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[bookmark: _Toc225496977]1. Introduction
The aim of the report is to analyse strategic marketing management practices within the selected industry. It focuses on evaluating the competitive positioning within the market and external factors that directly influence the organisation’s strategy. The external environment in which organisations operate is complex and constantly changing; a significant characteristic of the external environment is competition (Wood et al., 2000). The report applies strategic marketing concepts to understand how the organisation achieves competitive advantage.

The consumer electronics industry is rapidly expanding and highly competitive due to technological advancements and changing consumer preferences. Due to changing technology, innovation, and competition, major players focus on differentiation and consumer satisfaction. The new generation is fully focused on value instead of the price of the product.

“Apple is considered a pioneer in consumer electronics in the UK as well as all over the world.” Apple Inc. has been a dominant force in the consumer electronics sector and has established a strong brand and technological leadership because Apple provides the best user experience and a strong ecosystem. And “Samsung is a follower in consumer electronics in the UK as well as over the world.” Samsung introduced one of the earliest touchscreen phones featuring a Palm OS. Samsung has a wide range of mobile phones catering to all segments, from budget to premium.

Analysis of the macro environment is a set of external factors and forces, not controlled by the company, that influence its operations (Kotler and Armstrong, 2012). Factors such as Political, Economic, Sociological, Technological, Legal, and Environmental directly impact the consumer electronics industry. A PESTLE analysis is very helpful in a competitive landscape to identify opportunities, future risks, and strengths so that organisations can create competitive advantage.

The report states an overview of the consumer electronics industry and how the external environment affects organisations, along with a macro environment analysis using the PESTEL framework. It also evaluates the strategic position of Apple and Samsung, indicating key tasks to address and how to improve market efficiency and competitive advantage.













[bookmark: _Toc225496978]2. Task 1: Critical analysis of the macro marketing environment
[bookmark: _Toc225496979]2.1 Macro Marketing Environment 

Macro marketing environment factors are characterised by challenges to the existence of firms and industries in an environment (Gini and Agala, 2023). Macro marketing environment factors are directly related to the competitive advantage and sustainability of businesses in the future. Two factors which highly influence the consumer electronics industry are technological factors and economic factors. New technology has a major impact on particular aspects of marketing in organisations, helping them take a competitive position through this factor. Technology continues to develop at a bewildering pace, affecting not just high-tech industries such as telecommunication and personal computers but also other industries that make use of new technology (Fishburn and Green, 2002). Technology is rapidly changing in the world; organisations in the consumer electronics industry need to change with evolving technology, otherwise they lose a significant position in the market, like Kodak and Nokia.

Economic factors play a critical role in shaping consumer purchasing behaviour and influence businesses to form business strategies in the consumer electronics industry. Consumer spending power directly influences the consumer electronics industry. During economic growth, highly disposable income increases the demand for consumer electronic devices.

[bookmark: _Toc225496980]2.2 Macro Factor 1:  Analysis of Technological Factor 
[bookmark: _Toc225496981]2.2.1 Impact on the Pioneer organisation (Apple)

Apple is strongly reliant on technological advancements such as artificial intelligence, wearable devices, and ecosystem integration to create growth opportunities and customer satisfaction. The company is trying to leverage its existing products like iPhone, Apple Watch, and Vision Pro to strengthen market leadership. At this time, Apple is facing challenges; rapid technological change creates pressure on Apple to innovate. Apple is failing to keep up with artificial intelligence adoption compared to its competitors, which can also reduce its competitive advantage.

Apple is heavily investing in innovation, with research and development spending reaching 31 billion, and year by year research and development is increasing. This shows Apple is focusing on innovation and consumer satisfaction, which is clearly shown in Figure 1. Apple holds around 28% of the global smartphone market in 2025. The wearable technology market overall is expected to grow from $84 billion in 2024 to $205 billion in 2029. Apple shows massive potential in the wearable market, so it constantly innovates in products like the Apple Watch and Apple smart health ring. Apple has the ability to integrate hardware and software and make a unique ecosystem. Also, Apple has created strong brand loyalty over time, and Apple always focuses on research and development, which gives a strong competitive advantage to Apple.
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Figure 1 : Apple Research and Development growth from 2008 to 2024 

[bookmark: _Toc225496982]2.2.2 Impact on the Follower organisation (Samsung)

Samsung Electronics benefits from rapid technological change by innovating and adopting new technologies quickly. Samsung is experimenting with a wide range of new technologies like foldable smartphones, 5G mobile phones, and display innovations like AMOLED and QAMOLED displays. Samsung also faces challenges in fast imitation cycles and intense competition from Apple and other brands. Samsung needs to continuously innovate across all product lines.

Samsung is always a follower of a fast-follow strategy, so Samsung is always ready to change and adopt new technology like foldable phones before its competitors. Apple builds its own ecosystem, but Samsung is relying on the Android operating system. Because of this, Samsung reduces differentiation and increases dependency on other software companies like Google. The biggest strength is that Samsung operates across multiple price segments; they sell their smartphones in all price segments based on customer needs.

Samsung maintains its leading global position by targeting both premium and mass markets; on the other hand, Apple is focused on the premium segment. Adaptability and quick response are key strengths of Samsung. Compared to Apple, Samsung has lower ecosystem lock-in, so users may switch to another company easily. Samsung may not be a first mover, but Samsung is a fast mover in the technology industry.



[bookmark: _Toc225496983]2.2.3 Conclusion 
[bookmark: _Toc225496984]Technological factors significantly influence organisations as growth drivers and competitive pressures. Apple uses innovation and research and development to maintain global leadership in the industry. Samsung focuses on high adaptability and fast response to sustain itself in the consumer electronics industry.
2.3 Macro factor 2: Analysis of economical factor 
[bookmark: _Toc225496985]2.3.1 Impact on the Pioneer organisation (Apple)
Apple significantly benefits during periods of economic growth and rising disposable income, as consumers are more willing to purchase premium products like iPhone, MacBook, and wearables instead of others. Because Apple has brand value and an ecosystem, it maintains high margins even in a competitive market. Apple has the power in pricing decisions irrespective of other competitors. In an economic downturn and reduced consumer purchasing power, it becomes a major threat for Apple. Apple is mainly focused on a premium pricing strategy, so if consumers shift to cheaper alternatives in developing markets, it can impact easily.

Apple generated over $380 billion in revenue in 2024 despite global economic uncertainty. Apple recorded strong performance in 2024 and in history also, which we can clearly view in Figure 2. In this period, the global smartphone market is facing slow growth of around 1% to 2%. Also, currency fluctuations in the US dollar have negatively impacted Apple.

Apple has strong brand value, so it is very helpful for Apple to sustain sales even during economic downturns, and it also gives an advantage over competitors. Apple’s pricing strategy is very helpful for higher margins compared to its competitors. Apple is growing its service segment like the App Store and iCloud, which provide recurring revenue streams, reducing dependence on hardware sales
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Figure 2 : Apple Revenue growth from 2008 to 2024
[bookmark: _Toc225496986]2.3.2 Impact on the Follower organisation (Samsung)

Samsung has a diverse product portfolio across multiple price segments, which is a benefit for Samsung, ranging from budget to premium devices. During economic uncertainty or declining consumer purchasing power, Samsung can strongly influence price-sensitive consumers who have shifted from other premium brands to affordable segments. Economic growth directly affects consumers; in emerging economies like India and South Asia, more people like to buy Samsung phones just because they are affordable. In an economic downturn or any uncertainty, it negatively affects production, and supply chain disruptions can reduce profit margins.

Samsung has a broad product range and a flexible pricing strategy, which allows it to quickly respond to changes in consumer spending behaviour. For example, during an economic slowdown, Samsung focuses on mid-range and budget series to sustain sales growth and maintain revenue. And now Samsung is focusing on the low-price segment just because of economic fluctuations and thin profit margins.

Samsung maintains a competitive position in the global smartphone market just because it caters to both mass and premium markets. Samsung phones are affordable, and product diversity provides a competitive advantage in developing economies like India and South Asian countries, which are price-sensitive markets. Samsung also enters in weakness in premium brand exclusivity.

[bookmark: _Toc225496987]2.3.3 Conclusion
Economic factors create both growth opportunities through rising income levels of individuals, and they also contain significant risks during downturns in the overall economy. Apple’s premium segment is both a strength and a weakness during downturns. Samsung has strong market coverage, but its focus on price competition and economic volatility limits its profitability compared to premium-focused competitors.  


 












[bookmark: _Toc225496988]3. Task 2: Strategic Response of Pioneering and Follower Organisations

Further analysis of the macro environment shows that Apple (pioneer organisation) and Samsung (follower organisation) both have their own different strategic responses. Apple is more focused on innovation and research and development, on the other side Samsung is focused on adaptability and quick adoption of new technology. Markets today are highly competitive and rapidly changing; in this case, the Ansoff Matrix is very helpful to plan an effective response to competition in the market. The ‘Ansoff Matrix’ is a strategic planning tool that links an organisation’s marketing strategy with its strategic direction (Loredana, 2017).

[bookmark: _Toc225496989]3.1 Pioneering organisation’s Strategic responses (Apple)

Apple has displayed a highly strategic and controlled response to external challenges and opportunities in the industry. This is because Apple actively shapes market trends through its own ecosystem development, brand positioning, and innovation.

Apple’s response to technological opportunities such as artificial intelligence, wearable devices, and ecosystem integration is highly efficient. Apple is now focused on artificial intelligence integration in its devices, with collaboration with Google, and Google provides custom Google Gemini which runs only in Apple’s private space and helps Apple Siri to add artificial intelligence capability, and Apple gives royalty to Google. The company engages in external technological partnerships, focusing on fewer technologies that are likely to achieve outstanding performance (Giuri, 2004). Apple is also focused on its ecosystem, so it strengthens its competitive position in the market. Partnerships can increase the risk that one partner might use others’ ideas without permission because there is often conflict of interest between partners over valuable knowledge (Schunert, 2016). This enhances customer experience and increases switching costs.
In economic challenges like inflation, reduced consumer purchasing power, or global uncertainty, Apple maintains its premium pricing strategy. This strategy helps Apple to maintain profit margins and a luxury brand image, like Apple phones are a symbol of premium-ness.

Apple’s strategic response can be applied using the Ansoff Matrix. In market penetration, Apple focuses more and more on repeat purchases and upgrades within the existing customer base through exchange offers. It is possible through strong brand loyalty; also, growth slows down because of market saturation. Under product development, Apple consistently introduces new products and improves products; the main strength is product differentiation and innovation, which helps in market development.

In market development, Apple is attempting to expand into emerging markets. Because Apple follows premium pricing strategies, it is very difficult to sustain in cost-sensitive regions, which reduces competitiveness. Diversification has been a significant help for Apple to expand services like iCloud and Apple Music. This strategy helps Apple to reduce reliance on hardware sales and generate recurring revenue. Apple’s strategic response is highly controlled, innovation-driven, and profit-oriented. Apple has the ability to integrate hardware, software, and services to create sustainable competitive advantage. Apple maintains a strong leadership position through innovation and brand value.

[bookmark: _Toc225496990]3.2 Follower organisation’s Strategic responses (Samsung)

Samsung adopts a flexible and adaptive strategic approach to build sustainability over a period of time and competitiveness in the dynamic consumer electronics industry. Samsung does not rely on first-mover advantage; they always try to be a fast mover, focusing on rapid adoption, flexibility, and market responsiveness to external changes.

Samsung’s key strength lies in its ability to quickly respond to technological and economic shifts. Samsung also heavily invests in innovations such as foldable smartphones, 5G-enabled devices, artificial intelligence, and advanced display technology. Samsung relies on the Android ecosystem, which is an open-source resource that any company can use on their devices with a custom skin, like in Samsung phones we see Samsung OneUI. Competitors can easily adopt similar software, but they cannot build a unique custom UI like Samsung OneUI.

In Samsung’s strategic response, Ansoff’s growth matrix can be applied. In terms of market penetration, Samsung also maintains a strong global market share by offering different products and competitive pricing across different segments. This strategy is highly effective because Samsung already has a huge customer base, and Samsung sells new products easily by cross-selling. Under product development, Samsung always introduces new product variations like foldable smartphones and enhanced camera technologies. Samsung’s strong innovation and adaptability give it a strong edge in product development.

Within market development, because Samsung has all ranges of smartphones, they can easily change their strategy. So, in the expansion phase of the economy, they focus on premium products, and in economic slowdowns, they focus on growing economies and emerging markets such as India, Africa, and Southeast Asia. In terms of diversification, Samsung operates across different industries, including semiconductors, consumer electronics, and home appliances, which directly and indirectly influence consumer electronics. The semiconductor business gives a strong competitive advantage and supports its smartphone division.

Samsung’s strategic response can be characterised as highly adaptive, market-driven, and volume-focused. Samsung remains a dominant player; sustaining competitive advantage will require more focus on innovation and ecosystem development.






[bookmark: _Toc225496991]4. Conclusion 

The report critically analyses the impact of macroeconomic factors on both the pioneer organisation Apple and the follower organisation Samsung within the consumer electronics industry. The report focuses on technological factors and economic factors, which play a critical role in shaping strategic decisions in organisations, competitive advantage, and long-term performance.

Apple strongly focuses on leveraging innovation, strong brand quality, and ecosystem integration to maintain sustainable competitive advantage. According to Ansoff’s growth matrix, Apple focuses on market penetration and market development, enabling premium positioning and high profitability. Its reliance on high pricing and cautious innovation limits growth in price-sensitive and rapidly evolving markets.

Samsung focuses on a highly adaptive and flexible strategy, characterised by rapid innovation, broad product offerings, and strong global market penetration. Samsung responds effectively to economic fluctuations and technological changes. In intense price competition and lower profit margins, these factors limit its long-term differentiation.

Overall, the analysis concludes that environmental scanning is strategically essential for identifying both opportunities and threats in a dynamic business environment. Both organisations illustrate that the ability to adapt marketing strategies in response to external changes is very important for sustaining competitiveness. Therefore, firms should balance innovation, market responsiveness, and strategic positioning to achieve long-term success in the global consumer electronics industry.
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