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[bookmark: _Toc214384797]1: Introduction 
The essay here aims to identify the basic macro marketing environment, abiding by which marketers strategize and endorse products. The paper commences by presenting the factors of the macro marketing environment. In discussing the macro marketing factor, the paper identifies two rudimentary factors, which are discussed in the context of pioneer and follower organizations within the same sector. Hence, the comparative analysis presented in the paper provides superior insights for marketers to strategize further. 
[bookmark: _Toc214384798]2: Task 1
[bookmark: _Toc214384799]2.1: Overview of macro marketing environment is an integral component of strategic marketing management.
The macro marketing environment, as defined by Yaneva (2020), assesses numerous external forces that shape an organisation’s strategic decisions. However, it has been identified in plenty of papers that such lies beyond its direct control. Hence, the essay here commences by presenting a critical analysis that helps firms anticipate risks, identify opportunities, and remain competitive in the highly competitive market as present in recent times. The basic framework for such an analysis would be a PESTLE analysis, with the factors detailed below. 
Political–legal factors in the PESTLE framework influence how companies operate. For instance, Kosters and Gstrein (2024) found that the EU’s Digital Services Act (2024) requires platforms like Meta and TikTok to increase transparency in advertising and content targeting. This would reshape their marketing strategies.
Economic conditions: Economic conditions would essentially determine the consumer's purchasing power (Radwanski, 2021). For instance, a nation's usual GDP per capita determines whether its people have sufficient purchasing power to buy products (illustration 1 for proper insights: the UK’s GDP per capita is 52,636.8 $ as of now). Other economic factors would include rising global inflation and an increase in the nation's debt, which influences consumer spending. For example, in recent years, inflation has compelled Unilever and Nestlé to introduce value-pack options and price-lock campaigns to retain cost-sensitive customers.
[image: ]
Illustration 1: UK’s GDP per capita 52,636.8 $ as of now
(Source: World Bank. (2025) GDP per capita (current US$) – United Kingdom)
[image: ]
Illustration 2: Inflation rate as a macro-marketing factor
(Source Office for National Statistics. 2025)
Social and cultural trends, or collectively sociocultural trends: These trends, as identified, shift consumer expectations. As of now, the witnessed surge in sustainability consciousness has led brands such as IKEA to emphasise circular economy practices, which are repairs, recycling, and responsible sourcing, to align with ethical consumer behaviour.
Technological forces have further been an impetus for rapidly transform marketing. Karami, Shemshaki, nd Ghazanfar (2024) had discerned that AI-powered personalisation, as used by Netflix and Amazon, enables precise targeting, but also raises privacy concerns that brands must ethically manage.
Environmental factors are usually central to all companies ' operations. Hence, it has to be identified that extreme climate events have pressured companies like Maersk and DHL to invest in suitable and green logistics and carbon-neutral operations (Daneshvarshahrodian, 2023).
Moreover, the paper had considered presenting the competitive forces, which require constant monitoring. An example would define the scope clearly. The advent of Shein’s ultra-fast fashion model has pushed competitors like H&M to accelerate digital adoption and supply-chain agility.
[image: ]
[bookmark: _Toc214384800]2.2: Selection of Two External Macro Marketing Actors
Selection of two external macro marketing actors
This section of the essay considers political-legal factors and Social and collectively sociocultural factors for the possible in-depth critical examination of how these actors create both opportunities as well as threats for follower and pioneering organizations operating within the same industry.
Selection of pioneering and follower organisations within the same industry 
	Role
	Company
	Key real-time metric (Nov 2025)
	Attributes 

	Pioneer
	Tesla (TSLA), which is the pioneer of electric motor vehicles, 
	Market cap ≈  1.28 trillion USD(Nov 2025); Q3-2025 deliveries: ~497,000 vehicles  (Yahoo Inc, 2025) 
	First-mover in mass EV scale, strong software/brand advantage.

	Pioneer
	NIO (NIO) is another Chinese car company that has revolutionized car batteries. NIO designs and develops smart, high-performance, electric vehicles with an aim to be the first “User Enterprise (Yahoo Inc, 2025) NIO)
	Market cap ≈ $15–18B (Nov 2025)
Q3-2025 deliveries: 87,071 (Q3) and Oct 2025 monthly record 40,397 (Yahoo Inc. (2025, NIO) 
	China-native BEV innovator — battery swapping, local scale.

	Follower
	Ford (F) has been a follower in this industry and has considered new innovations after witnessing the success of Tesla (BBC News, 2017)
	Market cap ≈ $52B (Nov 2025); Q3-2025 EV deliveries surge (Q3 EVs ≈ 30,612) (BBC News, 2017)
	Legacy OEMs are pivoting fast into EVs (F-150 Lightning, Mach-E).

	Follower
	Volkswagen Group would be similar here and could be considered as a follower company (Volkswagen Group, 2025) 
	Market cap ≈ €20–50B (varies by source; Nov 2025); Q3-2025 BEV deliveries ~252,100 (Q3 EVs) and 717,500 YTD (9 months). Volkswagen Group increases global deliveries to 6.6 million vehicles by the end of September (Volkswagen Group, 2025) 
	Large incumbent with heavy electrification investments across brands.



[bookmark: _Toc214384801]2.3: Critical analysis of these two factors 
Now, once the companies as pioneers and followers are selected, the factors are to be discussed with the prospect of both the pioneers and the followers. 
Macro actor 1 — Technological change (battery & charging tech), which would be a definite factor in assessing the macro-marketing environment, abiding by which the marketing initiatives of the company are to be deciphered. 
Opportunities
· Pioneers (Tesla, NIO, which could be considered as Industry leaders): Faster battery innovation (higher energy density, fast-charge, sodium/solid-state advances) enables pioneers to consider keeping a premium edge (Schmitt, 2025). Hence, marketers can consider endorsing the more extended range, unique features ( for instance, Tesla’s software integration), and higher margins. One can see that the Recent solid-state and the usual next-gen battery R&D (Toyota, CATL, Stellantis collaborations) exhibits an imminent leap that pioneers can monetise through proprietary packs and early product launches (Thulin and Povlsen, 2025). 
· Followers (Ford, VW, as they have been mimicking the leaders in this field): Wrålsen et al. (2021) had identified that falling lithium-ion pack costs and modular cell suppliers often lower the barrier for followers to offer competitive BEVs quickly and at scale. Hence,  in this aspect, followers could license or source mature tech and use scale or manufacturing to cut per-unit costs.
Threats
· Pioneers: For the pioneers, as identified by Wrålsen et al. (2021), rapid tech shifts (an example of such would be from Li-ion to solid-state or sodium-ion) could render existing architectures or supply relationships obsolete, thereby forcing expensive retooling. Hence, one needs to comprehend that pioneers who bet on one chemistry risk being leapfrogged. 
· Followers: Hence, in the nutshell, if breakthroughs require specialized IP or new supply chains (solid electrolytes, rare cathode materials), followers often are considered face steep CAPEX and supplier lock-ins that erode the follower advantage of scale.
Macro actor 2:  Which further happens to be the political and legal change on which the marketing pursuits depend
Opportunities 
· Opportunities for the Pionners like Tesla and NIO, here, credits and clean-vehicle mandates that expand EV demand increase market size. Hence, like many papers, this paper has identified that pioneers with strong brand & supply chains (Tesla) can capture early demand and pricing power. Shelar (2024) stated that favorable rules that reward zero-emission vehicle sales (EU targets) accelerate adoption. 
· For the Followers and those who endorse local content/assembly incentives (e.g., IRA-style battery/assembly rules), it could often favour legacy OEMs with local factories (Ford). This is practically possible because they can retool existing plants and access tax credits/contracting. This reduces total cost to the consumer and helps followers scale volume fast. 
Threats
· Pioneers, however, could face the repercussions of macro-marketing environment threats. For example, stricter local-content provisions or shifting subsidy windows, like the examples of changes to EV tax credit rules and point-of-sale processes, could block exports or punish companies that rely on overseas supply. Hence, this aspect would lead to a certain position where pioneers that depend on globalized supply chains are hit (The Guardian, 2025). 
· Followers would thereby abide by the tight emissions targets (EU 2025/2030/2035). It imposes heavy compliance costs and requires rapid BEV transitions across large legacy fleets; capital and transition risk are significant if execution lags. Non-compliance risks fines and reputational damage (The Guardian, 2025).
A short strategic takeaway would be the following:
· Tech shifts, therefore, could be considered as a double-edged sword. They magnify rewards for whoever commercialises them first. However, they can quickly erase advantages if supply/IP or manufacturing choices are wrong, with examples like monitoring battery roadmaps, partnerships, and IP. 
· Regulation often leads to a strategic shift towards competitive dynamics, fast subsidies, and expanded demand. However, Helenefors, Jakobsson, and Uldin (2022) identified that conditionality (like assembly or battery origin) reallocates benefits to firms with localised ecosystems. Firms must align products with roadmaps for both technology trajectories and policy requirements to turn macro change into sustainable advantage. 

[bookmark: _Toc214384802]3: Task 2: Strategic Responses of Pioneering and Follower 
[bookmark: _Toc214384803]3.1: Pioneering Organisations’ Strategic Responses
Critical evaluation of how the pioneer (Tesla, NIO) and the follower (Ford, VW) strategically respond to the two macro-factors (technological change and political-legal change) to maintain competitiveness, with real-world
The table below presents a certain critical evaluation of how the pioneer (Tesla, NIO) and the follower (Ford, VW) strategically respond to the two macro-factors (technological change and political-legal change) to maintain competitiveness, with real-world, up-to-date examples and marketing or strategic actions.
[bookmark: _Toc214384804]Ansoff Matrix
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[bookmark: _Toc214384805]Poter’s Generic Model
[image: ]

[bookmark: _Toc214384806]Critical evolution of the opportunities 
	Organisation Type, which must be considered in the paper
	The company name would be 
	Macro Factor that is to be considered for further assessment
	Strategic Response, in the form of a Marketing Strategy, to confront the macro-factor
	Critical Evaluation in the form of opportunities & risks 

	Pioneer
	Tesla
	Political-Legal Change (including the nuances of EV Tax Credits & Emissions Regulation)
	 As of now, Al Jazeera English (2025) has identified that Tesla is pushing to accelerate end-of-period purchases before potential EV credit expiry, using urgency messaging (customer emails, site banners). 

Al Jazeera English (2025)  had identified that the company has been offering attractive financing and lease deals (0% APR, free upgrades) to lock in buyers before credit changes.
 
As a matter of fact, Tesla lobbies to reserve regulatory frameworks like emissions rules; it supports EPA regulation to protect its credit-sales business.
	
Opportunities here would be to push demand before credit expiry. Tesla can boost near-term sales and strengthen cash flow.
Its strong brand loyalty may absorb shifts if credits reduce.

Risks  or Threats identified in the paper
Over-reliance on tax and regulatory credits could hurt profitability if they disappear. 
Consumer rush before deadlines may distort demand, leading to future sales. 
If credit changes favor local content, Tesla may face supply-chain cost pressure.

	Pioneer
	NIO
	Technological Change (including the nuances of Battery Swapping Innovation)
	NIO has partnered with CATL to massively scale its battery-swap network.
It aggressively expands its infrastructure: targets to cover 2,300+ counties in China by end-2025 (Yahoo Inc. (2025, NIO Inc).  
Uses swap-network as a key differentiator in its marketing — Chargeable, Swappable, Upgradeable” value proposition, alleviating range anxiety (Yahoo Inc., 2025, NIO Inc).  
	Opportunities would be in the following manner:
Swap network gives NIO a strong brand edge, addressing one of EV’s biggest hurdles (charging time). 
Standardizing swap tech (with CATL) could allow partnerships, cross-brand adoption, and network revenue. 
Government subsidies support swap-station build-out: e.g., Shanghai gave a 40% capex subsidy for swap stations (Yahoo Inc, 2025, NIO Inc). 

Risks or  Threats: 
High CapEx on swap stations; may not all be profitable. 

If other battery tech (e.g., solid-state) reduces swap demand, the network may lose relevance. 

Dependency on partner CATL and standard alignment—risk if standards diverge.



First movers here would be Tesla & NIO. Being the leaders, these companies can leverage bold innovation (swap-stations, vertical integration, financing incentives) to solidify a "premium + differentiated" brand. Their risk happens to be way higher capital exposure, but their early investment can pay off if technology or regulation shifts in their favour.




[bookmark: _Toc214384807]3.2: Follower Organisations’ Strategic Responses
[bookmark: _Toc214384808]Ansoff matrix 
[image: ]
[bookmark: _Toc214384809]Porter’s generic strategy 
[image: ]
	

Ford
	Political-Legal Change (including the nuances of Subsidies & EV Incentives)
	Ford (2025) had identified that Ford runs “Power Promise”: free at-home charger + installation for new EV buyers (e.g., Mustang Mach-E, F-150 Lightning). 

Hence, it offers aggressive financing: “zero down, zero payments first 90 days, 0% interest” on some EV models before incentive expiry. 
It is witnessed that Ford markets its electric models using familiar brand names (Mustang Mach-E) to leverage its heritage while promoting the EV transition.
	Opportunities: 
Home-charger offers a lower adoption barrier, reducing “charging anxiety” in buyers. 
Financial incentives help sustain demand even if external EV credits diminish or tighten. 
Using established model names (Mustang) builds trust and brand continuity for EV buyers. 

Risks or Threats: 
Incentives compress margins; long-term profitability risk if credits or promotions are removed. 
- High cost of infrastructure support (home chargers) may scale poorly.
- Legacy OEMs like Ford may struggle with patience to match the pace of pure EV-native companies.

	Volkswagen (VW)
	Political-Legal Change (EU Emissions Regulation)
	Volkswagen AG (2022) stated that VW’s “Way to Zero” strategy is: aggressive roadmap to decarbonize

May consider investing in green production and recycle batteries. 
It runs a cross-brand campaign “Enter Electric” to educate consumers about EV benefits (charging, cost, sustainability). 
 VW is pushing EV sales hard to avoid EU emissions fines (estimated €1.5 bn risk). 
	Opportunities: 
Emphasizing sustainability aligns VW with regulatory demands and builds brand image.
Consumer education helps overcome misconceptions (range, cost) and accelerate adoption.

Proactively scaling EV sales reduces the risk of non-compliance fines and positions VW as a responsible leader. 

Risks / Threats: 
High capex from investments + potential margin pressure as EVs might be less profitable than ICE.
Slower adoption or weaker demand could make achieving regulatory targets hard.
 However, overdependence on European regulations, any policy rollback, or demand slump could hurt ROI.



Followers here would be (Ford & VW). These companies would rely more on legacy strengths, which would be building brand equity, scale, and marketing reach. This could be done to adapt to the usual complex marketing environment. One here needs to comprehend that their strategies are more incremental (in the form of education, incentives, decarbonization roadmap). Their risk is that they may fall behind in deep innovation, but they mitigate regulatory risk by aligning with policies.
[bookmark: _Toc214384810]Conclusion and Recommendation 
Hence, it must be comprehended that all four companies are using marketing as a strategic lever ( in the form of education, urgency, incentives) to convert and transform macro-environment changes into demand.  However, their success relies on the procedures of execution, capital management, and the ability to navigate uncertainty (policy shifts and technology disruption). Moreover, the strategies are to be based on the macro environment. Hence, the essay here enunciates that pioneers should deepen differentiation through continuous innovation, in the form of advanced battery technology, integrated software ecosystems, and scalable charging infrastructure, along with considering strategies to reduce overreliance on unstable subsidies. Furthermore, the companies could benefit from strengthening global supply-chain localisation. It is deemed to protect them from policy shifts.
Followers should consider prioritising cost-competitive EV models, leveraging brand heritage, and investing in consumer education to build trust during the transition. Both followers and pioneers must contemplate adopting transparent sustainability marketing to avoid greenwashing risks and use data-driven personalisation to target shifting consumer needs. Strategic partnership, in batteries, charging, and AI, will assist both pioneers and followers to share risk, accelerate innovation, and stay competitive in an increasingly regulated and tech-driven market.


[bookmark: _Toc214384811]References
Yaneva, D., 2020. Importance of the marketing environment analysis in the process of Strategic Marketing decision-making. Economics and Law, 2(2), pp.24-32.
Kosters, L. and Gstrein, O.J., 2024. TikTok and Transparency Obligations in the EU Digital Services Act (DSA)–A Scoping Review. ZEuS Zeitschrift für Europarechtliche Studien, 27(1), pp. 110–145.
Radwanski, J.F., 2021. The purchasing power of money in an exchange economy. Available at SSRN 3729256.
World Bank. (2025) GDP per capita (current US$) – United Kingdom. World Development Indicators. Available at: https://data.worldbank.org/indicator/NY.GDP.PCAP.CD?locations=GB (Accessed: 18 November 2025).
Office for National Statistics (2025). Inflation and price indices. Available at: https://www.ons.gov.uk/economy/inflationandpriceindices (Accessed: 18 November 2025).
Karami, A., Shemshaki, M., and Ghazanfar, M.A., 2024. Exploring the ethical implications of AI-powered personalization in digital marketing. Data Intelligence, 3.
Daneshvarshahrodian, M., 2023. Green Supply Chain Management Practices: Implementation Strategy and Green Solutions of Logistics Service Providers.
Yahoo Inc. (2025) Tesla, Inc. (TSLA) Stock Quote & News – Yahoo Finance. Available at: https://finance.yahoo.com/quote/TSLA/ (Accessed: 18 November 2025).
Yahoo Inc. (2025) NIO Inc. (NIO) Stock Quote & News – Yahoo Finance. Available at: https://finance.yahoo.com/quote/NIO/ (Accessed: 18 November 2025).
Volkswagen Group (2025) Volkswagen Group increases global deliveries to 6.6 million vehicles by the end of September. Press Release, 10 October. Available at: https://www.volkswagen-group.com/en/press-releases/volkswagen-group-increases-global-deliveries-to-66-million-vehicles-by-the-end-of-september-19888 (Accessed: 18 November 2025).
Schmitt, D. (2025). THE EUROPEAN ELECTRIC VEHICLE MARKET: AN ANALYSIS OF CONSUMER PERCEPTIONS AND PREFERENCES: METHODOLOGICAL INSIGHTS.
Thulin, C.K. and Povlsen, S.B., 2025 Navigating the Road Ahead: Tesla’s Resilience in the Face of Emerging Rivals.
Wrålsen, B., Prieto-Sandoval, V., Mejia-Villa, A., O'Born, R., Hellström, M., and Faessler, B., 2021. Circular business models for lithium-ion batteries-Stakeholders, barriers, and drivers. Journal of Cleaner Production, 317, p.128393.
Shelar, R., 2024. Accelerating the Shift to Electric: Challenges, Opportunities and Strategies.
The Guardian. 2025. UK electric car sales hit record high as taxpayer subsidies help attract buyers. [online] 4 October. Available at: https://www.theguardian.com/business/2025/oct/04/uk-electric-car-sales-record-high-taxpayer-subsidies (Accessed: 18 November 2025
Helenefors, G., Jakobsson, S. and Uldin, M., 2022. Establishing a battery manufacturing base in Sweden: Evaluating and analyzing the factors behind the locational strategy of battery manufacturers.
Al Jazeera English (2025) ‘Tesla sales jump as buyers scramble before EV tax credit expires’, Al Jazeera, 2 October. Available at: https://www.aljazeera.com/economy/2025/10/2/tesla-sales-jump-as-buyers-scramble-before-ev-tax-credit-expires (Accessed: 18 November 2025).
Ford (2025). Ford Power Promise: EV Charging Solutions & Support, Ford. Available at: https://www.ford.com/powerpromise/ (Accessed: 18 November 2025).
Volkswagen AG (2022) Annual Report 2021, Wolfsburg: Volkswagen AG. Available at: https://annualreport2021.volkswagenag.com/_assets/downloads/entire-vw-ar21.pdf (Accessed: 18 November 2025).








image3.png
1989 JAN

CPIH ANN RATE 00: ALL ITEMS
201 00

Change over 12 months

4.1 %

2025 SEP

Release date: 22 October 2025
Next release: 19 November 2025

2025 SEP

Consumer price inflation, UK: September
2025

What's in the bulletin?

* The Consumer Prices Index including owner occupiers' housing
costs (CPIH) rose by 4.1% in the 12 months to September 2025,
unchanged from August.

* On a monthly basis, CPIH rose by 0.1% in September 2025, the
same rate as in September 2024.

* The Consumer Prices Index (CPI) rose by 3.8% in the 12 months
to September 2025, unchanged from August.




image4.png
PESTLE Factor

| Brief Explanation

imple (aligned w

Political-Legal Government policies, EU Digital Services Act (2024)
regulations, and laws requires platforms like Meta &
shape how firms operate.  TikTok to increase transparency

around advertising and content
targeting.

Economic Economic conditions that | GDP per capita indicates
influence consumer purchasing power (e.g., UK:
purchasing power and firm | $52,636.8); inflation prompts
performance. Unilever & Nestlé to introduce

value packs and price-lock
campaigns.

Social/ Sociocultural ~ Changing consumer Rising sustainability
values, demographics, consciousness is pushing IKEA to
lifestyles, and cultural adopt circular-economy practices
trends. (repair, recycling, responsible

sourcing).

Technological Innovation and ALpowered personalisation is
technological used by Netflix & Amazon,
advancements are affecting | enabling precise targeting but
production, marketing, and  increasing privacy concerns.
customer engagement.

Environmental Ecological and climate-  Extreme climate events are
related pressures affecting  pushing Maersk & DHL to invest
operations and strategy.  in green logistics and carbon-

neutral operations.

Legal (if separated;  Specific legal obligations, | Data profection and privacy rules

optional since you compliance, and regulatory  affecting digital marketing

used Political-Legal
combined)

requirements.

practices.





image5.png
Ansoff Matrix for Tesla & NIO (Based on Macro Factors Identified)

Ansoff Strategy

Tesla (Political-Legal Change: EV

NIO (Technological Chang
Battery-Swap Innovation)

Market Penetration Urgency-based marketing Promotion of “Chargeable,
(selling more existing campaigns to push end-of-period Swappable, Upgradeable” value
products in existing purchases before EV credit expiry proposition to increase adoption
markets) (emails, banners). within current markets.
« Attractive financing/lease offers « Increasing swap-station density
(0% APR, upgrade packages) to boost  to improve convenience and user
short-term volumes. stickiness in China.
Market Development « Lobbying for stable EV-credit  Expanding battery-swap network
(entering new frameworks in new regions to ensure | to 2,300+ counties in China and
geographical or smooth expansion (e.g., EU entering Europe (e.g., Norway).
demographic markets) incentives, Indian EV policy). « Positioning swap technology for
« Targeting fleet and commercial ride-hailing fleets and logistics
buyers who benefit from tax credits. | operators in new cities.
Product Development « Development of credit-eligible « Joint battery-innovation projects
(new products for existing  configurations to maximise customer  with CATL to increase compatibility,
markets) rebate opportunities. speed, and modularity of swap
« Software-driven compliance batteries.

features (efficiency boosts to meet
emissions regulations).

« New battery-subscription tiers
integrated into the swapping
ecosystem.

Diversification (new
products for new markets
— highest risk)

« Diversifying into energy storage and
grid services that benefit from
regulatory credits.

« Potential entry into charging-credit
trading markets or regulatory
compliance services.

o Licensing battery-swap
technology to other automakers
(cross-brand model).

 Creating an energy-service
ecosystem (battery-leasing, second-
life batteries, grid-storage
partnerships).





image6.png
When a Company Example
Uses It (Optional)
Cost Competing by becoming the - Large-scale Walmart, Ryanair,
Leadership lowest-cost prodlucer in the  production BYD
industry while maintaining  + High efficiency and
acceptable quality. tight cost control
- Price-sensitive
markets
Differentiation | Offering unique features, - Strong R&D Apple, Tesla, Nike
branding, innovation, or capability
superior quality that justify a | + Innovation-driven
higher price. markets
- Premium customer
segments
Cost Focus Providing low-cost products - Narrow market ALDI (focused
or services to a specific niche  segment grocery), Dacia
or segment. - Customers highly  (low-cost cars)
sensitive to price
- Localised or
specialised markets
Differentiation | Offering highly specialised | - Customers willing | Rolls-Royce,
Focus and unique prodlucts to a to pay more for Patagonia, NIO

niche market segment.

speciality features
- Luxury,
performance, or
specialised
industries

(premium EV
niche)





image7.png
Ansoff Strategy

Market Penetration
(Existing Products x
Existing Markets)

Ford

« “Power Promise” free home charger +
installation increases EV uptake in
current markets.

« Aggressive financing (0% interest, 0
down, 90 days no payment) to boost
short-term EV sales before incentive
expiry.

« Uses familiar brand heritage (Mustang
Mach-E) to convert existing Ford
customers to EVs.

Volkswagen (VW)

« “Enter Electric” campaign educates.
existing EU consumers to switch
from ICE to VW EVs.

* Accelerating EV sales to avoid €1.5
bn EU emissions fines increases
penetration in current markets.

* Part of “Way to Zero”—pushes
existing customers toward
sustainable models.

Market Development
(Existing Products x
New Markets)

+ Home charger + installation reduces
“charging anxiety,” allowing Ford to
attract new consumer groups (e.g.,
suburban/rural).

« Financing offers expand Ford's EVs to
price-sensitive markets previously
inaccessible.

« Sustainability positioning attracts
new environmentally conscious
customer segments.

+ Educating consumers helps break
into markets where EV knowledge is
limited.

* Can extend EU-focused EV/
initiatives into new global markets
later.

Product Development
(New Products x
Existing Markets)

« Added value through home-charging
installation as a bundled product.

« Potential development of energy-
ecosystem products for Ford EV users in
existing markets.

« Investment in green production
processes and battery recycling to
improve sustainability of existing
models.

« Enhancing EV technologies
(charging efficiency, range) due to
regulatory pressure.

Diversification (New
Products x New
Markets)

+ Potential diversification into home-
energy integration (e.g., vehicle-to-home
systems, charging services).

« Long-term potential for mobility-as-a-
service EV platforms.

+ Battery recycling and circular-
economy initiatives could become
new business units.

« Green factories and renewable-
energy partnerships diversify VW
beyond automotive markets.




image8.png
Porter Strategy | Ford Volkswagen (VW)

Cost Leadership + Aggressive financing (“zero down, zero payments  Not primarily competing on cost; high
for 90 days, 0% interest”) signals an attempt to make  capex and sustainability investments push
EVs more financially accessible and compete on total VW away from a cost-leadership stance.
cost of ownership. « EVs are still less profitable than ICE
« Home-charger + installation reduces long-term cost models, limiting the ability to pursue cost
barriers, positioned as a value advantage. leadership.

Limitations: High infrastructure costs and margin
compression prevent Ford from becoming a true cost
leader in the long term.

Differentiation  * “Power Promise” differentiates Ford by offeringa |« “Way to Zero”: strong differentiation
unique value-added bundle (free charger + based on sustainability, decarbonisation,
installation). and regulatory alignment.

« Uses iconic brand names (Mustang Mach-£) to « Cross-brand “Enter Electric” education

differentiate its EV identity from competitors. campaign differentiates VW by simplifying

« Reduces “charging anxiety,” offering a superior EV adoption.

ownership experience. « Battery recycling and green production
reinforce VW's positioning as a
responsible, climate-focused
manufacturer.

Cost Focus « Financing incentives can target specific market « Not aligned with cost focus; VW's
segments (budget-sensitive EV adopters). strategy is heavily regulation- and
« Home-charging offer supports segments lacking  sustainability-driven, not cost-segment
infrastructure access. driven.

However: This is temporary and incentive-driven

rather than a long-term focused strategy.
Differentiation |« Targets EV-interested consumers who value « Focuses strongly on eco-conscious,
Focus convenience and trust well-known models. regulation-aware European consumers.

« Charger installation + heritage branding appeal to
niche segments seeking hassle-free EV transition.

« Tailors communication and
sustainability messaging to segments
‘most exposed to EU emissions pressure.
« Emphasises compliance, responsibility,
‘and long-term environmental value.





image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png
GDP per capita (current US$) - United Kingdom

Country official statistics, National Statistical Organizations and/or Central Banks; National Accounts data files, Organisation for
Economic Co-operation and Development ( OECD ); Staff estimates, World Bank (W8 )
License : CCBY-40 ©

Line  Bar  Map i Asoshow < Share (@ Details
ousand

LageL
=

- UNITED KINGDOM
j /
s YA / !
-\
. Y

5

E

1960 1970 1500 1990 200 20 20

1960 - 2024





