[image: ]


Assessment 1
Name: Aayushy Patel
Student id: 2503361
Module name: Marketing Management
Module code: LCMB7024
Lecturer’s name: Dr jayalakhshmi Gopalkrishnan 
Word count: 2504
Term 1


Table of Contents
1. Introduction	3
2. Task 1: Critical analysis of the macro marketing environment	3
2.1 Overview of the macro marketing environment	3
2.2 Selection of the two macro marketing actors	5
2.3 Critical analysis of each actor	6
3. Task 2: Strategic responses of pioneering and follower organisations	8
3.1 Pioneering organisation’s strategic responses	8
3.2 Follower organisation’s strategic responses	12
4. Conclusion	15
References	17




1. Introduction
The purpose of the report is to evaluate the marketing environment analysis of a pioneering company of the global automobile industry and its follower company. It is related to strategic marketing management and assessing the importance of external macro marketing factors. The pioneer company is BMW and the follower company is VinFast which is a Vietnam based automobile company. The analysis of the macro marketing environment is crucial in terms of strategic decision-making as it helps in identifying market threats and opportunities (Nair and Gupta, 2021). Hence, the report will discuss the environment of macro marketing related to BMW operations in the UK in Task 1. It will lead to the discussion of strategic responses of BMW as a pioneering organisation and VinFast as a follower organisation using relevant strategic models in Task 2. 
2. Task 1: Critical analysis of the macro marketing environment
2.1 Overview of the macro marketing environment
Gini and Agala (2023) have described the macro environment for a business as a larger social force that impacts the marketing environment. The working of external forces, such as political, economic, social, legal, and other factors, is important to comprehend as they are important to determine marketing strategies. Hence, these factors can be regarded as uncontrollable and necessitate a proactive approach to identifying market opportunities and threats. 
Political factors have a high impact as Brexit has created uncertainty for trade, customs, and the supply chain and there is political pressure to meet carbon emission targets. Economic factors create a moderate impact as corporate tax affects profitability and the inflation rate of the UK is 3.8% as of September 2025 (Clark, 2025). Social factors cast a high impact for the growing consumer demand for hybrid and electric vehicles (EVs) and the consumer base is being impacted by an aging population in the European market. Technological elements have a high impact due to integrating AI-enabled technologies in vehicles is a key trend and self-driving technology as a key technological frontier. However, legal factors cause a moderate impact by complying with the EU and stringent UK regulations and strict adherence to the Consumer Rights Act 2015 (GOV.UK, 2025). Finally, the environmental factors create a moderate impact through product development and low-emission powertrains and regulatory focus on the complete car lifecycle and changes in waste management policies (GOV.UK, 2025). 
The PESTLE analysis demonstrates the differences between the macro-environment of the UK. From the analysis, it can be stated that product range and demands are the key differentiators in the UK. For instance, BMW offers a wide range of models in the UK, such as large SUVs and M models, which are more appealing in the road network of this nation (BMW Group, 2025). From the point of view of promotional focus, the advertising of BMW is bolder in the UK to promote the joy of driving and car performance. Contrarily, meeting the European emissions standards is challenging for BMW in the UK market with the emergence of strong dealer franchise laws (IEA, 2025). Hence, despite sharing a common brand identity in these two nations, BMW has adapted to the unique market environments as a premium and performance-oriented car manufacturer.
2.2 Selection of the two macro marketing actors
Technological and environmental factors can be selected as two external macro environmental actors in this context. 
a) Technological 
Justification as an environmental actor
In the context of strategic analysis using the PESTLE framework, technological factors are distinct and significantly impact business operations. It has a direct connection with ecology as it is a core component of the business environment (Leroi-Werelds et al. 2021). For instance, industrial technologies are crucial to reduce pollution from internal-combustion engines. 
Relevance and influence within the automobile industry 
Technology is highly relevant and influential in the current automobile industry as an environmental actor, as it primarily drives innovation. As per the reports of mid-2025, 20-25% of new car sales in the UK include battery electric vehicles (BEVs), which is a technological innovation of this industry (UK Parliament, 2025). This growth has been supported by UK policies like the Zero Emission Vehicle (ZEV), which projects the relevance and impact of technology. Therefore, choosing this environmental actor in this context is justified to understand the current market trends. 
b) Environmental 
Justification as an environmental actor
Environmental factors are important to consider while discussing the market analysis and environmental actors of the automobile industry. The paradigm of this industry has shifted due to the rising environmental concerns (Neolaka et al. 2023). It has transformed the methods of manufacturing vehicles, how they are used, and how they are disposed of as well. The influence of the environmental factors stems from the ecological problems resulting from the industry itself. 
Relevance and influence within the automobile industry
The automobile industry of the UK is constantly striving to reduce carbon emissions and resource depletion, which makes this actor highly relevant and impactful. The industry has introduced plug-in hybrids in EVs that share the sales of 32.1% as per the reports of April 2025 (UK Parliament, 2025). The market has also shown a steady growth with EV sales increasing by 39.6% in June 2025 as compared to the previous year. Hence, charging infrastructure is also developing on UK roads, which makes environmental factors a suitable macro marketing actor.
2.3 Critical analysis of each actor
Technological factors 
Impact analysis 
BMW, as a pioneer, is a premium leader where technological actors have offered the opportunity of high control of high-end R&D. For instance, BMW has invested around €9.1 billion in R&D in 2024 to lead next-gen tech, which has increased its sales by 427,000 units in the same year (BMW Group, 2025). On the other hand, VinFast is a follower organisation, which has obtained the opportunity of a “clean-sheet” design and adopted a vertical integration strategy to launch its EV line-up. However, technology presents BMW with a high transition cost as a threat and quality concerns for VinFast.
Key strategic implications 
The strategic implications of technology for BMW involve sustained R&D and platform shift with the focus area of software experience and hydrogen exploration (Pascucci et al. 2023). Whereas, the implications of the technological actor for VinFast lie in its aggressive localisation and value capture, focusing on cost optimisation and quality control. 
Environmental factors 
Impact analysis 
The environmental elements provide BMW with the opportunity of leadership in sustainability and premium pricing by embedding an approach of a holistic circular economy. For instance, BMW is committed to reducing carbon emissions by 40% per vehicle by 2030 (ET Auto, 2022). For VinFast, a follower organisation of BMW, environmental factors have helped in defining the brand as the company has promoted zero-tailpipe emissions. In contrast, Scope 3 Emissions scrutiny and supply chain dependency are threats for BMW and VinFast, respectively. 
Key strategic implications
BMW, being the pioneer company, has mandated a circular economy for protective resource management as a strategic implication of the environmental factors. Similarly, the focus areas of VinFast are factory green certification and energy efficiency in manufacturing using cost-effective green compliance (Kumar et al. 2021).
3. Task 2: Strategic responses of pioneering and follower organisations
3.1 Pioneering organisation’s strategic responses
BMW responding to external challenges and opportunities
Response to opportunities: BMW has responded to its technological opportunity of “high control of high-end R&D” by developing the Gen6 battery cells using in-house R&D, which has its uniqueness to provide the company competitiveness. Similarly, the environmental opportunity of “leadership in sustainability and premium pricing” has been responded to by using AI and automation with “design for circularity” and cutting manufacturing cost by 25% for resource optimisation and more availability (Evison, 2025).
Response to threats: BMW has responded to the technological threat of “high transition cost” by creating the Neue Klasse platform for scaling and efficiency. The environmental threat of “Scope 3 emissions scrutiny” has been responded to by the Science-Based Emission Targets (SBTi) to significantly cut greenhouse emissions (BMW Group, 2025).
The marketing strategies of BMW are more successful in the UK as the company responds strategically to overcome the external issues. The growth rate of BMW in the UK is 12% as a leading premium luxury car brand with a market share of 22.6% in this sector in 2024 (BMW Group, 2025). In the success metric of EV adoption and future-proofing, the e-mobility strategy of BMW focuses on electrification in the UK. As per the statistics of 2024, 26.9% BMW registrations are BEV and PHEV in the UK (Evison, 2025). The application of Cultural Relativism in the context of BMW's ethical marketing practice demonstrates that the practices of BMW are ethical in the UK. However, BMW faces ethical issues of greenwashing in this region, especially related to environmental impacts. For instance, the primary ethical response in the UK involves transparency and literal truth by complying with regulatory bodies like the ASA. 
Ansoff’s Growth Matrix
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Figure 1: Ansoff Matrix of BMW
(Source: Influenced by Pascucci et al. 2023)
As per this matrix, using the strategy of market penetration comes with the lowest risk for BMW with existing products in the existing markets. The critical evaluation of this business shows that the response of this pioneer company involves incumbency and defence by leveraging a strong distribution network and brand loyalty (Pascucci et al. 2023). In terms of brand awareness, BMW has created a top position in the UK with a strong sales growth of 7 Series (+48%) and XM (+184%) (BMW Group, 2025). Hence, it meets the technological opportunity of “leadership in sustainability and premium pricing”. It has been suggested that the success of bold and luxury innovation is a key component of marketing strategies in this region. BMW has 160 physical sites involving 120 full dealerships in the UK, providing an exceptional customer experience. Therefore, the marketing strategy of BMW in the UK is successful in capitalising on the growing demand for EVs. On the other hand, using product development strategies can cause moderate risk for BMW. The example of the Neue Klasse platform has shown as response to the environmental threat of “high transition cost”. The response of innovation-as-defence strategy through the development of the 6th-gen EV platform and battery technology meets the technological opportunity of “high control of high-end R&D” (Chakravarty, 2025).
Porter’s Generic Matrix 
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Figure 2: Porter’s Generic Matrix for BMW
(Source: Influenced by Ali and Anwar, 2021)
As per Porter's Matrix, differentiation is the primary strategy of BMW to create products and services that are industry-wide perceived. The introduction of the "Ultimate Driving Machine" can be seen as a pioneering response to to the opportunity of “high-end R&D” (Ali and Anwar, 2021). However, it imposes the challenge of digital differentiation as Tesla, a prominent rival company, has superior software. Besides, cost leadership is a supporting strategy of BMW to mitigate the technologial threat of “high transition cost”. It imposes the challenge of economies of scale for which BMW has applied the iFACTORY modularity and production system (BMW Group, 2022). This response can be regarded as a defence against the environmental opportunity of “leadership in sustainability and premium pricing”. Therefore, BMW is currently focusing on promoting its high-end niches, such as M and 7/8 Series, to overcome this challenge during the uncertain EV transition. These segments are less price sensitive, providing the brand with an 8-10% EBIT margin (BMW Group, 2025).
3.2 Follower organisation’s strategic responses
VinFast adopts its strategies to sustain competitiveness
Response to opportunities: VinFast's response to its technological opportunity, “clean-sheet design,” is embedded within its EV-optimised interiors using modern digital technologies, such as AI and automation. The environmental opportunity of “brand definition” is responded to by the utilisation of smart technology, like AI with a 125,000-mile warranty (Nguyen, 2025).
Response to threats: VinFast has responded to the technological threat of “quality concerns” with the implementation of Kaizen and process improvement to address manufacturing inconsistencies. Besides, the environmental threat of “supply chain dependency” is addressed with vertical integration with the usage of in-house battery technology to increase resource availability.
VinFast is a relatively new competitor in the fiercely competitive international EV market that must employ a high-risk and aggressive strategy. The right implementation of such strategies can help the company establish a strong position against its existing competitors, like BMW (Gini and Agala, 2023). VinFast has set a speedy and vertical integration so that competitive advantages can be gained. The company promotes a unique customer policy, including an original battery leasing model and warranty. The introduction of the Vingroup tech ecosystem is considered crucial for its differentiation tactics to attract EV buyers purchasing such products for the first time (Neolaka et al. 2023). As per the reports of October 2025, VinFast has delivered over 20,000 EVs, with its VF 3 being the top seller (Nguyen, 2025). Besides, the company holds 26.7% of the market share in the passenger car market of Vietnam, showing the effectiveness of its strategies to acquire competitive benefits. 
Ansoff's Growth Matrix 
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Figure 3: Ansoff Matrix for VinFast 
(Source: Influenced by Kuc and Borkowski, 2021)
As per the Ansoff Matrix, market development is the primary strategy of VinFast to grow its existing product line (EV SUVs) into new markets (Kuc and Borkowski, 2021). This dominant strategy is highly supported by its environmental opportunity of “brand definition”. For instance, the key action of VinFast in terms of market development involves aggressive global expansion. The brand has already tapped into developed markets, such as Germany, the US, Canada, and France. North Carolina is the major manufacturing plant of VinFast to enter high-growth emerging markets, like India (Banka et al. 2022). It shows the core strategy of high-risk and high-reward as the company carried the technological threat of quality issues. 
Porter’s Generic Strategy 
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Figure 4: Porter’s Generic Strategy of VinFast
(Source: Influenced by Guarascio et al. 2024)
The position of VinFast in its market is a strategic hybrid that focuses on obtaining a lower relative price point. The company offers high technological features in the global market distribution channels, which helps in overcoming the environmental threat of “supply chain dependency” (Business Standard, 2025). VinFast uses the cost leadership strategy with its vertical integration and scale to control R&D and manufacturing. This strategy aims to reduce the costs of the external supply chain, and the market development helps in achieving vast economies of scale. It is essential to maintain cost leadership, yet it imposes the challenge of competition against local market giants like BYD, a mass market player (WIPO, 2023). Thus, VinFast needs to scale its EU and the US plants to distribute its high fixed costs and achieve sustainable pricing. It has resulted in a 38% plunge in the share price of Vingroup with a combined loss of $5.7 billion from 2020 (Guarascio et al. 2024).
4. Conclusion
The critical evaluation of marketing strategies related to BMW in the UK shows that the strategies used in the UK are more appropriate and successful. The major focus of this report has relied on assessing the macro marketing environment, which is a primary element of strategic decision-making. The report has included a discussion on the macro environment related to the automotive industry. BMW has been chosen as a pioneer brand, whereas VinFast is a follower company selected to be studied in this report. Besides, the macro environment has been predicted using PESTLE as a theoretical framework. It has been indicated that the European emissions standards are strict, imposing a challenge for BMW to meet them. Technological and environmental actors have been chosen as external macro marketing factors, along with justification and their relevance to the automobile industry. For a detailed analysis of strategic responses of BMW and VinFast, Ansoff's Matrix and Porter’s Generic Strategy have been implemented. The analyses have shown that both of these companies have taken calculated moves as their responses.
The marketing responses of both the pioneer and the follower organisations are related to environmental scanning and adaptive marketing. For instance, the marketing strategies and responses are strategically significant to establish the EV line-up as per the environmental standards. It can proactively identify new opportunities and manage uncertainties to maintain competitive advantages. Environmental scanning gathers and analyses information about external business factors to recognise potential trends. Companies can obtain the necessary data to make informed decisions for successful strategic planning. Similarly, adaptive marketing responses modify marketing strategies based on the acquired insights to enhance business resilience.
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