.
Tesla focuses radical innovation and premium distinction over BYD's adaptive innovation and market penetration. Tesla keeps its edge as the first company to use new technology by always coming up with new ideas, but this costs and risks more. Tesla’s investment in R&D was $4.54 billion in 2024 (Statista, 2025). By adopting tried-and-true technology for broad appeal, BYD's strategy offers nimbleness but inhibits brand originality in industrialized countries. Technology causes disruption in the EV industry. BYD uses cost-effectiveness and adaptability. Tesla leads innovation with unique technology and integrated systems that use dynamic capabilities. BYD's strategic objective is to enhance access, while Tesla innovates to shift markets. 
[bookmark: _Toc212132006]Environmental (Sustainability) Environment
The environmental issue in the macro marketing environment is affecting the strategy and image of EV companies. Environmental restrictions, carbon-neutral mandates, and customer awareness are all ways that global attempts to cut down on greenhouse gas emissions are hurting automotive companies. PESTLE says that environmental conditions affect how companies’ brand, make, and deliver goods in different markets.
Tesla's corporate strategy and marketing distinction is "to speed up the world's shift to sustainable energy," which helps the environment across the world. Government assistance for zero-emission cars and the integration of renewable energy around the world are good for the environment (Cardoso et al., 2025). Tesla's Triple Bottom Line strategy strikes a balance between profitability and being socially and environmentally responsible by investing into solar power, energy storage, and recycling batteries. Tesla becomes more valuable to eco-conscious customers by linking the brand to new ideas and long-term success.
Threats to the environment have long been a concern at Tesla. The building of batteries harms the environment and raises moral questions. The use of precious material as cobalt and lithium causes a great quantity of carbon impact (Gnanavendan et al., 2024). Regulators and stakeholders are closely observing how Tesla deals with battery waste, and just how open its supply chain is. This is damaging the company’s ESG reputation. Each of the world's different countries have their own environmental laws which make it even more difficult. This applies in the case of European carbon prices and US recycling standards (Kurian, 2023). Stakeholder Theory suggests that the company must address these flaws if aren’t, the brand can lose some trustworthiness. 
BYD aligns with the policies being executed within the region, and receives government incentives for transitioning BYD's facilities with environmentally friendly manufacturing processes. This will also accelerate the production of affordable electric vehicles, which will rapidly propagate the global shift toward cleaner transportation (Chen, Li, and Zhao, 2024). Expanding partnerships with electric buses and trucks, BYD will further reinforce the government's sustainability and eco-friendly targets. This also amplifies the great impact Tesla has on the environment, producing an equivalent of 100,000 vehicles daily. Vertical integration of battery production streamlines the supply chain and yields positive environmental benefits.
Unlike Tesla, BYD is concerned with the environment. Stakeholders are concerned with the energy and the lack of rare-earth elements. Moreover, when global operations lack clarity and there are no ESG disclosures, trust is lost (Zhang, 2024). BYD's cost-minimizing strategy allows wider access, but this may make it more difficult to obtain financing from the circular economy, particularly for battery recycling. Tesla's strategy originates from the sustainability of their brand. In contrast, BYD’s is centred on lowering costs and then sustaining targets. BYD's collaborative goal with the government is to encourage the use of sustainable strategies, whereas Tesla provides the clean energy ecosystem needed.
Raising ethical issues about resource use and providing opportunities for firms and consumers to develop brand reputations (Tripathy et al., 2022). Tesla remains the best company for ESG as it continues to be creative and transparent (open) but still needs to solve some supply chain issues. BYD on the other hand needs to be more transparent and eco-friendlier and accelerate the pace toward green transport. These two companies illustrate how pioneer and follower within the industry use balanced approach of social responsibility and profitability.
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Figure 1: Summary of Opportunities and Threats for Tesla and BYD (Source: Author)
[bookmark: _Toc212132007]Section 2: Strategic Responses to the Selected External Factors
1. [bookmark: _Toc212132008]Strategic Responses to Technological Factors
Technological factors impact greatly on the performance of a company in the EV industry as it is evolving rapidly. As early innovators and fast followers, both Tesla and BYD effectively managed technological change. This can analyse using the 7Ps of Marketing, STP, and Porter's Generic Strategies.
[bookmark: _Toc212132009]Tesla’s Technological Strategy – Innovation-led Differentiation
Tesla is the best example of using Porter’s generic strategy and own technology. The Ansoff Matrix shows that the company is most focused on creating new things. It's working on AI, self-driving cars and new battery technology (Richmond, 2022) to achieve this. Tesla continues to lead the way by rolling out new features and refining old ones, such as Full Self-Driving and software updates that occur over the air. Tesla’s STP build on the people who want latest technology in EV blend with luxury and most eco-friendly cars. "Technology-driven sustainable luxury" is what makes it different from other car firms. The user journey comprises cutting-edge innovation that puts the customer first.
[bookmark: _Hlk212129054]Tesla's 7Ps product strategy includes using AI, performance, and create to constantly come up with unique ideas for the Model S and Cybertruck. The price shows how unique and cutting-edge the product is, which helps create a high-end brand. The best ways to market directly to consumers are online platforms and storefronts owned by the brand. It cuts out the dealership and offers purchasers greater control. Using digital interaction, viral content, and word-of-mouth referrals to market a firm builds trust in it without costing a lot of money (Chen, Li, and Zhao, 2024). Elon Musk puts a lot of importance on technical skill and visionary leadership to make sure that Tesla's culture fits its technological goals. Automation of the supply chain and AI-driven production make sure that things run smoothly and new ideas come up quickly. Tesla's showrooms, Supercharger stations, and car interfaces show just how advanced and futuristic the company is. 
[bookmark: _Toc212132010]BYD’s Technological Strategy – Adaptive Cost Leadership and Market Penetration
BYD, a fast follower, employs the Ansoff Matrix to go into new markets and Porter's model to keep costs low. BYD doesn't produce completely new products; instead, it makes existing ones better so that they are cheaper. The company is achieving the goal of low-cost and economies of scale by using vertical integration in battery manufacturing. This is why their strategy of marketing focused on value makes sense (Zhan, 2025). BYD is marketing itself as a "technology-accessible green mobility brand" to attract clients with restricted budgets in STP. It uses technology to provide clients valuable, cheap perks that Tesla can't match. 
BYD's 7Ps product model focuses more on dependability and price than on new ideas. The Price approach makes it easier for people to embrace by offering low prices and flexible financing. Place's many dealerships and deals with regional distributors make it easier to get to in areas that are booming. BYD gains governmental permission and uses the internet to market their goods as cheap and good for the environment (Zhan, 2025). The Process component is used to speed up the production and create new batteries, such as the Blade Battery technology, which is safer and less costly. Physical Evidence constructs stores and cars that are functional over beautiful, in order to appeal to a wide variety of people.
[bookmark: _Toc212132011]Comparative Evaluation 
BYD plans to innovate slowly and keep prices at low levels. Tesla, meanwhile, wants to be distinct and to have a strong brand. BYD leverages technology to reduce cost, while Tesla bends it simply to not compromise on their high-end marketing mix. BYD’s utilitarian approach ensures having a lot of people in a lot of markets using its products. Tesla’s flexibility for new technologies maintains its branding in complex markets (Ispas, 2025). Tesla and BYD are prime example of how pioneer and follower in the EV industry uses technology and market conditions to achieve their goals.
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Figure 2: Porter’s Generic Strategies Matrix – Tesla vs BYD (Source: Author)

[bookmark: _Toc212132012]Strategic Responses to Environmental Factors
In the electric vehicle industry, success is directly tied to the issue of environmental sustainability. Thus, these companies in their business operations must take into account global environmental rule, evolving consumer’s expectations and ethical production standards. Combining the 7Ps, Triple Bottom Line (TBL), Market Orientation, and Corporate Social Responsibilities (CSR) to analyse the green strategies of BYD and Tesla that are being developed now.
1. [bookmark: _Toc212132013]Tesla’s Environmental Strategy – Sustainability as a Brand Core
Tesla aims to 'accelerate the worldwide shift to sustainable energy' and protect the environment. This imaginative strategy shows how TBL may earn revenue and assist people and the environment through CSR. Battery recycling, solar energy use, and energy storage make the company environmentally friendly. 
Tesla uses Market Orientation to determine what customers want and how to improve it. Marketers must address the environment with their style and distribution methods. The 7Ps product strategy of Tesla prioritizes green field technologies. Tesla automobiles are clean and run on renewable energy. Its pricing strategy maximizes firm profits while offering a ‘good deal’ for environmentally conscious customers. Direct transportation and eco-friendly logistics eliminate carbon emissions and middlemen in Place of 7Ps. Instead of advertising, stories, internet interactions, and brand openness promote environmental values.
Tesla expects its workers to show passion for environment in their pursuit of company’s goals. Using renewable energy at the Gigafactory increases the environmental friendliness of production process. Eventually there is concrete evidence that Musk’s assertions about green technologies are true. This consists charging networks that works with solar panels and simple designs.
It is difficult for Tesla to emerge as an environmentally conscience leader. The use of lithium and cobalt in their production presents ethical and environmental issues which may undermine stakeholders' trust towards the company. These problems demonstrate the fact that sometimes goals aimed at preservation of environment can run against certain realities, such as growth being too rapid and threatening long-term viability. Regarding Tesla's brand, its recycling ability if they practicing financial openness reduce the danger and raise an ESG effort in the future.
[bookmark: _Toc212132014]BYD’s Environmental Strategy – Policy-driven Green Expansion
BYD's work to protect the environment helps China and the rest of the world cut down on carbon emissions. The social part of the Triple Bottom Line helps its environmental goal of making electric cars affordable so that everyone can use eco-friendly transportation. 
BYD customizes its environmental programs to fit the needs and budgets of each market as part of its Market Orientation approach. BYD used the 7Ps to make products that use less energy and can be recycled. Its pricing plan indicates that electric cars, which are essential for achieving environmental goals (Zhang, 2024), can be purchased by people in the middle class. Place strategies focus on making things in the country and expanding to other countries to lessen the environmental impact of logistics. Building trust through working together with the government and using green branding. 
BYD adds value to the community by supporting local jobs and using eco-friendly workers. Closed-loop production and making batteries in-house cut down on waste and reliance on outside sources. The company is focused on building structures that last and having electric public transit fleets.
[bookmark: _Toc212132015]Comparative Evaluation
Tesla is more focused on achieving highest level of environmental sustainability. The company revolves on bringing new technologies with less environmental impact. BYD’s goal is to make its product affordable to a higher chunk of people. Its objective is to align China’s environmental goal and spread worldwide by using affordability strategy (Cardoso et al., 2025). Brand value and environmental innovation is the focal point of Tesla and for BYD it is policy synergy and social inclusiveness.
Cost minimization and localization approach of BYD is more sustainable but Tesla’s approach is more eco-friendly. Responsible approach from both companies demonstrates that greater impact can be achieved through socially and environmentally conscious policy making and implementation.
[bookmark: _Toc212132016]Conclusion
This study is based on the macro environment impact on formulating strategy in the EV industry worldwide. Through brand value, innovation at a highest rate, and reduced environmental impact Tesla stays in top of the EV industry. Policy alignment with the government, cost leadership, and localization is the key to success for BYD. Different strategic marketing tools such as 7Ps, STP models used by these companies to navigate external environment. Tesla keep the leader title in the EV industry by investing huge money in innovation and non-compromise strategy about environment. The focal point for BYD is to become inexpensive and accessible for greater number of people.
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