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[bookmark: _Toc214549037]1. Introduction 
The report looks at the strategic response of pioneering and follower organisations towards the fast changes in the macro marketing environment with reference to the contemporary consumer electronics industry. Knowledge of the external forces, especially technological development and environmental forces, is critical to the strategic marketing management as they determine the innovation direction, competitiveness, and value creation in the long run (Tikhonov, and Zelentsova, 2021). Referring to the example of Apple (the pioneer) and OnePlus (the follower), the report initially examines two significant PESTEL forces which are the health technologies driven by AI and the upcoming circular economy which presents a disproportionate opportunity and threats to both companies. 
[image: Building Brand Architecture Report: Apple VS One Plus]
Figure 1 Apple and Oneplus; Source: (Kannamwaᵲ, 2023)

It follows with an assessment of the strategic responses that early movers and late entrants have to offer by the Growth Matrix suggested by Ansoff and actual industry cases. The report wraps up with consequent findings on how to remain competitive in the rapidly changing markets.
[bookmark: _Toc214549038]2. Task 1: Critical Analysis of the Macro Marketing Environment 
[bookmark: _Toc214549039]2.1 Overview of the Macro Marketing Environment
Macro marketing environment includes large scale external forces that influence the possibility of a company to work, benefit its customers and reach its goals (Akpoviroro, and Owotutu, 2018). Such factors largely cannot be controlled by the firm but very important to the long-term strategic plan. They are relevant to the marketing strategy because of the fact that they either generate new opportunities or are a great threat.
[image: PESTEL Analysis (PEST Analysis) EXPLAINED with EXAMPLES | B2U]
Figure 2 PESTEL Analysis; Source: (de Bruin, 2016)
The PESTEL framework is the most important tool in contextualising this analysis classification of six major forces, classified as external forces, namely: Political, Economic, Social, Technological, Environmental, and Legal (de Bruin, 2016). Business organisations such as Apple and Oneplus which sell and operate consumer electronics products globally need to watch the PESTEL factors. An example would be that Technological change would influence product development, whereas Environmental laws would have an impact on the price and creation of the products (Kotler et al., 2020). Any successful marketing strategy has to be based on the ability to predict and react to such macro-environment changes.
[bookmark: _Toc214549040]2.2 Selection of Two External Macro Marketing Actors
There are two key external macro marketing forces that have both currently had a monumental impact on this industry, namely: technological factor and environmental factor. 
1. Technological Factor: Convergence of AI and Health Monitoring
The market size of wearable technology reached about USD 84.2 billion globally in 2024 and it is expected to increase to more than USD 186.14 billion by 2030 with the CAGR standing at 13.6% (Grand View Research, 2024). This is fuelled by the fact that the introduction of Artificial Intelligence (AI), Machine Learning (ML), and Internet of Things (IoT) possibilities into smaller more advanced devices will make this growth possible. 
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Figure 3 Wearable Technology Market; Source: (Grand View Research, 2024)
The recent trend is no longer just fitness tracking but an all rounded, proactive management and personalised wellness training. The new offering of services such as blood sugar level monitoring in real-time, stress, and sleep apnea notifications can now be offered on the basis of the advanced algorithms, and they become the new norm. This technology player is directly associated since this is the central value proposition of the Apple Airband (a smart wristband that could notify about health and other things), and the success will depend on how effectively it will use these sophisticated monitoring features instead of the simplistic count of steps.
2. Environmental Factor: E-Waste Regulation and the Circular Economy 
The problem of Electronic Waste (e-waste) is the gigantic environmental and legal problem, which directly affects consumer electronics companies. In 2022, according to Global E-waste Monitor 2024, the world generated 62 million tonnes of e-waste, averaging 7.8 kg per person (UNITAR, 2024), and this increase compared to recorded proceedings in recycling was fivefold, with 22.3% being collected and reused. 
[image: Source: Global E-waste Monitor 2024 (Liu et al., 2023; Roy, Islam, Haque, & Riyad, 2022).]
Figure 4 Global E-waste Statistics; Source: Global E-waste Monitor 2024
This crisis has only heightened regulatory approaches to the point, in Europe, the WEEE Directive, and the world-wide activity to enforce Extended Producer Responsibility (EPR) and the Right to Repair. This environmental actor is very topical since the two products listed Apple Airband and Oneplus Power Case are battery-powered and will lead to this wastage product. The circular economy implies that products should be redesigned to last longer, be fixable, and use materials responsibly, which will fundamentally ensure the manufacture, cost matrix, and perception of both the inventor and the leader (Corvellec, Stowell and Johansson, 2021).
[bookmark: _Toc214549041]2.3 Critical Analysis of Each Actor
Two enormous extrinsic forces are rapidly transforming the whole modern-day consumer electronics market, which is the quest to be highly personalised and predictive in health thanks to AI, and the overwhelming need to remake e-waste with the help of a circular economy. This creates unequal chances and risks of the pioneer (Apple) and the follower (OnePlus).
1. Analysis of Technological Actor: AI and Health Monitoring Convergence 
The combination of AI and Machine Learning (ML) is turning the wearables into not mere trackers of activities, but act as active health protectors. 
Pioneer (Apple Airband - Premium/Ecosystem Focus):
· Opportunity: According to Porter's Five Forces Model (1980), Apple has the opportunity to utilise its position in the market and the well-established Apple Health ecosystem to attain the validation of the Airband has reached medical-grade data. This business move will put it in a position to exploit the giant AI in Healthcare market and capture high-margin revenue streams in terms of health alliances, insurance integrations, and subscriptions (Olumide Emmanuel Ibikunle et al., 2024). The possibility to conduct predictive analytics on biometric data is a serious point of difference, supporting the value of the premium brand that Apple has.
[image: Apple Watch Series Health Wearable Technology For Transforming Ppt Powerpoint]
Figure 5 Apple Watch Series Health Wearable Technology; Source: (Apple, 2024)
· Threat: The major threat is the Regulatory Scrutiny and Liability. The expensive and lengthy process of medical validation of the Airband is extremely expensive and time-consuming. Moreover, the pioneer has a huge legal and reputational risk in the case when its AI-based diagnostics fails since the information it gathers is life or death.
Follower (OnePlus Power Case - Utility/Value Focus):
· Opportunity: OnePlus can exploit lower costs in R&D by looking at the success of the pioneer and using developed sensor technologies and open-source AI frameworks. It is a trend in AI, but not a health product. Thus, the Power Case can leverage the demand in this domain by providing a differentiated product: "Smart Charging” (OnePlus, 2024). This would mean leveraging AI to gauge user habits and maximise the charging cycles lowering battery degradation and increasing the lifespan of the phone, which would give a better value proposition than the medical feature.
· Threat: Feature Parity and Commoditization is the primary threat. The market of the mobile accessories is very saturated. In the absence of a proprietary ecosystem lock-in, Power Case will be easily duplicated by low-cost rivals.
2. Analysis of Environmental Actor: E-Waste and the Circular Economy 
The world e-crisis of waste, less than 22.3 percent of which is currently recycled despite a new 62 million tonnes per year produced in 2022 (Figure 4), is causing tougher international standards such as the EU WEEE Directive. The influence on material sourcing and product design affects the industry due to this push towards a circular economy (Shahabuddin et al., 2022).
Pioneer (Apple Airband - Premium/Ecosystem Focus):
· Opportunity: Apple could utilise the environmental leadership into a competitive strength. They have the option of investing in the new closed-loop recycling initiatives and making more visible increased use of recycled materials. With Design for Disassembly and strong trade-in programmes of the Airband, they target the high-end, sustainability-sensitive customer, and at the same time they ensure such a customer access to the crucial and rare minerals in the form of rare earth in the future.
· Threat: The Airband design of the miniature is technologically costly to design in such a way that it can be easily serviced by replacing damaged components without compromising such features like water resistance (Apple, 2024). Failure of supply chain is the riskiest. The breach of ethical sourcing and environmental regulations by a third-party supplier might result in a serious crisis and an extensive reaction of the brand since people expect the pioneer to follow the highest standards of sustainability.
Follower (OnePlus Power Case - Utility/Value Focus):
· Opportunity: OnePlus can market the Power Case as an anti-obsolescence device and exploit the relatively trending Right to Repair sentiment. The emphasis on long-life battery parts, and certified mass-market-recycled polymers on the shell position the product as a durable accessory that is actively increasing the functional life of the phone, providing a value-driven sustainability storey.
· Threat: Supply Chain Scrutiny and Safety Regulation is the main threat. Power Case becomes a target of the strict international safety and disposal standards on lithium-ion batteries (OnePlus, 2024). With lean supply chains being run by followers and in most of the cases to preserve low-cost, the risk of non-compliance, as a result of regulation, is increased.
[bookmark: _Toc214549042]3. Task 2: Strategic Responses of Pioneering and Follower Organisations 
The choice of strategies of groundbreaking and adherent companies is simply determined by their market position, access to resources, and risk-taking (Ayeni, 2025). Pioneers would want to enjoy market ownership and to control the ecosystem, whereas the followers desire to gain the market share efficiently through a provision of competitive utility and value (Johnson et al., 2017). The Growth Matrix of the Ansoff offers a sound model on which these strategic growth moves can be assessed in respect to product and market risk.
[bookmark: _Toc214549043]3.1 Pioneering Organisations’ Strategic Responses
The market and high-water mark of quality and pricing are set by more innovative companies such as Apple. They plan to expand their high-value ecosystem by diversifying their products and developing them to keep their competitive advantage due to their superior combination and brand recognition.
Critical Evaluation of Pioneering Strategy
The differentiation and lock-in represent the strategy of Apple (Apple, 2024). When launching a New Product such as the Apple Airband, the strategic response will mean to ensure that it owns the market it is generating long-term (Apple, 2024). This presupposes huge, long-term investment in research and development in order to be the first with the regulated standards, which supports the high costs of the product as the sign of the innovative position. This strategy has a very high risk, yet the greatest possible returns in the long term, including the control of the fundamental technologies of the platform. Netflix is a strong success storey of a game-changer in the Diversification (Higson, 2021). One of the most typical scenarios of this strategy is the introduction of the Apple Watch itself (Apple, 2024). It was an introduction as a Product Development play. In the course of time, with Apple receiving regulatory clearance, the product shifted to a Diversification strategy, which focused on the regulated healthcare market, which essentially altered the scope of competition of the product and increased the competitive entry barricade of all followers (Apple, 2024).
Application of Ansoff’s Growth Matrix (Apple Airband)
The introduction of new products and entry to new markets make up a large proportion of the multi-quadrant play by Apple with the introduction of the Airband.
	Quadrant
	Strategy
	Airband Application (Existing Market / New Market)
	Strategic Imperative

	Market Penetration
	Existing Product, Existing Market
	Encourage existing iPhone/Apple Watch users to use and rely on the existing Apple Health App and iOS features more frequently due to the Airband's advanced data input.
	Low Risk. Increases usage intensity of current services, increasing customer stickiness.

	Product Development
	New Product, Existing Market
	The Airband (New Product) is designed for the existing Apple ecosystem user base (iPhone owners) but targets a different need dedicated, high-accuracy health screening (Apple, 2024).
	Primary Focus. Deepens engagement with current customers, expanding the product line and increasing customer lifetime value (CLV).

	Market Development
	Existing Product, New Market
	Leverage the iPhone and Apple Health App (Existing Products) to target specific, professional Health Institution Segments (New Market) by demonstrating the Airband's utility for clinical research or remote patient monitoring (Apple, 2024).
	Moderate Risk. Uses proven technology to enter a new segment within the broader health market.

	Diversification
	New Product, New Market
	The Airband allows Apple to enter the highly regulated Medical Device and Insurance Sector (New Market) with a dedicated health wearable (New Product) (Apple, 2024).
	Highest Risk/Reward. Creates a completely new, regulated revenue stream, moving Apple into the healthcare industry and spreading revenue risk beyond consumer cycles.


[bookmark: _Toc214549044]3.3 Follower Organisations’ Strategic Responses
Second-mover advantage is a highly efficient execution that should be performed by follower organisations such OnePlus. They rely on Product Development as their plan of action, which means launching competing capabilities or accessories at a relatively appealing value proposal at an ear-bopping speed.
Critical Evaluation of Follower Strategy
The OnePlus approach is based on a feature velocity and price-performance leadership (OnePlus, 2024). In response to outside trends, they are launching the PowerCase Product Development to add value to their current market. They are critically circumventing the costly prices of advancing the medical grading research or spending much on market education. They are instead concerned with the utilisation of established technology to their own market base, with maximum efficiency and utility to stay relevant in competition to the Apple luxurious branding. The use of the concept of the foldable phone at Samsung is a pertinent follower strategy. Samsung made quick iterations of the Galaxy Fold quickly to bring to its current Android customer base (Hardy, 2021), whereas Royole and others took the initiative. It applied the Market Development strategy through rapid market expansion into various geographic markets (new regions) at the time when Apple was still working with the conventional smartphone form factor (Hardy, 2021). This has enabled Samsung to be able to capture their premium segment market share without having to incur the entire R&D cost of the original concept design. Likewise, the Xiaomi (a OnePlus competitor) is using the same follower strategy of Product Development by flooding the current smartphone market with an enormous number of low-priced, high-use accessories (He and Sun, 2021).
Application of Ansoff’s Growth Matrix (OnePlus Power Case)
The introduction of the Power Case by OnePlus is mainly aimed at strengthening its own market, as it is strong in mobile accessory.
	Quadrant
	Strategy
	Power Case Application (Existing Market / New Market)
	Strategic Imperative

	Market Penetration
	Existing Product, Existing Market
	The Power Case is marketed as a superior utility accessory that encourages more customers to purchase the OnePlus Phone (Existing Product) over competitors, thereby increasing market share (OnePlus, 2024).
	Crucial Focus. Uses an accessory's feature set (speed, capacity) to enhance the attractiveness of the core phone in the current market.

	Product Development
	New Product, Existing Market
	The Power Case (New Product) is a key accessory designed to solve the common battery anxiety of existing OnePlus phone owners (Existing Market).
	Primary Focus. A low-risk move that generates profitable accessory revenue and improves the overall experience of the existing customer base (OnePlus, 2024).

	Market Development
	Existing Product, New Market
	Use the existing, high-performance OnePlus Phone hardware to target the Enterprise/B2B Segment (New Market) where long battery life and protective cases (like the Power Case) are mission-critical requirements (OnePlus, 2024).
	Moderate Risk. Leveraging the phone's reliability and the case's utility to capture new segments outside of the consumer market.

	Diversification
	New Product, New Market
	This is the least likely strategy. It would involve the Power Case technology being spun off into an unrelated New Market, such as manufacturing external, high-capacity industrial power packs for remote equipment.
	Highest Risk. Generally avoided by followers unless they have excess manufacturing capacity or specific expertise transferable to an entirely new industry (OnePlus, 2024).





[bookmark: _Toc214549045]4. Conclusion 
As indicated in this report, the consumer electronics industry is changing its alignment with the constantly fast-changing technological developments and rising environmental demands, which means that firms need to constantly scan and adjust with the forces at the macro-level. Apple being an innovator and ecosystem strength and innovation-driven strategies, and OnePlus being a follower, are reliant on all the factors of speed, value and efficient adaptation. The analysis has shown that convergence of technology in AI health monitoring and adoption of a global circle economy has opportunities and threats to every organisation. Finally, a successful strategic marketing requires proper scanning of the environment and responsiveness that can help firms to remain competitive in rapidly changing markets.


[bookmark: _Toc214549046]5. References 
Akpoviroro, K.S. and Owotutu, S.O., (2018). Impact of external business environment on organizational performance. International Journal of Advance Research and Innovative Ideas in Education, 4(3), pp.498-505.
Apple (2024). Apple Watch. [online] Apple (Armenia). Available at: https://www.apple.com/am/watch/ 
Ayeni, W. (2025). Entrepreneurial Abilities and Business Performance: Enacting Business Survival Paradigm from Electronics Informal Market, Nigeria. World, 6(2), pp.75–75. doi: https://doi.org/10.3390/world6020075 
Corvellec, H., Stowell, A.F. and Johansson, N. (2021). Critiques of the circular economy. Journal of Industrial Ecology, [online] 26(2), pp.421–432. doi: https://doi.org/10.1111/jiec.13187 
de Bruin, L. (2016). Scanning the environment: PESTEL analysis. [online] B2U - Business-to-you. Available at: https://www.business-to-you.com/scanning-the-environment-pestel-analysis/ 
Grand View Research (2024). Wearable Technology Market Size | Industry Report, 2020-2027. [online] Grand View Research. Available at: https://www.grandviewresearch.com/industry-analysis/wearable-technology-market.
Hardy, E. (2021). The Smartphone Market. [online] www.theseus.fi. Available at: https://www.theseus.fi/handle/10024/504045 
He, S. and Sun, S. (2021). A Study of Brand Communication Strategies of Xiaomi. Proceedings of the 2021 3rd International Conference on Economic Management and Cultural Industry (ICEMCI 2021), 203. doi: https://doi.org/10.2991/assehr.k.211209.081 
Higson, A. (2021). NETFLIX – THE CURATION OF TASTE AND THE BUSINESS OF DIVERSIFICATION. Studia Humanistyczne AGH, [online] 20(4), pp.7–25. Available at: https://www.ceeol.com/search/article-detail?id=1011538 
Johnson, G., Whittington, R., Scholes, K., Angwin, D., & Regnér, P. (2017) Exploring strategy : text and cases. Eleventh edition. Harlow: Pearson Education Limited.
KannamwaᵲS. (2023). Building Brand Architecture Report: Apple VS One Plus Introduction: This report aims to compare the brand architecture of two well-known technology companies, Apple and OnePlus. Both companies operate in the smartphone industry but have different branding approaches. [online] Linkedin.com. Available at: https://www.linkedin.com/pulse/building-brand-architecture-report-apple-vs-one-plus-kannamwa%E1%B5%B2 [Accessed 19 Nov. 2025].
Kotler, P., Armstrong, G., Harris, L. and Piercy, N. (2020) Principles of marketing. 8th European edn. Harlow: Pearson.
Olumide Emmanuel Ibikunle, Usuemerai, P.A., Abass, L.A., Alemede, V. and Akachukwu Obianuju Mbata (2024). Artificial intelligence in healthcare forecasting: Enhancing market strategy with predictive analytics. International Journal of Applied Research in Social Sciences, [online] 6(10), pp.2409–2446. doi: https://doi.org/10.51594/ijarss.v6i10.1640 
OnePlus. (2024). OnePlus. [online] Available at: https://www.oneplus.com/bd [Accessed 20 Nov. 2025].
Porter, M.E. (1980) Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: The Free Press. 
Shahabuddin, M., Uddin, M.N., Chowdhury, J.I., Ahmed, S.F., Uddin, M.N., Mofijur, M. and Uddin, M.A. (2022). A review of the recent development, challenges, and opportunities of electronic waste (e-waste). International Journal of Environmental Science and Technology, 20. doi: https://doi.org/10.1007/s13762-022-04274-w 
Tikhonov, A. and Zelentsova, L., (2021). Analysis of External and Internal Factors of Business Competitiveness. Quality-Access to Success, 22(182).
UNITAR (2024). The global E-waste Monitor 2024 – Electronic Waste Rising Five Times Faster than Documented E-waste Recycling: UN. [online] E-Waste Monitor. Available at: https://ewastemonitor.info/the-global-e-waste-monitor-2024/ 
2

image3.png
ENVIRON
MENTAL

TECHNO
LOGICAL





image4.png
Wearable Technology Market ==
Size, by Region, 2018 - 2030

200 $186.1
[ |
]
(=0 -
a
i =
ol $985 mmm
5 100 $842 mmmm
g
:
x

= ]
—_
50 _—_ ...
smnnnil
asmmEBE

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

o

2018 201

©

@ MEA Latin America Asia Pacific @ Europe @ North America




image5.png
%000

000

7500

.00

000

5500

5000

00

.00

2000

15.00

1000

s00

w0

s

5000

Forecasted total e-waste generated (Billion Kg)

Total cvast

generated (Bilon Kg)

= Total e waste generated (Billion Ke) Forecasted

a4




image6.jpeg
Apple watch series: Health monitoring wearable devices

Apple launched influential health tracking smart watch device to promote
healthy lifestyle

E

Key features Results

o Fall detection & send alerts in o Improve chronic disease
emergency management
o Faciltate real time ECG data for o Consistent monitor of patient health

health heart
o Sensors for Afrial fibrillation detection
o Add text here
o Add text here
o Add text here
o Add text here

o 90%accuracy of stored medical data
o Add fext here
o Add text here
o Add text here
o Add text here
o Add text here

Thi

ur au




image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png
HAM KANNAMWAR





