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[bookmark: _Toc225458386]1. Introduction
The marketing environment refers to the external influences on the marketing decisions, strategies, and the general performance of an organisation by including the economic, technological, social, political, legal, and environmental forces (Kotler and Keller, 2015). The rational analysis of these forces plays a pivotal role in the strategic marketing management process, as it enables companies to predict market developments, modify their products, and keep pace with the competition in the rapidly evolving sectors (Gulyamov, 2025).
The smart phone market in UK is a very competitive and mature industry that is typified by high levels of technological innovation, changing trends of consumers as well as strong brand rivalry. In this sense, Apple Inc. is recognised as the first mover organisation, which is symbolised by its brand of iPhones, and Samsung acts as the follower, which is symbolised by its brand of Galaxy. Among the companies, Apple has a 49.42 percent market share, and Samsung has a 32.74 percent market share as at February 2026 due to their varied strategic positions in the market (Statcounter, 2026).
The macro marketing environment is critical because it allows both companies to recognize the opportunities and threats, harmonize the product development, pricing and promotion strategies, and guarantee long-term growth. It is also a framework that one can use to determine the impact of technological changes, economic and consumer behaviour on competitive positioning.
This report is a critical evaluation of the macro marketing environment of Apple (pioneer) and Samsung (follower) in the UK smartphone market and assesses their strategic response to the external challenges and opportunities.



[bookmark: _Toc225458387]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc225458388]2.1 Macro Marketing Environment
Macro marketing environment refers to the overall external forces that affect the strategic decision making of an organisation but are not under the control of the managers. One of the most popular methods of funding a systematic analysis of these forces is the PESTLE framework that considers Political, Economic, Social, Technological, Legal, and Environmental factors that influence an industry (Johnson et al., 2020). The framework also allows companies to spot opportunities and threats in the external environment and allows them to plan their strategies proactively instead of reactively, which is very important in dynamic markets, like the UK smartphone market (IBISWorld, 2024).
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Figure 1: PESTLE Analysis (Source: IBISWorld, 2024)
In the case of this report, the Technological and Economic factors have been chosen as the most strategically important to Apple and Samsung in the UK smartphone market. Later technological reasons play a vital role since the sector is technologically evolving; the further developments of AI, camera setup, processing power, foldable displays, and integration with the ecosystem define the differentiation of the product and customer value (Johnson et al., 2020). Economic variables also have significant importance since power of consumption, inflation, and market saturation have a direct impact on the high-end smartphone demand, pricing policies, and replacement behaviour.
[bookmark: _Toc225458389]2.2 Analysis of Macro Factor 1: Technological Forces
[bookmark: _Toc225458390]2.2.1 Impact on the Pioneer Organisation (Apple Inc.)
The strong share of Apple in the UK smartphone market with 49.42 market share (Statcounter, 2026) is a great opportunity to its iPhone 15 series especially describing the iPhone 15 Pro and 15 Pro Max. This leadership enables Apple to keep premium pricing, build brand prestige, and interoperability of its ecosystem by using iOS exclusive features, Air Pods, Apple Watch, and iCloud services. The high market penetration also facilitates customer loyalty and habitual upgrade which is important in a saturated market where the number of first-time buyers is limited (Ofcom, 2025).
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Figure 2: Mobile Vendor Market Share in United Kingdom (Source: Statcounter, 2026)
Nevertheless, there is also the threat of the technological environment. Rivalry, especially Samsung with 32.74% market share, is focusing on the high-end market segment with feature-rich products, such as the Galaxy S23 Ultra and Galaxy Z Fold5 (Sandambi, 2025). Moreover, Samsung offers comparatively low-price products without compromising the quality. Any deficiency in Apple innovation, including camera improvements, battery efficiency, or AI-based capabilities, will dilute value among tech-sensitive customers who can switch to Android (KPMG, 2025). Thus, Apple needs to be able to maintain a competitive edge and membership in the high-end segment through unceasing product innovation and ecosystem improvements.
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The 32.74% market share of Samsung is an opportunity as well as a competitive challenge. Galaxy S23, S23 Ultra, and Galaxy Z Fold5 are targeted at the consumers who want technologically advanced features, as opposed to iPhones (Appiah and Watson, 2024). The variety of form factors and pricing flexibility of Samsung facilitates entry into the middle-range and high-end pricing, playing on the fact that Apple has restrictive high pricing in certain segments.
However, Apple has an ecosystem lock-in that is a threat to Samsung in the form of restricting the switching of high-value consumers (Clemm et al., 2020). In order to improve its competitive positioning, Samsung needs to persist with swift product updates, foldability and artificial intelligence-based software enhancements to distinguish its Galaxy lineups as compared to other companies. Although Samsung has the opportunity to gain more control in this market, it needs to rise above the tight-knit ecosystem and brand loyalty that Apple has established so as to transform the technological opportunity into lasting competitive advantage.
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[bookmark: _Toc225458393]2.3.1 Impact on the Pioneer Organisation (Apple Inc.)
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Figure 3: UK Inflation (Source: BBC, 2026)
The UK inflation rate dropped to 3% in January 2026, slightly higher than the Bank of England target of 2% (BBC, 2026). This is an opportunity to Apple where average inflation will favour consumer buying power in high-end market segments, and rich users will still be able to buy the iPhone 15 Pro and 15 Pro Max. Brand loyalty and value of perceived ecosystem (iOS features, AirPods, Apple Watch, and iCloud integration, etc.) also contribute to the demand, allowing Apple to continue charging higher prices and increase revenue even in the face of inflation (Ofcom, 2025).
Nevertheless, chronic inflation is a menace as well. The component costs of high-end devices such as A17 Bionic chips, OLED displays and lithium-ion batteries might go up which means that the margins can be squeezed in case the prices are kept down to ensure consumers are not disappointed (Sandambi, 2025). Apple should then have a balance between cost management and innovation whereby the iPhone 15 series would still provide technological superiority and ecosystem integration which is its competitive strength in the high value segment.
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In the case of Samsung, moderate inflation is an opportunity and a challenge. Galaxy S23, S23 Ultra and Galaxy Z Fold5 are aimed at higher-end and high-end segments, which are more cost-conscious in contrast to the customers of Apple. The inflation rate of 3% will justify discretionary expenditure, and Samsung can apply a trade-in programme and an offer package to lure people who will change their iOS devices (Hardy, 2021).
The threat is however the increased cost of production and logistics especially of high-priced foldable gadgets such as Galaxy Z Fold5 which might restrict competitiveness in terms of price. This risk is addressed by Samsung through its strategies of flexible pricing, diversification of products and promotional strategies. However, the established platform of Apple remains a limitation to Samsung in the market, which requires further innovation and value-added differentiation to transform economic opportunities into the continuous competitive advantage (KPMG, 2025).
This analysis reveals that the UK smartphone market is highly dependent on the technological and economical factors in Apple and Samsung companies. Ecosystem extension, innovation of iPhone 15, and premium positioning are the assets that help Apple in the competition, but flexible technology used by Samsung/the foldable devices and AI capabilities create competitive challenges. Samsung works on the principles of product differentiation and price flexibility and suffers because of Apple ecosystem and brand loyalty. Sustained moderate inflation is a boost to both companies but an escalating cost of production might pose a strain on margins. On the whole, the ability to convert opportunities into the sustained competitive advantage requires the two companies to engage in continuous innovation, cost management, and ecosystem development.
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[bookmark: _Toc225458396]3.1 Pioneering Organisation’s Strategic Responses (Apple Inc.)
The strategic success of Apple in its use of innovation, brand equity and premium prices is testable by the fact that the company is the dominant smartphone brand in the UK, with a market share of 49.42 percent in February 2026 (Statcounter, 2026) and 20.1 percent of the worldwide shipments in 2023 (Reuters, 2024). To counter macro-environmental threats of inflationary pressures, gains by competitors, and shifting consumer preferences, the best approach to analyse Apple strategy is the Growth Matrix developed by Ansoff, including market penetration, product development, market development, and diversification (Johnson et al., 2011).
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Figure 4: Market Share Source: (Reuters, 2024)  
Market Penetration: Apple is still strengthening its market leadership through repeat buying and upgrading among the current iPhone users. Other efforts such as trade-in programs of older iPhone models encourage the buyers to upgrade to the iPhone 15 Pro and 15 Pro Max to keep revenues and clientele loyal even with a moderate level of UK inflation (BBC, 2026). The integrated ecosystem products, including a bundle of Apple Watch and AirPods, should be offered with promotional deals that will help increase the perceived value and strengthen the brand lock-in effect, making it more difficult to switch to Android competitors.
Product Development: Apple pays a lot of money in constant innovation to make its products stand out. The iPhone 15 family is offered with new AI-based camera technologies, better AR features, and battery efficiency, which directly addresses the technology trends and competitor technologies of Samsung Galaxy S23 and Z Fold5. This emphasis on the high level of technological differentiation enhances the competitive advantage of Apple so that the high-end consumers can see the value of Apple ecosystem in its tangible form that cannot be recreated by its competitors (Hernández-Orallo et al., 2023).
Market Development: Geographical expansion and focusing on the emerging high-income consumer segments across the UK regions where smartphone penetration is still rising would enable Apple to gain penetration without weakening brand value (BBC, 2026). Indicatively, urban center campaigns focusing on young professionals and technologically-minded consumers focus on integration with productivity applications, iCloud services and ecosystem advantages to tap into new consumer groups.
Diversification: Although Apple is first of all a smartphone company, it also diversifies its ecosystem with Apple TV+, Apple Fitness+, and iCloud storage. These services provide a recurring revenue and lessens reliance on hardware sales, which helps to mitigate risks posed by demand changes due to inflation (KPMG, 2025). Combining these services with iPhone 15s, Apple enhances the cross-product interaction and brand loyalty.
To conclude, Apple is strategic in responding to the external opportunities and threats by concurrently seeking market penetration, product development, market development, and diversification. Their innovation-based, ecosystem-oriented strategy will ensure that the iPhone 15 line will continue to grow its revenues, retain brand loyalty, and establish a strong competitive position in the UK high-end smartphone industry.
[bookmark: _Toc225458397]3.2 Follower Organisation’s Strategic Responses (Samsung)
 With 32.74% of the market share in the UK (Statcounter, 2026) and 19.4% of shipments in 2023 (Reuters, 2024), Samsung is a follower to Apple in the high-end smartphone industry. Samsung is able to maintain its competitiveness by changing its strategic direction by integrating both market penetration, product development, market development, and diversification, as described in the Growth Matrix of Ansoff (Johnson et al., 2011).
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Figure 5: Strategic group mapping for major smartphone selling companies (Source: Ivypanda, 2024)
Market Penetration: Samsung is reinforcing its market presence in the UK by promoting upgrades among its current customers by offering trade-in schemes, financing options, and promotional packages on Samsung Galaxy S23 and S23 Ultra. The aggressive marketing campaigns mentioning the performance of the cameras, foldable technology (Galaxy Z Fold5), and battery life should help attract users who want to switch and use older Android devices and iPhones, and the value-driven propositions will act as the key factors because Apple sets its prices higher than its competitors (Muhammad et al., 2025).
Product Development: Samsung is still focused on its innovation, and the Galaxy S23 series continues to be improved, such as better display technology, more sophisticated AI cameras, and links to Samsung SmartThings ecosystem. Certain other foldable form factors are also the focus of Samsung, contrasting with the iPhone 15 series and attracting the attention of tech enthusiasts who may want unique functionality. The resulting difference created by this technology enables Samsung to reduce the ecosystem advantage of Apple to some extent and strengthens its brand as innovative and versatile (Hardy, 2021).
Market Development: Samsung has been expanding to include wider consumer markets through regional pricing, increased retail availability in the large demand urban markets and the creation of local campaigns to younger customers. This will also encompass the promotion of mid-range Galaxy in the markets where Apple might restrict access through its pricing. Coupled with aspirational segments that are price-sensitive, Samsung can diversify its revenue streams and increase its market reach in the UK.
Diversification: Samsung is able to offer smartphones, but it also provides related products like Galaxy Buds, Galaxy Watch, and Smart TVs, which form a mini-ecosystem. This does not only enhance brand loyalty, but also promotes cross-product adoption as is the case with Apple, in its ecosystem strategy. Also, Samsung focuses on software and services such as Samsung Pay and Samsung Health, where recurring revenues are generated and hardware sales are not the primary focus (KPMG, 2025).
To sum up, the follower strategy by Samsung is based on product differentiation through innovation, market growth and development of the ecosystem. Although it is experiencing the pressure of competing with an established ecosystem of Apple, it can maintain competitiveness due to its flexibility in pricing, foldable technology, and focused marketing, attract switching customers and gradually increase its market share in the UK high-end and mid-end markets.


[bookmark: _Toc225458398]4. Conclusion
This report underlines that Apple and Samsung are within a very competitive and highly innovative UK smartphone market, with Apple iPhone 15 series commanding a significant market share of 49.42% and Samsung Galaxy S23 series taking a 32.74%. The analysis reveals that Apple has good brand highlights, as well as ecosystem integration and premium positioning whereas Samsung has strengths on product differentiation, foldable technology, and adaptable prices. Both companies have a problem: Apple needs to constantly innovate to ensure that the high-end consumers will not switch their loyalty to the rival companies, and Samsung should adapt to the dominance of the firmly established Apple ecosystem to increase its premium clientele (Reuters, 2024). As a way forward, it is advisable that Apple should develop the same level of continuous technological innovation and ecosystem augmentation whereas Samsung can develop its ecosystems and apply specific marketing campaigns to augment switching and loyalty. By adopting them, the two companies will be in a position to consolidate their competitive advantages and enjoy future growth in the UK market.
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