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[bookmark: _Toc212022281]Introduction
A strategic marketing management cannot do without an analysis of the macro marketing environment, because it helps organisations to predict the external changes, take advantage of opportunities, and counter threats in dynamic global markets (Kotabe and Helsen, 2022). In marketing, pioneers refer to companies which make revolutionary innovations and build new markets, and late entrants, who introduce competitors to the market with a proven model, are the followers. This report concentrates on the industry of electric vehicles (EV) in which a high tempo of technological progress and environmental forces re-invent competitiveness (Aaker and Moorman, 2023). The chosen pioneers is Tesla, and the followers is BYD, which are all worldwide recognised players. The report is divided into two parts: Task 1 is a critical analysis of the macro marketing environment; Task 2 is a critical analysis of strategic responses of pioneers and followers.

[bookmark: _Toc212022282]1. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc212022283]1.1 Understanding the Macro Marketing Environment
The macro marketing environment incorporates broad external influences that determine market structure and firm behaviour, but are beyond the influence of one company. These forces have been grouped within the PESTEL framework, which includes Political, Economic, Social, Technological, Environmental and Legal forces, in order to enable managers to scan, interpret and prioritise what is important (Aaker and Moorman, 2023). Codification of competition and compliance rules is done through Political and Legal factors. The cost of capital, the purchasing power and scale economics are influenced by the economic conditions. Social changes change the values, the lifestyles and adoption curves (Zulfikar, 2022). The product architectures and the cost structures are redefined by technological change. The environmental pressures transform the stakeholder expectations towards emissions, resources and circularity.
To strategic marketing management, PESTEL analysis is imperative since it conforms positioning, targeting and value propositions to the external realities. Where EVs represent a rapidly evolving category, macro scanning helps lessen strategic myopia, make portfolio bets (such as battery chemistries, charging ecosystems) and sequence across markets of varying readiness levels. It also makes the process of competing more competitive through exposing where differentiation (e.g., software, sustainability) and where standardisation (e.g., platforms, interfaces) is needed to gain speed and scale.
[bookmark: _Toc212022284]1.2 Selection of Two Macro Environmental Actors
Technological and Environmental factors among PESTEL dimensions are the most decisive ones in EVs. Technology controls the level of battery energy density, cost curves, software integration and charging networks, the fundamental cooperators of range, performance and total cost of ownership, which are immediately perceived by consumers (Zulfikar, 2022). The EV category is legitimate due to environmental dynamics, namely, climate policy, lifecycle emissions scrutiny and expectations of responsible supply chains, and it defines the speed at which internal combustion can be eliminated.
These two actors are also complementary to each other. The environmental regulation and pressure, as well as technological advances, make cleaner technologies easier to invest in and the goals of the environment commercially feasible. In the case of pioneers (Tesla) and followers (BYD), the relations of these two forces define the opportunity spaces, the risk exposure, and the level of strategic freedom (Carlier, 2024).
[bookmark: _Toc212022285]1.3 Impact Analysis: Opportunities and Threats.
[bookmark: _Toc212022286]1.3.1 Macro Actor 1: Technological Factors 
Pioneer Opportunities: In Tesla, the sustainable differentiation is possible due to technological change. The combined hardware and software platform, the over-the-air updates and brand footprint are strategic to Tesla since they come at switching costs and brand authority (Carlier, 2024). BYD is able to utilize its vast experience with hybrid and, therefore, provide efficiency, credibility and a route towards gradual electrification (Steenkamp, 2021).
Pioneer Threats: Becoming a leader is an expensive and sensitive task. The technologies are characterized by high rates of R&D, capital invested in gigafactories and rapid cycles of innovation, which are more likely to lead to payback-technological obsolescence (Gaccione, 2024). The lack of talent and IP leakages are calling on the high-speed followers to narrow the gap. Lastly, expectations of software keep growing ever higher; the slow pace of software updates by a pioneer can readily undermine its perceived excellence.

[bookmark: _Toc212022295]Figure 1:EV Industry Market Share Comparison (2024)
Source: (Statista, 2025)
Opportunities to Followers: BYD have the advantage of second-mover learning. They can use established chemistries, license or joint venture on sophisticated components and scale on modular platforms (Tesla, 2024). Short time-to-market and reduction of experimentation costs are achieved through benchmarking pioneers (Abdelazim, 2022). Reliability, value-for-money and feature parity at attractive price points can be stressed by the followers, and pragmatic adopters and fleet buyers are won. 
Threats for Followers: Time lags diminish uniqueness and squeeze margins in the context of competition, which focuses on features established by first movers. Brand perceptions can make followers appear as copycats, curbing the power of the prices in the high-end markets (Gaccione, 2024). 
[bookmark: _Toc212022287]1.3.2 Macro Actor 2: Environmental Factors
Opportunities Pioneers: Pioneers who are credibly telling the transition story are better stars in environmental needs. The positioning of Tesla as a mission-based brand and zero-tailpipe is attractive to consumers and people working in the investment and policy spheres, which translates to demand pull and the ability to access incentives (Akinsooto et al., 2025). The hybrids-based historic effectiveness has granted Tesla significant level of scale diminution, which continues to instill trust towards the common buyers (Tesla, 2024). True anecdotes of sustainability will support high costs, special favors in government contracts and green funds.
Pioneer threats: Sustainability leadership yields increased scrutiny. Reputational flash points include source of battery materials, labour practices and end-of-life management. Any difference between the postulations and the actions is likely to be described as greenwashing (Gaccione, 2024). The transition costs, such as renewable energy procurement, recycling infrastructure, and supplier development, are initially loaded and put a strain on margins. In the case of Tesla, hybrid reliance is criticised, and the rate at which full electrification is achieved will bring a kind of green equity dilution to its markets (Tesla, 2024).
Followers Opportunities: Late-mover leverage comes about due to shifts in the environment. BYD accelerated its rise to the top of China through the aggressive new-energy policies, which matched the product strategy with subsidies, charged building out and urban air-quality targets (Akinsooto et al., 2025). BYD can imitate established sustainability initiatives, such as renewable-powered production, recycled materials, and closed-loop battery associations, without the trial-and-error that leaders must do to implement these initiatives (Abdelazim, 2022). The value-based propositions on the concept of green-to-all make it possible to frame in a manner that enables the followers to expand the market that can be addressed beyond the initial adopters, particularly in the markets where price is a key issue.
Threats for Followers: With pioneers holding the sustainability story, there is little uniqueness left in the followers; parity claims can be interpreted as follow-up (Liu, 2025). Brand status and eco-credibility are related in high-end areas. Absent of visible leadership action (science-based targets, open reporting, third-party verification), the followers are subject to being sifted by consumers, fleets and financiers that are taking preemptive measures in ensuring high ESG performance.
[bookmark: _Toc212022288]2. Task 2: Strategic Responses by Pioneers and Followers
[bookmark: _Toc212022289]2.1 Strategic Marketing Frameworks 
There are three major frameworks that could be used to provide strategic marketing response to environmental change. Ansoff Matrix helps to facilitate marketing expansion by penetrating the market, developing the product, developing the market and their diversification, which affect the product, prices and communication decisions (Zugay and Zakaria, 2023). According to Porters Generic Strategies, the positioning decisions are differentiation in the form of innovation and high brand identity in the case of pioneers such as Tesla, and cost leadership in the case of followers such as BYD, which focuses on affordability and accessibility. The Blue Ocean Strategy is based on the innovation and emotional branding to produce new customer value and uncontested demand as seen in Tesla lifestyle-centric marketing. Combined, these frameworks evidence how environmental scanning contributes to customer-led strategies that enable pioneers and followers to create competitiveness and brand relevance in the global market of electric vehicles (Wanjugu et al., 2022).
[bookmark: _Toc212022290]2.2 Responses to Macro Actor 1 – Technological Changes 
Pioneers’ Strategies
Technological change defines the marketing mix (4Ps) product, price, place and promotion through influencing the way firms design, deliver, and communicate value. Tesla and its competitors like BYD have initiated different marketing approaches in the sector of electric vehicles (EVs) which fits the innovativeness and customer perception of the brand.
Pioneers’ Strategies (Tesla)
In the case of Tesla, the product strategy is directly supported by technological advancement. Every single model launch, like the Model Y and the Cybertruck, features the performance, design, and digital connection, putting Tesla as not just a car company but rather as a technology-oriented lifestyle company. Software updates that are over-the-air increase product life cycles, and give an innovation that gives continuous improvement to the product without physical enhancement to the product, a feature that made customers satisfaction and loyalty after purchase.
Pricing: Tesla follows a value-based pricing approach, which is based on its higher positioning and technological advantage. This differentiation is upheld by high R&D investment, estimated to be approximately 3.1 billion in 2023 which enables the company to command high prices by being innovative and having unique brand equity (Tesla, 2024).
	Company
	R&D Investment (USD billions, 2023)

	Tesla
	3.1

	BYD
	2.2


[bookmark: _Toc212022294]Table 1:R&D Expenditure Comparison (2023)

[bookmark: _Toc212022296]Figure 2:R&D Expenditure Comparison (2023)
Source : (Tesla, 2024)

In the category of place, Tesla intervenes in the classical dealership models through direct-to-consumer online stores and its worldwide network of Superchargers as well, which guarantee the presence of accessibility and convenience. This verticalized distribution will improve the customer experience control and brand-consistency.
Tesla uses earned media and social interaction as opposed to paid advertising through promotion. Most of its storytelling is technology-based autonomous driving, clean energy, and sustainability, which have an emotional appeal to the customers and support its vision image (Wanjugu et al., 2022). Technology therefore, becomes the product and the advertising message, and that is what defines the holistic marketing identity of Tesla.
Followers’ Strategies (BYD)
Being a follower, BYD uses technology to compete in the form of affordable product innovation. The use of LFP (Lithium Iron Phosphate) batteries, which are less expensive to manufacture and safer, show the cost-effective product policy targeting the mass market. Instead of seeking the luxury appeal, BYD focuses on reliability, safety, and practicality - ensuring the EVs can be owned by larger groups of people (El Nemar et al., 2025).
Pricing wise, BYD uses a penetration pricing strategy, which provides it with competitive prices that help it gain market share faster within the developing market and in the cost-sensitive market (Kia, Genesis). Battery and semiconductor manufacturing enables the company to have margins and retain low prices, which is a major strength in other markets such as China and Southeast Asia.
On place, BYD expands by using strategic partnerships with local distributors and government contracts, particularly in the field of public transport (e-buses), where the penetration of the market and visibility are guaranteed within a short period of time.
Last but not least, under promotion, BYD campaigns reflect the slogan of technology to all people showing the relationship between affordability and innovation and the green factor. Instead of selling the idea of cutting-edge exclusivity, BYD sell the concept of electric mobility as viable as a way of life.
Comparative Interpretation
Technological change increases the exploration-exploitation tension. Pioneers are dependent on profound innovation pipelines and management of complementary resources; followers are dependent on speed, efficiency, and adaptive learning (El Nemar et al., 2025). Tesla has a vertically integrated model that ensures the ecosystem rents, but requires constant reinvention. BYD can take advantage of the trends in modularisation, which reduces the cost of imitation and allows scaling flexibility. Finally, technological responses are aligned to divergent risk profiles: pioneers take on high variance to get potential market-shaping payoffs; followers prefer resilience as a result of operational excellence and timing advantages.
[bookmark: _Toc212022291]2.3 Macro Actor 2 Responses to Environmental Changes
[image: ]
[bookmark: _Toc212022297]Figure 3: Sustainability Strategy Comparison
Source: (BYD, 2024)
Pioneers’ Strategies
The electric vehicle industry is influenced by the environmental change when it comes to product development and promotion strategies. In the case of Tesla, a pioneer, sustainability is part and parcel of its product. Both models are sold as not only a vehicle, but a larger clean-energy ecosystem, which is a combination of solar panels, Powerwall batteries, and zero-emission driving (Khanra et al., 2022). The development of the Tesla products focuses on recyclable materials, closed-loop battery, and energy efficiency design, which serve to support its sustainability innovator image. Tesla, through its use of digital story telling, influencer advocacy and little paid advertising, through promotion focuses its mission to accelerate the world towards sustainable energy. Its environmental leadership is the key aspect of its brand communication and consumer attraction.
BYD, in its turn, includes environmental concern in the process of developing products by means of affordable green technology, including LFP-batteries and low-emission mode of production. Its marketing campaign is all about inclusivity- electric to all- and makes sustainability a practical and available option as opposed to a high-quality one. The two companies reveal how environmental pressures transform the concept of marketing to make eco-innovation and green branding the key to consumer trust and long-term success.
Followers’ Strategies
Believers change after innovators prove that sustainability is profitable. The aggressive environmental policy of China was exploited by BYD to increase the demand in the domestic market of new-energy vehicles (Khanra et al., 2022). The strategic partnerships that BYD is offering the governments in the context of the electric buses portray the ideal character of the follower transforming regulation into the market opportunity (BYD, 2024). The idea of sustainability is a volume game and not a niche elite indicator.
The environmental reaction of BYD is incremental adaptation and cooperative innovation. It is making investments in hydrogen fuel-cell systems, which places it in the next-generation regulation as it continues to grow BEV. The practice of supply chain sustainability is sought through the partnership with environmentally-friendly suppliers and the use of recycled materials in the interiors (Kamana-Williams et al., 2024). The message used by BYD Progress for Humanity is a combination of emotional appeal and environmental responsibility, which is related to CSR. These activities demonstrate the process of how adherents of the pioneers will make the sustainability paradigms sustainable into mass-market propositions aligned with the concept of value innovation, which is a concept of Blue Ocean: increasing ecological value and lowering price barriers.
Comparative Interpretation
Change of the environment introduces compression of differentiation more than technology itself. When sustainability is viewed as a minimum standard, leaders should enhance authenticity, and followers fight within the frames of inclusiveness and affordability (Almansour, 2022). Tesla has an aspirational brand, yet its mining is questioned; BYD is pragmatic environmentalism, which appeals to cost-conscious customers and policymakers (BYD, 2024). The conservative shift of Tesla preserves its reputation, but it runs a danger of losing the halo of innovation, as the balanced strategy of BYD (efficiency and emotional design) reinforces the credibility of the company on a global scale. This is a combination of strategies that prove that environmental adaptation has become a strategic need rather than a moral obligation in both pioneer and follower cohorts.


[bookmark: _Toc212022292]Conclusion
This analysis indicates that technical and environmental forces are the key external forces influencing strategy in the electric vehicle industry. The pioneers have an advantage (first-mover advantages) at a high cost, high speed of obsolescence, and reputational risk, which is ecosystem construction, sustainability leadership, and innovation. It can imitate, be cost-efficient, and have the congruence of policies, which the followers like BYD possess, yet there are also the issues of insufficient brand differentiation and timing risks. Changes in the environment are unavoidable, and the continuous environmental scanning process may assist in predicting the changes and making every company responsive in marketing strategies. Marketing will become more technologically and ethically savvy, and evidence-based in the future as the meaning of what firms do to generate value in a dynamically changing, sustainability-seeking marketplace is under continuous development.
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