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[bookmark: _iyvipurimfbo]1. Introduction
This report analyses the role of the macro marketing environment in strategic marketing management. It focuses on the influences exerted by external factors on business decisions and competitive advantage. The report uses the comparison of British Airways (BA) being a pioneer and easyJet being a follower in the UK airline industry.
Competition in the UK airline industry is very high, and it is becoming increasingly competitive. UK airports had a record of 295 million passengers in 2024, which is a strong recovery since the COVID-19 pandemic (Morningstar, 2026). Airlines are competing based on price, quality of service, and online experience. Also, the number of passengers served by UK-based airlines in 2024 is reported to have been 139.6 million people, which speaks of increased demand (Statista, 2025).
[image: ]
Figure 1: Airline industry
Source:  (Statista, 2025)
It is significant to analyse the macro environment in that external forces like technology and economic changes. This is because they have a direct effect on the costs, demand and customer behaviour. Airlines compete on price, service quality, and digital experience.
In this report, two macro factors are first analysed with the help of PESTLE. It then analyses the measures of the reaction of both firms in strategies based on marketing frameworks such as Ansoff and Porter. It also highlights how these strategies help each company maintain competitiveness and achieve long-term growth in a dynamic market.
[bookmark: _tvy18q9kdsp5]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _tyqv26ribase]2.1 Macro Marketing Environment
[bookmark: _fbawnnt8wmr]2.1.1 PESTLE Framework
PESTLE is a tool of strategy that helps the evaluation of the external forces that affect the business performance and decision-making (Qadri and Tariq, 2025). It specifically includes Political, Economic, Social, Technological, Legal, and Environmental factors. These are what a firm cannot directly control but has a strong influence on the operations, cost and demand in the market. Through the help of PESTLE analysis, organisations will be in a better position to understand the external risks and opportunities. Thus, with the aid of this understanding, organisations are able to formulate competitive strategies and survive in emerging situations.
[bookmark: _ulea5n7v2va6]2.1.2 Selected Macro Factors
The two selected factors are:
· Technological
· Economic
These are chosen because they directly affect airline operations, pricing, and customer experience. Technological advancements improve efficiency, booking systems, and service delivery across the industry. Economic conditions influence customer spending power, travel demand, and overall profitability for airlines.
[bookmark: _k8gdxs4vxc54]2.1.3 Strategic Importance
The significance of technology in improving online booking systems and enhancing efficiency among operations within the airline industry. Meanwhile, economic situations directly influence the demand for travel and general operating expenses. As a case in point, the airline industry has recovered well, with the world airline revenue totaling to $996 billion in 2024 (IATA, 2024a). This shows that airlines are extremely receptive to changes in the external environment and have to adjust promptly to the external environment in order to remain competitive and viable.
[bookmark: _hndglnq1pvun]2.2 Analysis of Macro Factor 1: Technological
[bookmark: _scvjrsaou8cr]2.2.1 Impact on Pioneer: British Airways
Identification of opportunity and/or threat
The opportunities and threats facing British Airways are due to technology. The company spends so much money on AI and digital tools to enhance customer experience and efficiency. Indicatively, approximately 71% of bookings that are carried in airlines worldwide are done on the internet (IATA, 2024b). This assists BA in increasing the quality of service and minimising manual operations. Nevertheless, technology is associated with dangers, as well. Failure of IT systems in the past created significant disruptions, thousands of lives were impacted, and brand trust was destroyed. 
Implications for competitive advantage
Well-developed digital systems help BA be in the premium positioning, but any failure devalues the customer confidence (British Airways Media Centre, 2025). This is why technology continues to be an important determinant of the competitive edge and sustainability of the market reputation of BA.
[bookmark: _9zqa4ejj0l54]2.2.2 Impact on Follower: easyJet
Opportunity and/or threat
easyJet benefits strongly from technological advancements. The airline takes digital sources and mobile applications to minimise the cost of operations and to increase efficiency in booking. Approximately 70% of easyJet bookings are done online (easyJet plc, 2023). This facilitates its low-cost business approach and makes it more convenient for customers. 
Comparative vulnerability or adaptability
Nevertheless, easyJet has its limitations due to the low levels of investment as compared to full-size airlines such as BA. This will slow innovation in high-technological advancements.  Geske et al. (2025) state that, as a result, it may struggle to adopt advanced systems such as AI-driven customer services quickly. This can reduce its ability to compete in areas requiring high technological differentiation.
Implications for market position
However, EasyJet is a very flexible and cost-effective airline. Its high level of automation also enables it to compete adequately in the low-price airline market segment and retain a high position in the market.
[bookmark: _cjn5l4jz6o6n]2.3 Analysis of Macro Factor 2: Economic
[bookmark: _8rtscx410li]2.3.1 Impact on Pioneer: British Airways
Identification of opportunity and/or threat
British Airways has both risks and opportunities presented by economic factors. Increasing inflation would raise the cost of fuel, labour and operations. In the UK, the rate of inflation is approximately 4.0% in 2024 (NIESR, 2024). This makes a strain on the margins provided by the airline. Meanwhile, BA is at an advantage in recovered business travel that brings more revenue in the form of premium services.
Implications for competitive advantage
Nevertheless, the airline depends on the high-income customers. When the economy is performing poorly, high-end travelling requires less demand (Topham et al., 2024). This also limits the flexibility and leaves BA more susceptible than its low-cost rivals, which will have an impact on its competitiveness within the market. Moreover, the exchange rates fluctuate, which might have an impact on the international revenue and pricing strategies (Challoumis, 2024). The increase in operational costs can also lead to a decline in profitability if it is not possible to raise ticket prices of the tickets.
[bookmark: _4jcuvg85oly0]2.3.2 Impact on Follower: easyJet
Opportunity and/or threat
Economic situations tend to present easy opportunities for EasyJet. At a time of financial uncertainty, customers prefer low-cost airlines, and easyJet would be the beneficiary of this demand base since it offers affordable pricing. The airline has had a demand in carrying more than 82 million passengers in 2024, despite economic pressure (easyJet Report). 
Comparative vulnerability or adaptability
Nevertheless, the inflation and escalating fuel costs continue to put pressure on the cost of operations. Nevertheless, this does not mean that EasyJet should not be able to compete due to its low-cost model. It is more flexible when the economic climate is low than BA, enabling it to remain dominant in the low-fare airline industry. 
Implications for market position
Moreover, its cost management plans are helpful in taking care of cost risks. The growth in demand for low-cost travel also helps in the continual increase in revenue even during turbulent economic periods (Sorvi, 2023). This strengthens easyJet’s position as a leading low-cost carrier in the market. 
[bookmark: _b9rciwyf1d1e]3. Task 2- Strategic Responses of Pioneering and Follower Organisations
[bookmark: _w0aebmxllybt]3.1 British Airways Strategic Responses
[bookmark: _sr9wqf7dcdje]3.1.1 Response to External Factors
British Airways is working on enhancing its digital systems and high-quality services in response to external changes. The airline embraces improved technology to improve customer experience and efficiency of operations. As an example, worldwide airline bookings 72% are done online, which indicates the significance of online platforms (Business Wire, 2024). BA has also been mindful of sustainability and strives to have a net-zero carbon emission by 2050 (British Airways, 2025). It also modernises the IT infrastructure in order to minimise failures of the system and enhance reliability. These will assist BA in preserving its premium brand image and appropriately react to technological and environmental stresses.
[bookmark: _qc9sptmocqb6]3.1.2 Ansoff’s Growth Matrix Application
To maintain growth, British Airways uses all four strategies of the Ansoff Growth Matrix. Farge and Plucinska (2024) reported a valuation of the airline market around the world to be more than $36.6 billion in 2024, which stimulated expansion plans.
Market Penetration:
BA enhances the existing services, aiming at raising customer loyalty (Timmis et al., 2025).  Facilities such as the Executive Club help make repeat bookings and build relationships with existing customers. It is also applying personalised marketing and data analytics in reaching out to frequent travellers.
Product Development:
The airline presents new services, including enhanced cabins of the business class and digital technology to enhance customer experience (Moghadasnian, 2024). These inventions assist BA in differentiating its quality offering among others. These are the strategies that BA is using to improve its value propositions within the existing markets.
Market Development:
BA serves diversification in the new geographic markets and routes to meet international passenger demand. Indicatively, a rising demand in Asia and the Middle East generates new opportunities. In 2024, the growth of international passenger traffic was 4.9% in the whole world and contributed to the growth (IATA, 2025).
Diversification:
BA is also looking into new services through its parent company, IAG, like holiday packages and partnerships. This leads to diversification and minimises dependency on core airline activities (Solarin et al., 2023). It also generates other sources of revenue other than the usual flight services, and this helps in sustaining its business in the long term. This means that by utilising these strategies, BA can expand to cover markets that it previously served and generate additional sources of revenue.
Evaluation:
The differentiation strategy of BA greatly focuses on innovation and the provision of premium services. Nonetheless, it comes with a lot of investment and the cost of running it. Inflation rates in the UK are soaring to approximately 2.5% from 4.0% (Swanston, 2025). This is the factor which very specifically puts pressure on the financial situation. This renders the strategy dangerous when the economy is in a bad state because there will be demand for high-end travelling. Regardless of this fact, BA's emphasis on quality and innovation helps the company stay in a good competitive position in the world airline industry.
[bookmark: _2r5hbe6glnqi]3.2 easyJet Strategic Responses
[bookmark: _pge1p9ot103e]3.2.1 Response to External Factors
easyJet is geared towards cost leadership and operational efficiency in response to the external pressures. To make the services more convenient to the customers, the airline increases its route network and advances digital platforms. Indicatively, easyJet is highly dependent on technology as over  60% of bookings are done online (Kumar, 2023). It is also investing in fuel-efficient planes to minimise the environmental impact and operating expenses. These are the measures that enable easyJet to hold on to the economically unstable times (Kuebart, 2025). The airline is doing well in addressing the technological as well as economic shifts in the industry by concentrating on efficiency and affordability.
[bookmark: _nclnbx789wzw]3.2.2 Porter’s Generic Strategies Application
easyJet primarily follows Porter’s cost leadership strategy to maintain a competitive advantage. It also applies elements of differentiation and focus strategies to support growth. By 2024, the airline sector will transport more than 4.7 billion people worldwide(Agence France-Presse, 2023). Hence, as a result, making the competition and price sensitivity more sensitive.
Cost Leadership:
easyJet maintains low ticket prices through the use of secondary airports, service cost reduction and utilisation of aircraft maximisation. This will enable the firm to attract price-sensitive clients. It also aids in ensuring operational efficiency and good cost control (Moghadasnian and Ketabchi, 2024).
Differentiation:
Despite its small size, easyJet has value propositions such as convenience, online guidelines on booking, and consistent services. This forms some simplistic form of segregation (Moghadasnian and Ketabchi, 2024). It enhances customer experience and maintains competitive pricing at the same time. These are some of the strategies that can help easyJet maintain a strong position in the low-cost sector.
Cost Focus:
easyJet is aimed at low-end customers, particularly in regional flights to Europe. This targeted business will help to manage expenses and enhance productivity. It also enables the airline to niche in a given market segment.
Differentiation Focus:
The airline also offers customised services to its selected customers, like flexible fares and holiday packages. This assists in addressing the customer needs and keeping its low-cost strategy. To illustrate, easyJet has flown more than 82 million passengers in 2024  (easyJet, 2024). As a result, its demand in the target market is high. Through these strategies, EasyJet can strike a balance between cost and customer demands.
Evaluation:
The strategy of easyJet gives it a competitive edge, particularly when the economy is weak, and customers are taking up cheap travel when economic conditions are poor. Its financial growth is evidenced by a £1,917 million growth in revenue in 2024 (easyJet plc, 2023). The emphasis on cost-effectiveness, however, restrains differentiation of the services and high-quality services. This can make it less attractive to the high-income travellers. Irrespective of this weakness, the efficiency and pricing strategy have enabled easyJet to perform well in the market and remain sustainable in the competitive airline industry in the long run.
[bookmark: _6xjm15eakfrg]4. Conclusion 
To conclude, macro environmental factors are critical in influencing the airline's strategies and performance in general. The contribution of technology to this is that it presents opportunities, and these opportunities are benefits like better efficiency, as well as threats like system failures. The economic situations also affect demand, price, and cost of operations within the industry. British Airways emphasises differentiation based on premium, innovation, and service quality. Whereas on the other hand, easyJet chooses a cost leadership strategy to appeal to price-sensitive customers. The two strategies can be used to remain competitive in their target markets. Moreover, it is critical to conduct environmental scanning continuously to determine external threats and opportunities. Companies are supposed to be dynamic and adaptable to the dynamic environment. Strategic directions like Ansoff Growth Matrix and Porter's Generic Strategies have been used in making better decisions and achieving success in the long-run in an industry that is dynamic and competitive in the airline industry. Strong alignment between strategy and environment ensures sustainable competitive advantage.
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