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The global electric vehicle (EV) market has expanded rapidly due to growing environmental concerns, technological advances, and government policies. The growing awareness of climate change and the need to minimise carbon emissions has stimulated a transition by manufacturers and consumers towards sustainable forms of transportation (Jelti, et al., 2023). Advances in battery technology, charging networks, and AI-driven vehicles have continued to increase the pace of EV usage, and the market is very competitive. 
It is well known that Tesla is a leader in the EV market, and they are highly geared toward innovation and new technology in the electric vehicle market (Mo, et al., 2022). By comparison, Ford Motor Company is a conventional automobile-producing company that has been implementing EV strategies to accommodate the shifting market environment and to stay competitive (Ford, 2025).
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Figure 1: Tesla Logo
(Source: Tesla, 2026)
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Figure 2: Ford Logo
(Source: Ford, 2026)
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Figure 3: Macro Marketing Environment Analysis
(Source: Internet Marketing, 2026)
Macro environmental forces in the electric vehicle industry have significantly contributed to the changing of the competitive environment (Jagani and Hong, 2024). The world of mobility is moving towards sustainability faster through rapid technological innovation and rising environmental regulations. Tesla is generally known as a pioneering company that presented new technologies of electric vehicles and influenced the formation of the EV market. Conversely, Ford Motor Company is a follower organisation that has always specialised in internal combustion engine vehicles but has recently started to increase its presence in the EV sector. 
[bookmark: _Toc224409304]1.1 Technological Factors
One of the macro-environmental forces that has the greatest impact on the automotive industry concerns technological innovation. The electric vehicle market has grown much faster due to improvements in battery technology, artificial intelligence, charging systems, and autonomous driving systems (Abro, et al., 2023). Such developments present companies with a chance of expanding the performance of their products and achieving customer value. They also need massive investments in research and development and high-tech production.
In the case of Tesla, the level of technological development has played an important role, which is the opportunity that enhances its competitive edge. Tesla pioneered the EV industry compared to most of the other traditional automotive manufacturers and established itself as a technology-based organisation. The company has invested a lot in research and development, aiming at enhancing the performance of batteries, software systems, and autonomous driving technologies. Tesla is also highly committed to innovation, for example, the company employed about 3.1 billion R&D in 2023 (Abbes, 2025).
Among the greatest technological advances achieved by Tesla, the creation of high-performance lithium-ion battery systems deserves to be mentioned. Tesla cars have a range exceeding 400 miles on a single charge, which is by far more than most of its early competitors in the electric car market (Rangarajan, et al., 2022). This technological aspect increases the reliability of the products and lessens the range of anxiety of consumers, and EVs are becoming more appealing as an efficient means of transportation.
The next significant invention made by Tesla is the global Supercharger network, consisting of over 50,000 high-speed chargers in the entire world (Zentani, et al., 2024). Electric vehicles can be widely accepted as the convenience of customers is enhanced by the availability of fast-charging infrastructure. Tesla has built its own charging infrastructure to build a robust ecosystem to enhance its product portfolio and increase the loyalty of its customers.
There are also some threats to Tesla due to technological innovation. Constant technological advancement requires a lot of money and innovation. With the growing competition in the EV market, leading automotive companies are putting billions of dollars into electric vehicle technologies to compete with Tesla (Mohammadi and Saif, 2023). The swift nature of technological evolution implies that Tesla needs to keep on enhancing its products to ensure that it does not lose its market leadership.
Comparatively, the Ford Motor Company has been experiencing varying challenges concerning technological change. Ford has always specialised in manufacturing automobiles that run on internal combustion engines (Rimpas, et al., 2025). Consequently, the company has not entered the EV market as early as Tesla and is now forced to spend a lot of money on new technologies to stay afloat.
Ford has declared intentions to invest over 50 billion in EV development in the period of 2022 to 2026 (Nair, et al., 2022). This investment is aimed at battery technology, the manufacturing of electric vehicles, and software systems. The company has already launched electric versions of its models, including Mustang Mach-E and F-150 Lightning, that combine the experience of traditional automotive products with new electric technologies.
[bookmark: _Toc224409305]1.2 Political and Environmental Factors
Another macro-environmental factor that influences the EV industry is political and environmental forces. World governments are adopting policies that minimises carbon emissions and encourage sustainable transportation (Ferrer and Thome, 2023). Such policies comprise environmental policies, financial incentives, tax credits, and investments in charging infrastructure.
In the case of Tesla, the policies present a huge growth opportunity. Electric vehicles are being subsidised and given tax breaks by many governments to get consumers to buy them. To explain, in the United States, consumers can get federal tax credits amounting to up to 7,500 with the purchase of eligible EV models (Patil, et al., 2024). These incentives minimises the cost of purchasing EVs and boost consumer demand for electric vehicles.
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Figure 4: Tesla Product Price Positioning
(Source: Xiao, 2024)
Besides financial incentives, governments are also establishing stricter emission standards to cut greenhouse gas emissions caused by transportation (Sathiyan, et al., 2022). Such regulations promote the removal of petrol and diesel vehicles to electric mobility. The fact that Tesla manufactures solely electric cars puts it in a strong position to take advantage of these regulatory changes.
There has also been an increased awareness of the environment among consumers over the past few years. Numerous consumers are willing to use products that can be compared with sustainability values and help to protect the environment. The great brand name of Tesla, as an eco-friendly company, is what enables the company to attract environmentally conscious consumers and investors (Tesla, 2026). Consequently, political factors and environmental factors in turn enhance the competitive advantage of Tesla in the EV market.
These aspects can be even more threatening, as depending on the political priorities and the state of the economy, government policies and financial incentives can change. In case of subsidy cuts or elimination of subsidies on electric cars, it can have a negative influence on EV demand. Trade policies and geopolitical conflicts can impact the availability of key raw materials that are used in battery production, such as lithium and cobalt.
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Figure 5: 2023 Car CO2 Emissions
(Source: Department of Transport, 2024)
In the case of Ford Motor Company, the pressure and opportunity created by the environmental regulations are a concern. Conventional automobile producers are under pressure to slow down the emission of carbon gases and move to the production of electric cars. Other governments have declared that they will prohibit the sale of new petrol and diesel cars by 2035, which compels manufacturers such as Ford to accelerate their inquiry into EV technology (Tayri and Ma, 2025).
[bookmark: _Toc224409306]1.3 The model influences the competitive position 
The macro-marketing environmental forces are essential in determining the level of competition in the EV industry. The innovation of technology, the regulation by politics, and the environment have provided a chance for innovative companies. Such as Tesla, to enhance their leadership positions by constantly innovating and brand differentiation. Simultaneously, these outside forces have made legacy car manufacturers such as Ford rush their move towards electric mobility to keep up in the game. Tesla has the advantage of technological leadership and a strong brand image based on sustainability, but Ford should count on mass investment and strategic adjustment to bridge the competitive gap.
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Task 2: Macro-Environmental Factors Strategic Responses
Organisations in the electric vehicle market should make efficient strategic reactions to continue growing and retain a competitive edge. The automotive market has undergone tremendous changes due to technological inventions and political and environmental policies that require companies to change their strategies to survive (Chen and Chen, 2023). Innovation and differentiation are the types of strategies that pioneering firms use to enhance their market leadership, whereas the following organisations emphasise the strategies of adaptation, competitive prices, and market expansion.
[bookmark: _Toc224409308]2.1 Strategic Response depending on the generic strategies developed by Porter
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Figure 6: Porter's Generic Strategies
(Source: Jurevicius, 2025)
The General Strategies framework by Porter explains the way organisations attain competitive advantage using three broad strategic tools, namely, cost leadership, differentiation, and focus strategy. 
[bookmark: _Toc224409309]2.1.1 The Differentiation Strategy of Tesla
Another key strategy that Tesla adheres to is a differentiation mix whereby it markets very innovative electric vehicles with technological features. This firm is oriented towards coming up with products that offer better performance, sustainability, and digital features than conventional cars. Tesla distinguishes its products with the help of such features as long-range battery technology, autonomous driving, and software updates through the air.
Tesla has several models that have a battery capacity of more than 400 miles per charge, which greatly enhances their usability and removes range anxiety among EV users (Zentani, et al., 2024). Tesla has created a Supercharger Network of over 50,000 charging connectors around the world, which improves the overall customer experience and contributes to the wide adoption of EVs.
Marketing-wise, differentiation is also the process of generating good perceived value for the customers. Tesla cars have been marketed as high-end and technologically enhanced products, and this is a factor that has contributed to the premium prices that the firm is able to set. The innovative nature of Tesla vehicles, their eco-friendliness, and technological domination often make customers feel that the product has a superior position in terms of branding.
Using technological breakthroughs and product differentiation, Tesla has managed to become a market leader in the EV industry (Pisano, et al., 2023). It is a strategy that helps the company to have a highly competitive advantage as competition continues to rise among traditional car manufacturers.
[bookmark: _Toc224409310]2.1.2 Competitive and Market-Based Strategy of Ford
Ford Motor Company follows an approach that is more aligned with cost competitiveness and differentiation. Being a follower organisation, Ford utilises its vast production resources, solid brand identity, and international distribution channels to compete successfully in the EV market.
The strategy of Ford is to manufacture electric vehicles with a combination of technological innovations, affordability, and reliability. The company launched EV models such as the Mustang Mach-E and the F-150 Lightning, which add electric technology to the popular models (Ford, 2026). Electrifying the current models, Ford will limit the risks inherent to the creation of new products but keep a high level of brand awareness.
Competitive pricing is also a strategy that is embraced by Ford to appeal to a larger number of consumers. As an example, the Mustang Mach-E was launched at an initial price of around 45,000 dollars, which is close to other Tesla vehicles and other EV options (Wayland, 2026). This pricing strategy is such as that of going-rate pricing, whereby organisations base their prices on the current conditions in the market and the prices that their competitors offer.
Ford has declared its intention to invest over 50 billion dollars in EV development by 2022-2026, and it demonstrates its intentions to enhance its technological potential and better its competitive advantage (Vechkinzova, et al., 2022). Ford intends to expand its share in the EV market and compete better with innovative companies such as Tesla through mass production and low pricing.
[bookmark: _Toc224409311]2.2 Strategy Response based on the Growth Matrix of Ansoff

Ansoff Growth Matrix is another strategic framework that is applied when assessing the strategies of organisational growth. The matrix has four key growth options that include market penetration, product development, market development, and diversification.
[bookmark: _Toc224409312]2.2.1 Tesla's Growth Strategy
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Figure 7: Ansoff Matrix of Tesla
(Source: Created by Author)
Market Penetration
Tesla is also continuing to sell more in current markets through the addition of production capacity and the affordability of vehicles. The firm has developed massive manufacturing plants commonly known as Gigafactories in places such as the United States, China, and Germany. These factories enable Tesla to manufacture vehicles in increased quantities and cut manufacturing prices (Rangarajan, et al., 2022). This has seen Tesla drastically grow its number of vehicles worldwide, with a total of about 1.8 million vehicles shipped in 2023, which shows good market penetration in the expanding EV market.
Product Development
The firm always launches new models of vehicles and technological advancements to make its product strong. As an illustration, Tesla has released models such as the Model 3, the Model Y, and the soon-to-be-launched Cybertruck, which are aimed at different customer groups. Tesla also develops its products in the form of software updates and technological additions that enable its vehicles to get new features on time. This enhances customer satisfaction and increases the life cycle of Tesla products.
Market Development
Tesla has formed a new geographic market expansion to widen its presence globally. The firm has been able to penetrate the large market in North America, Europe, and Asia. Globalisation enables Tesla to attract new markets and take advantage of the situation of increasing EV demand in the whole world. With such synergies, Tesla remains a strong contender in the world EV market as a pioneer.
[bookmark: _Toc224409313]2.2.2 Ford's Growth Strategy
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Figure 8: Ansoff Matrix of Ford
(Source: Created by Author)

Product Development
Product development is another growth strategy that Ford has focused on, and one of the ways of achieving this is through the introduction of electric versions of the most popular vehicles. The Mustang Mach-E and F-150 Lightning show how the company is changing its current product lines to address the changing consumer demand towards electric vehicles. This is a strategy through which Ford would be able to leverage its strong brand image and present new advanced technologies. Ford can eliminate any uncertainty in the market by electrifying the popular models and creating consumer confidence in the electric vehicles offered.
Market Penetration
Another area that Ford aims to achieve is to sell more EVs to its current customers. The company leverages its large dealership system and solid brand presence to market its electric cars to its conventional Ford clients. To capitalise on future growth, Ford spends a lot of money on EV manufacturing capacity and battery production alliances. These investments aid in expanding the production base and competing with the top EV manufacturers.
Market Development
Ford is slowly gaining its EV network in foreign markets, especially in Europe and North America, where environmental policies are promoting the use of EVs. Ford enhances its competitiveness through the global process of sustainability by strategising its products to match the sustainability trends in the fast-changing automotive market.
[bookmark: _Toc224409314]2.3 Comparative Assessment of Strategic Responses
An analysis of the two organisations shows that there are evident differences in the strategic response of the organisations to the macro-environmental forces. Tesla, as a groundbreaking organisation depends on innovation, product differentiation, and technological leadership as the main sources of its competitive advantage. It plans to create sophisticated products, increase its world-scale production, and empower its ecosystem of charging systems and software solutions. Instead, Ford uses a follower strategy, which focuses on adapting, mass production, and low-cost (Jana and Tiwari, 2021). Instead of developing brand new product categories, Ford develops on the already existing brands of vehicles and develops electric versions that are attractive to the current customers.


[bookmark: _Toc224409315]Conclusion
In this report, the impact of macro-environmental forces on strategic marketing decisions in the electric vehicle industry was analysed. The external forces that were found to influence the competitive dynamics were technological innovation and political-environmental regulations. The discussion indicated that Tesla, being an innovative organisation enjoys high levels of technology leadership, product differentiation, and high positioning, which enhances its competitiveness. On the contrary, as a follower firm, Ford Motor Company is reacting by investing heavily, coming up with new products, and offering competitive prices to deal with the transformation in the industry. Overall, both organisations need to be constantly innovative and to keep changing their approach to keep growing and staying within the competitive global market of electric vehicles that is rapidly developing.
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