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[bookmark: _Toc214130704]1. Introduction 
This report will examine how strategic marketing management has assisted organisations in surviving within a constantly dynamic business environment that is highly complex. It is an activity that takes place in a dynamic manner where the means through which the external macro-environmental forces influence the marketing decision-making process is examined alongside the manner in which the pioneering and the follower organisations respond strategically to the emerging challenges and opportunities. These external forces are to be comprehended as they dictate the activities of consumers, competition, expectations of regulations and technological abilities whereas all these directly define the abilities of an organisation to reach sustainable growth.
The systematic analysis of the macro marketing environment is a highly significant aspect of strategic marketing management since it assists organisations in foreseeing the future, identify the threats and optimize their strategies to the realities of the surrounding environment. PESTEL frameworks are therefore necessary as they offer a checklist approach to the study of the forces of politics, economics, social, technological, environmental, and laws as it controls the forces in the marketplace.
This report is of a length that is divided into two tasks. Task 1 represents a critical environment analysis of macro marketing that involves the identification and assessment of the most important external actors. Task 2 discusses the issues of strategic response development in pioneering and follower organisations using already existing strategic models. Together, these arguments demonstrate how crucial environmental scanning is, as well as the advantages of developing an adaptive strategy in the achievement of the long-term competitive advantage.
[bookmark: _Toc211437170][bookmark: _Toc214130705]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc211437171][bookmark: _Toc214130706]2.1 Overview of the Macro Marketing Environment
The macro marketing environment may be defined as forces of outside an organisation that influence the strategic decision of an organisation yet cannot be controlled by the said organisation. They are factors that are affecting the condition of the market, consumer behaviour and long run organisational performance (Ali et al., 2023). The marketers check the macro environment as it helps them to capture the opportunities, manage the risks and align the strategies with the trends in the external environment. The most prolific analytical model population leverages when considering these factors is PESTEL which is a force that explores Political, Economic, Social, Technological, Environmental, and Legal forces.
[image: The Marketing Environment - The Marketing Map]
Figure 1: Marketing Environment
(Source: Dumouchel, 2025)
Legal and political factors are concerned with government regulations, trade policy and compliance which are the determinants of the freedom of the operation and freedom of risks. Demand and pricing strategies are influenced by the economic factors including rate of inflation, interest rates and obtained purchasing power of the consumers. The consumer value, the lifestyle preference and the demographic variations are among the trends, where social and cultural conditions come in effect to desired market division and product positioning. Technological forces generate an innovation, digital transformation, and competitive advantage that transform how organisations generate value (Chemsripong, 2024). The supply chain practices and brand reputation are increasingly affected by the environmental factors, including the climate in the context of sustainability and climate expectations.
One should therefore understand the macro environment so as to be able to generate powerful marketing strategy. PESTEL analysis helps organisations to review externals forces in a methodical way, transition predictive and align their marketing choices to the competitive dynamic markets.
[bookmark: _Toc211437172][bookmark: _Toc214130707]2.2 Selection of Two External Macro Marketing Actors
i. Technological Actor: Artificial Intelligence & Marketing Technology
One of the important external players is the emergence of new technologies of advanced marketing, in this case, artificial intelligence (AI), machine learning, and data-driven marketing tools. According to Adobe (2025), 65 percent of top leaders are interested in the utilization of AI and predictive analytics as the primary developmental drivers. Similarly, a note by a commentator about the market contains an observation that hyper-personalisation, real-time data, voice search and integrated tech stacks are some of the marketing techs that have an impact on the 2025 marketing strategies. This agent influences how companies’ segment, target and interact with the people in consumer goods/retail industry: when a real-time personalisation engine or an algorithmically-based recommendation engine as a democratic convert with higher efficiency. The actor is relevant because actual application of these technologies by companies implies competitive edge (reduced cycle time, less resourceful media investment), and the laggards would have to play the chessboard in the digital economy. It also implies the transformations in the organisations (skills, data regulation, investment in technology) that are included into the marketing strategy.
[image: AI-powered marketing: What, where, and how? - ScienceDirect]
Figure 2: AI Driven Marketing Capabilities
(Source: Kumar et al., 2024)
ii. Environmental Actor: Sustainability & Environmental Regulation
Another external actor is the growing concern with environmental sustainability and the corresponding pressure on the regulations. The different estimates indicate that the environmental technology market in India alone would approximate USD 23 billion by the year 2023 taking note of the increase in environmental regulation within the corporate sustainability programs and the awareness level (Ken Research, 2024). The impact of this actor on the practices applied to marketing is as follows: consumers are increasingly more demanding of green brands (green marketing) and businesses must take notice of their guidelines (waste disposal, emissions, eco-labelling). In consumer goods/retail case, this is doubled, it affects marketing plan in the following way: (a) product positioning (green, sustainable packaging) and (b) the supply chain/brand image threat (non-conformity will make the brand suffer). The actor is modern and powerful because now its influence is not on the margins of the consumer decision-making and regulator frameworks but is at its heart and, therefore, is the tactical aspect that should be taken into consideration in the marketing planning.
[image: Sustainable Environmental Technologies: Recent Development, Opportunities,  and Key Challenges]
Figure 3: Sustainable Environmental Technology
(Source: Sahoo et al., 2024)
[bookmark: _Toc211437173][bookmark: _Toc214130708][bookmark: _Toc211437174]2.3 Critical Analysis of Each Actor
i. Technological actor - AI & marketing tech
The proclamation of AI-influenced marketing (predictive analytics, generative content, personalization engines) causes both beneficial and detrimental effects on the first mover and late entrants in disproportionately positive and negative ratios. Startups (e.g. WPP working with Google; IBM testing Adobe Firefly) who have embraced AI at scale are able to lower the cost of creative production, speed up campaign optimization, and deliver highly-personalised experiences that enhance engagement and conversion- the deal WPP had with Google and the pilot project IBM tried record significant improvements and strategic access to the state-of-the-art tools. However, early adoption has its own high initial cost, data handling and legal threats (IP, deepfake concerns) and insufficient competence. The followers receive less time: they will be able to read the playbooks of progenitors and commoditised artificial intelligence tools (Adobe reports that lots of companies are shifting over to AI platforms), yet they will have to confront receiving fewer benefits of proprietary data and loss of brand-level trust in case their implementation is not a seamless one (Saura, 2021). Tactically, pioneers must invest in data architecture, measurement and ethical guardrails to avoid falling prey to outflanking, whereas raised in partnerships and customer trust signs, but not data architecture, is more valuable to the followers.
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Figure 4: Implementation of AI in Marketing
(Source: Appinventiv, 2025)
ii. Environmental actor - Sustainability & regulation
The supply is mandated and market opportunities exist as a result of the growing regulation pressure and the trend of consumers growing more likely to favour a sustainable product. Major giants, which are actively engaged in sustainability (e.g., the promises and report of Unilever) transform compliance into the brand differentiation and can get the premium which the consumers are willing to pay (the average willingness to pay reached by PwC was 9.7% higher on average). First movers that redesign supply chains, invest in both circulating packaging and transparent reporting can curtail the long-term regulatory risk and conscious consumer lock-in, as well as address supply chain complexity and short-term cost recovery (Wood et al., 2021). The people who find themselves late and face reputational and administrative penalties due to new regulations being formulated (EU/industry on green claims and waste) the later the better and more costly it will be proved. To counter with the pioneers, and the confirmed claims and lifecycle marketing as a strategic approach should base the product innovation on sustainability which should be a priority of the followers, and partnership with certified suppliers and open dialogue as well; incremental compliance would become a priority of the followers, too, to regain trust.
[bookmark: _Toc214130709]3. Task 2: Strategic Responses of Pioneering and Follower Organisations
[bookmark: _Toc211437175][bookmark: _Toc214130710]3.1 Pioneering Organisations’ Strategic Responses
Innovative organisations are leaders who respond to the trends of external opportunities and threats frequently by engaging in active innovation-oriented strategies which maximize competitive extremities as well as market expectations. Such models as the Growth Matrix that is offered by Ansoff and the Generic Strategies that are offered by Porter can be used to analytically reflect on their practices.
Ansoff The pioneers are the common target of product development and diversification which are usually in response to either a technological or an environmental threat. Speaking of only one example, these corporations as Tesla and Apple can afford to spend vast amounts of money on research and development to launch disruptive products first before their competitors, the electric vehicles with more AI features or embedded digital platforms (Shahmohammadi, 2021). Such approach of the strategies allows first-movers to reassess and even redefine the expectations of consumers, set a premium price, and earn an early market share. The second approach used by innovators is to market development in which the player enters new high development regions or divisions that are responsive to technological advancement or sustainability. It will cause companies to usurp new demand before there could be momentum in the followers.
Under the past the pioneers are assumed to initiate differentiation with distinct value creation generally by design, technology, sustainability recommendation or customer encounter as Porter states using the Generic Strategies (Sharma, 2021). Unilever has sustainable brands, such as recyclable material with lifecycle disclosure as an example, which were the reaction of the pioneers to the environmental forces by incorporating sustainability in core positioning. And, moving on the same point, retail digital innovators, such as Amazon, differentiate based on the innovations of logistics, predictive analytics, and personalised services. It is an expensive long-term investment in its differentiation strategy, but at the same time, the pioneers will have an opportunity to justify a larger margin, a greater brand trust and a difference in the competitive gap.
Some pioneers use technological efficiencies by cost leadership also. Dyson is an illustrative case of artificial intelligence, and, in this case, the company is less expensive to operate and sell its products by applying artificial intelligence methods like automation and deep-learning decision processes and lean production (Zaid and Garai, 2024). The two benefits of this reduction of prices and greater value generation allow leaders to generate a greater market power even in the example of leaders, who intend to imitate the pioneers.
The first mover companies, in terms of strategy also uphold the rigid capability building that promises them a re-organization of resources to rapid changes in macro-environment. This includes committing in talent, rapid structures, scientific AI managing and enduring supply-chain reformation (Bayighomog Likoum et al., 2020). They also lead in terms of innovation whereby they determine how the industry can be regulated where the standards must be adhered to.
In general, all innovative organisations respond to the macro-environmental conditions by taking risks, developing technological and environmental changes, and implementing the strategic models as the blueprint of innovation-based development (Omol et al., 2024). The capacity to capture the first-mover advantage and influence the market trend and establish a competitive long-term stability is their aggressiveness and it is scarcely emulated by the followers.
[bookmark: _Toc211437176][bookmark: _Toc214130711][bookmark: _Toc211437177]3.2 Follower Organisations’ Strategic Responses
The follower organisations are more responsive to the external opportunity, as well as threats more than pioneers and tend to form risk-averse, cost-efficient and adaptive strategies. Their strategic responses are accessible to critical analysis by the use of the Ansoff Growth Matrix and Porters Generic Strategies, by indicating to the followers the ability to follow through the market emanated by the innovative firms.
In Ansoff Growth Matrix, market penetration and product development has the most prevalent use among the followers in comparison to radical diversification. This makes the supporters tend to hold on to observe the innovations that are embraced by pioneers in the market before committing their resources. E.g. in the retail and FMCG sector, Aldi and Lidl brands can be discussed as a good example of implementing successful product innovations provided by the pioneers yet at a lower price (de Waal-Andrews and van Vugt, 2020). The impact of this fast-follower strategy is a less risky one, but it could also compete in terms of the growth segments. The followers are also involved in the incremental development of the products i.e. only after they are widely desired by the regulators or customers, the followers will become part of the development. This is a response that is adaptive and able to help them be in control, as well as pertinent without necessarily incurring high expenses of research and innovation.
With the assistance of the Porters Generic Strategies, the followers are inclined to apply the cost leadership or differentiation focus. Cost leadership helps them to deal with innovative brands that make high investments under technology or sustainability. So as an illustration, the successful pioneer programs feature low-cost retailers and cheap Airline reducing the effort of maintaining the price low (Bastardoz and Adriaensen, 2023). It is also conducted through concentrated approaches by the followers where niches which have been left uncovered by the pioneers are targeted. These brands as Xiaomi or Realme, in their turn, have already established themselves in the technology markets as high-value alternative brands that offer many of the pioneer features at low prices. This assists them to take advantage of the demand by others who pioneer and win price-sensitive customers.
Another tool that is depended on by followers is benchmarking and imitation at which the leaders follow the success and failures of their predecessors in the hope of refining their strategies (Matshoba-Ramuedzisi et al., 2022). They will have reduced speculation rate, greater awareness of consumer expectation and established regulatory pathways. However, they are less differentiated and slow to enter the market, which might make it hard to remain competitive with time.
On the whole, the follower organisations respond in a strategic fashion as being an efficient, selective and adaptive learner. With innovators taking over the market, imitators take advantage of the cost of advantage, justification of risks and targeting of part of the markets that concentrate on low-costs and therefore could survive in the new macro-environmental dynamics that are rapid.
[bookmark: _Toc214130712]4. Conclusion
The discussion of the macro marketing environment illustrates that forces in the external environment like technology development and sustainability pressure impact organisational strategy to a great deal. Task 1 with the PESTEL framework has been used to identify the characteristics of these forces to create the market opportunities and threats, the consumer expectations and obligations to regulations and market competition. The analysis of the technological and environmental players revealed that they transform the value generation, operational patterns and brand positioning throughout the industry.
Task 2 also uncovered the fact that pioneering and follower organisations react to these pressures to a greater degree. Pioneers have leading market strategies that are innovation-based, including differentiation, product development, and diversification, with the help of dynamic capabilities, giving such innovative entrepreneurs the ability to spearhead market transformations. By comparison, follower organisations are dependent on cost-effective, adaptive strategies whereby benchmarking and selective innovation is applied to minimise risk, and at the same time be competitive. Both of them, however, rely on the definite strategic direction based on such models as Growth Matrix developed by Ansoff and Generic Strategies developed by Porter.
On the whole, the results demonstrate the strategic value of the ongoing process of environmental scanning and responsive marketing. The closer organisations follow changes in the external environment and update their strategy; they are in a better position to develop the resilience and maintain the competitive edge as well as addressing emerging market needs.
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