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Introduction 
The electric vehicle (EV) business is one of the most vibrant and disruptive markets in the world, which has been driven by the pace of technological advancement, the issue of environmental friendliness, and the changing preferences of the consumers. It is thus important to analyse the marketing environment in order to know how external macro factors affect strategic decisions made by firms and their competitiveness. The macro marketing environment, which is usually studied using the PESTEL model, includes political, economic, social, technological, environmental, and legal environments that influence the market conditions and business performance (Peterdy, 2025). 
[image: Diagram of PESTEL Analysis Framework]
Figure 1: Factors of PESTEL Analysis
(Source: Peterdy, 2025)
This report critically looks at the technological and environmental forces that influence the EV industry in two opposing organisational categories of pioneers and followers. Tesla is a leader, innovating and enterprising, whereas Hyundai is a follower, which takes the adaptive strategy and strengthens its role. Alterations in these macro factors pose both opportunities as well as threats that firms must gain unique marketing responses to be able to remain competitive.
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[bookmark: _Toc211526093]1.1 Introduction to the Macro Marketing Environment 
Macro marketing environment includes external forces, which affect the marketing strategy and long-term sustainability of an organisation but are beyond its direct control (CFI, 2025). In the case of the Electric Vehicle (EV) industry, two of the most significant dimensions that determine the competition and consumer reaction are technological innovation and environmental sustainability. 
[bookmark: _Toc211526094]1.2 Technological Factors 
[bookmark: _Toc211526095]1.2.1 Opportunities 
The development of the EV industry is concentrated around technological innovation. The development of batteries, software, artificial intelligence (AI), and autonomous driving is changing the manner in which companies generate value and product differentiation (Garikapati and Shetiya, 2024). In the case of Tesla, since the company is a pioneer, constant leadership in the technological front is its core competitiveness. Investment in proprietary battery technology has enabled the firm to increase the range of the vehicles, energy efficiency, and cost efficiency, including the 4680 lithium-ion cells (Lambert, 2020). Over-the-air (OTA) software updates are another method to enhance the loyalty of customers and make them gain a post-purchase value, which enables the company to sustain its image as an innovative company. Besides, the fact that Tesla implements AI in their Autopilot and Full Self-Driving functions makes Tesla a pioneer of smart mobility, enhancing its differentiation in an increasingly dynamic market (Tesla, 2025).
In the case of Hyundai, the follower, technological advances can be used as avenues of strategic change and cost-cutting. With the adoption of the mature technologies that were developed by other companies like Tesla, Hyundai will be able to save on the cost of research and development and increase the efficiency of production. The E-GMP platform enables it to design in a modular way and contribute to shared elements across platforms, enhancing scalability and speed-to-market (Hyundai Motor Company, 2021). Also, it does not have to bear the entire expenses of innovative research because partnerships with technology companies, including collaborations with IONITY to develop charging infrastructure and Aptiv to develop autonomous systems, allow Hyundai to be competitive (Hyundai Motor Company, 2019). In both scenarios, the evolution of technology spurs innovation, consumer participation and market growth. However, such opportunities have a set of risks.
[bookmark: _Toc211526096]1.2.2 Threats 
Technological change is also accompanied by a lot of uncertainty, disruption and pressure in terms of cost. In the case of Tesla, continuous innovation requires high investment into research and development and puts the company at risk of technological obsolescence. The high rate of technological diffusion enables competitors among the conventional automakers as well as new entrants to imitate the innovations at a faster rate. As an illustration, the Tesla technology has been threatened by rivals like BYD, which has reduced the technology gap in battery efficiency and autonomous range (Zandt, 2025). Additionally, the reputational and legal risks associated with autonomous driving systems are linked to the regulatory and ethical challenges in the area in case technological malfunctions happen. 
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Figure 2: Rivals of Tesla in the Global BEV Market
(Source: Zandt, 2025)
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[bookmark: _Toc211526098]1.3.1 Opportunities 
Environmental issues are one of the most powerful external forces influencing the global automotive industry. The rising consciousness of climate change, government actions aimed at carbon neutrality, and international agreements like the Paris Climate Agreement have together sped up the movement from fossil-fuelled cars to electric ones (Welcome to the United Nations, 2025). For Tesla, such a transformation is a great chance to develop its already solid position of being the most innovative in sustainability. The slogan, "to accelerate the world’s shift to renewable energy," indicates the company's close alignment with the global sustainability agendas and thus grants Tesla a strong brand leverage (Zero Emission Transportation Association, 2025). 
The tightening of emission norms, coupled with the gradual barring of internal combustion engine (ICE) vehicles in a few markets like that of the EU's 2035 ban, only serves to increase Tesla's sales potential, as the consumers as well as the authorities are on the side of zero-emission alternatives (European Parliament, 2023). Furthermore, a rising trend in the use of renewable energy sources is a positive aspect for Tesla's ecosystem strategy, which includes solar power, energy storage, and electric vehicles, so the company is selling not only a car but also a green energy supplier. 
The environmental transformation also grants Hyundai a chance to enact a strategic move and redefine itself as a responsible and flexible brand. Notably, the automaker has set the target of becoming carbon neutral by 2045 and diversifying its offers of green vehicles comprising electric, hydrogen fuel cell, and hybrid models (Hyundai Motor Company, 2025). The consumers' growing preference for green products is a gateway for Hyundai to enter new markets via its IONIQ sub-brand that aims to provide cost-effective and user-friendly solutions in the EV sector. The carmaker's commitment to a circular economy through recycling of EV batteries and using eco-friendly materials will not only give them an edge in reputation but also meet the changing stakeholder expectations.
[bookmark: _Toc211526099]1.3.2 Threats 
Environmental awareness offers opportunities, but at the same time, it poses serious threats and challenges to automakers. Tesla is one of the companies that has to deal with the negative aspect of the global trend towards sustainability such as increased regulation and difficult sourcing of materials. Besides, the whole process of getting lithium, cobalt and nickel is not just a matter of extracting and processing but also considering ethical and environmental factors, which is why Tesla has been criticised for using them and also for having a high carbon footprint during the activity (Amnesty International, 2023). 
As a follower, Hyundai has to deal with tough environmental problems as well. The stricter global emission norms are affecting the company negatively since it has to manage the compliance and the economic aspect of it at the same time. The industry is moving away from the burning of fossil fuels and going completely electric, such a change will need a lot of money to be invested in the factories. Not being able to comply with the highest emission standards can lead to heavy fines, deteriorate the brand's position in some markets, and spoil the reputation. Besides, the uncertainty is still there because of the small hydrogen network and the customers' reluctance, however, Hyundai's embrace of hydrogen technology does provide a way out through diversification (Hyundai Motor Company, 2025).
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[bookmark: _Toc211526101]2.1 Strategic Responses to Technological Factors  
[bookmark: _Toc211526102]2.1.1 Tesla Response: Differentiating with Technology and Integrating an Ecosystem
Being a first mover, Tesla’s strategy revolves around innovation-based differentiation and technological integration. Through Porter's generic Strategies, Tesla proves to have a focused differentiation strategy, which focuses on technology-oriented consumers by providing high performance, design and digital experience. The company is able to maintain its leadership position due to its investment in proprietary battery technologies, software systems, and autonomous driving features. The 4680-battery innovation, advanced AI algorithms in “Full Self-Driving,” and continuous over-the-air updates enhance product value and customer satisfaction (Miao, 2025). In addition, the charging infrastructure, or the Supercharger network, gives Tesla its ecosystem structure, including hardware, software and convenience with regards to service. 
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Figure 3: Porter's Generic Model
Digital transformation and experiential branding are also used in the Tesla marketing plan. In contrast to conventional car manufacturers, Tesla does not rely on paid advertising and instead is involved in content marketing, brand narrative, and direct communication with customers via social media platforms. There is the direct-to-consumer model, which allows gathering data-driven conclusions about the preferences of users to make the products better and enhance customer experience (Asuncion, et al., 2023). However, this innovation-based strategy is risky. The excessive level of Research and Development spending $1.589 billion for the quarter ending June 30 2025, and the high rate of technology change make Tesla vulnerable to fluctuation and obsolescence (Macrotrends, 2025). In addition, since rivals are also on the same line of digital strategies and independent technologies, to stay unique, reinvention must be a regular occurrence. 
[bookmark: _Toc211526103]2.1.2 Hyundai’s Response: Adaptive Imitation and Strategic Partnerships  
As a follower, Hyundai follows an adaptive innovation strategy that balances between learning and cost efficiency. Hyundai's strategy, as presented in the Matrix by Ansoff can be compared to product development and market penetration, where Hyundai takes advantage of the existing technologies to move into the new EV segments in the shortest possible time. The company monitors such innovators as Tesla selectively and adjusts the successful innovations to the mass market and their affordability and scalability. The E-GMP (Electric Global Modular Platform) of Hyundai is an expression of this responsiveness. It allows the standardisation of models to lower the cost of production and time-to-market (Hyundai Motor Company, 2021). Instead of competing with Tesla on the speed of innovation, Hyundai is utilising a different approach of collaborative innovation, where they establish a partnership with the technology giants such as Aptiv (Gardner, 2019). 
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Figure 4: Ansoff Matrix
Marketing-wise, Hyundai also takes a value approach where they position themselves in the early majority category, or customers who are interested in reliability, affordability, and environmental awareness. The IONIQ sub-brand of Hyundai is a manifestation of sustainability that is accessible through segmentation and targeting (Hyundai Motor Company, 2025). Its marketing policy is based on the use of traditional media, online campaigns, and sponsorships to enhance popularity among mainstream consumers, unlike the organic brand promotion at Tesla.
[bookmark: _Toc211526104]2.2 Strategic Responses to Environmental Factors  
[bookmark: _Toc211526105]2.2.1 Tesla Response: Sustainability to Be the Core Brand
Tesla is not merely going by the environmental factors as required it is in its mission and corporate identity. The whole business concept of the company is designed to be based on sustainability-focused innovation, which incorporates electric vehicles, solar energy, and energy storage (Deepak, 2025). The Triple Bottom Line model is a good fit in this case since it takes into consideration the economic, environmental and social value. Indicatively, Tesla also publishes Impact Reports and gives precise data on its carbon cuts. This is done to enable the firm to earn the confidence of its stakeholders, and enhances the brand credibility as to the activities of the company (Tesla, 2024). Tesla is also prioritising sustainability in its marketing strategy and making it a responsibility to support its argument of being the cleanest mobility in the world. This can be in line with the Corporate Social Responsibility (CSR) model, where ethical and environmental commitment may increase the reputation as well as the customer loyalty.
[image: ]
Figure 5: Triple Bottom Line Model
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Figure 6: Carroll's Pyramid of CSR
[bookmark: _Toc211526106]2.2.2 Hyundai’s Response: Transitioning Toward Environmental Legitimacy  
The Hyundai environmental policy is also responsive and flexible in the context of its reputation and gradual changes, though it is compliance-centred. The organisation aims to be carbon neutral by 2045, and this step will rebrand the company as more environmentally respectable (Hyundai Motor Company, 2025). Hyundai is also marketing responsible innovation and future mobility through its marketing campaign, Progress for Humanity. This will facilitate not only building its brand values in accordance with societal expectations, but also in accordance with its values. The ability to work with different green technologies such as electric and hydrogen-powered cars, is one of the reasons why Hyundai can be described as flexible. The hydrogen project is a project that is associated with more risk, but it is also associated with greater variability and may lead to multiple benefits in case hydrogen mobility develops effectively. The company has also adopted cause-related marketing and partnerships with the stakeholders to build its CSR profile.
One instance of this is the involvement of the firm in community sustainability projects, the use of eco-friendly materials, and the establishment of EV battery recycling programs (Hyundai Motor Group, 2024). These measures contribute to the company's visibility among environmentally conscious consumers, thereby facilitating relationship marketing and brand equity growth. However, still, Hyundai is weighed down by cost and infrastructure constraints in the course of its transition, mainly concerning the expansion of eco-friendly manufacturing and the acquisition of renewable energy. Besides, the company will have to innovate faster and reinforce its alignment of communications with sustainability initiatives that have been to keep its spot in the competition. 
[bookmark: _Toc211526107]2.3 Comparative Evaluation 
Comparing Tesla and Hyundai also shows how the strategic divergence between leaders and followers is determined by the reaction to macro-environmental forces. The first-mover advantage is observed in the Tesla proactive model of innovation, which allows influencing the level of technology and perception in the market. It, however, has the sustainability threats of overextension and capital intensity. Meanwhile, Hyundai has a fast-follower strategy that helps the company enter the market efficiently and reduces risks, but fails to cope with brand differentiation and slowness in the innovation process (Hyundai Motor Group, 2024). Finally, the response to technological and environmental forces can only be effective when the innovation, sustainability, and market responsiveness are balanced. The problem with Tesla is that it must grow responsibly, and that of Hyundai is to increase the speed of innovation without reducing affordability. Their approaches can be seen as reflecting the two ways to go to become successful in a fast-changing, sustainability-based industry.

[bookmark: _Toc211526108]Conclusion 
To conclude, the analysis provided in this report illustrates that the electric vehicle industry is practically rerouted by the forces of technology and the environment. Tesla, the pioneer, is utilising innovation, sustainability, and integration of the ecosystem to keep standing apart and leading the market. On the other hand, Hyundai, the follower, is using backward imitation, low cost, and collaborating with others to build up the competitiveness and the legitimacy of the brand. The two manufacturers are skilfully handling the issue of innovation and environmental friendliness, however, their problems are different. Tesla has to carry on without overextension, while Hyundai has to hurry up without losing the price sensitivity. At the end of the day, both approaches vary, and yet they are all extremely effective paths for success in the fast-changing world of electric cars, where sustainability is the main driving force.
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