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Centrica
[bookmark: _Toc89453990]Introduction
Marketing can be a surprisingly impenetrable subject with jargon and technical terms. Nevertheless, marketing itself is remarkably accessible, as it relies on introductory human psychology. This report breaks down marketing fundamentals and lays out a list of intricacies of operations and adaption of new strategies when a company faces challenges. It will also focus on understanding customers and how to reach them and shape the organizational culture.
Content can be developed in many different forms throughout the life cycle of a company's marketing strategies. According to research, 46 per cent of B2B marketers create content with awareness, general knowledge, or thought leadership goals. Thirty-two per cent create content to drive sales. The remaining 9 per cent provide information around customer service and product support (Stahl, 2020). In addition to developing content for these specific goals, B2B marketers were also creating content to drive brand awareness and generate leads through social media posts (34%), email marketing (28%), and paid advertising (19%). It is a public limited company listed on the London Stock Exchange and a constituent of the FTSE 100 Index. It employs 41,164 people (2012) (Babu, 2021). The company serves ten million customers in the UK and North American markets with a network of over four thousand centres and is one of the United Kingdom's largest providers of gas, electricity, and other home energy services (Stahl, 2020). Various situation analysis models, segmentation, targeting, positioning, and marketing mix strategies should be examined to recognise the impact that the COVID-19 pandemic has had on Centrica.
[bookmark: _Toc89453991]Centrica
Centrica plc is a British multinational utility company with its registered office in Nottingham. The company provides electricity and gas to businesses, households in a business environment several failures; It is listed on the London Stock Exchange and is a constituent of the FTSE 100 Index. Centrica is one of the UK's largest utility companies. It was formed in 1997 from the merger of Scottish Power and British Energy, and by 2000, it had risen to be the second leading power supplier in Britain. Centrica is headquartered in Nottingham, England. Centrica has four core businesses: electricity and gas, energy supply, renewables/utilities, and distribution. In 2013, Centrica generated £20 billion in revenues by generating electricity, gas, and renewable biomass through its generation subsidiary Horizon Wind farms (Alves, 2021).
For the past few months, a pandemic has been ravaging Centrica. They are planning to take advantage of this pandemic by using it as an opportunity to increase their profits and market share by developing more innovative and efficient marketing techniques. The first step is to analyse what other companies in the industry have done over the past few months to see what marketing techniques have been successful for those companies (Alves, 2021). It will help develop new strategies for the company and prevent it from going down the wrong path. To understand what other companies in the industry have done in the past few months, they will conduct internal and external analyses.
Internal analysis is how well their marketing team accomplished what they were trying to sell over the past few months. An assessment of this marketing effort will help them understand the current state of their competition and what has worked for them and not for them. Secondly, external analysis is done by studying their competitors (Babu, 2021). This research helps them understand more about their competitors' strategies and assess how much room they have to grow or decline over the next year while using information from the pandemic as leverage against those trying to grow too quickly.
Centrica: Porter Five Forces Analysis
Porter's five forces analysis is a tool for understanding when competition for market share is likely to be most intense. These five factors are often used to determine the profitability of an industry and whether a firm must be cautious with its strategy, or can afford some risk (Jurevicius, 2021). In the case of Centrica, Porter's five forces analysis is valuable when looking at the level of competition in the industry and whether Centrica can take on its rivals. In recent years, competition in the energy industry has increased due to climate change, which has led to various companies in different countries bringing their prices down to be more competitive and to attract customers.
One of the factors identified by Porter is the rivalry. The rivalry within the energy industry is very intense. It means that Centrica must be cautious with what it does since its rivals could quickly take away any of its market shares if it is not strategic enough. It could mean reducing prices, either through severe cost-cutting measures, offering discounted products, or by increasing its marketing campaigns (Alves, 2021). However, if Centrica's rivals are doing the same thing, then Centrica may not be able to gain a competitive advantage and may end up losing money. The key here is to achieve critical mass to sustain its marketing activity.
Another factor identified was the threat of new entrants. Due to the recent climate change, many firms have been entering the energy market to capture a market share from established firms. It has happened in many countries, including the UK and Australia, where Centrica operates (Babu, 2021). It has led to price wars, through which companies try and gain a competitive advantage by offering better deals than their competitors.
The covid-19 pandemic is another threat identified by Porter. This pandemic could lead to adverse outcomes for Centrica, such as if the country were to ban travel or if the number of people going on holiday decreased substantially. Also, the pandemic might mean that people do not have enough money to pay energy bills and other essential bills, which would mean that they would not be able to afford energy products (Babu, 2021). The pandemic may also lead countries to ban flights, which would make it difficult to deliver products and supplies across international boundaries.
[bookmark: _Toc89453992]Situational analysis model
In a business environment, several different types of analytical models can be employed. One such type is a situational analysis model. This model is designed to help a business anticipate and deal with potential problems before they arise to avoid the need for more expensive intervention later on (Lake, 2020). It also assists in identifying key issues that can negatively impact the company's performance and those that can positively affect it.
Situational analysis models can be used for various purposes, such as evaluating an existing situation, analysing anticipated situations and trends, or identifying critical success factors that can positively impact a company (Lake, 2020). They are commonly used to examine potential problems that are likely to emerge in future and assess any problems that have already emerged to determine the cause and the possible ways of solving these issues.
Businesses must use quantitative and qualitative data to create their situational analysis models. It ensures that they can obtain accurate results when conducting the analyses. In order to analyse a situation correctly, the business should first determine the entire situation in detail. The resulting information will also be used to make predictions about future events. Before attempting to predict risk, businesses need to examine potential risks or issues that may result from implementing their planned activity or product. They will also need to consider any problems caused by operations failures (SAMHSA, 2018). The analysis of risks and issues is one of the most vital parts of a situational analysis model as it enables them to make well-informed decisions on how best to attack any problem they may encounter later on.
[bookmark: _Toc89453993]SWOT analysis
A SWOT analysis is a strategic planning tool used to analyses an organization. In the case of a company, this would be the company itself. It is built around two key factors: strengths and weaknesses. The power of a SWOT analysis comes from how one defines each factor by understanding what motivates the business and what distinguishes it from its competition (Kenton, 2019). Using this framework, the marketing management team can develop strategies to improve over time in identifying specific opportunities worth pursuing instead of simply focusing on more traditional KPIs like market share or net profit growth.
A SWOT analysis consists of several factors that can help the company in question. These factors are very much interconnected so when considering the strengths and weaknesses of the company, it is essential to understand how they interact. Using this tool in Centrica yields essential information. Centrica plc is a British energy provider that operates in most of the U.K., Ireland, France, Italy and Spain through its four subsidiaries: Brit Gas PLC, Centrica Energy Limited, Coillte Group Limited and RWE Npower Europe Gmbh. The company has a strategic objective of being the energy provision company of choice in the UK and Ireland and has plans to expand throughout Europe (Centrica, 2019).
[bookmark: _Toc89453994]Strengths:
The best-performing bottom lines of any major British utility is leverage, good cash flow, and low debt, strength in change management. Centrica, through its subsidiaries, has a good reputation in the UKU.K. and Ireland as a safe and reliable energy provider with around 5 million customers. Centrica also has a strong emphasis on corporate responsibility and is one of the greenest energy providers committed to reducing their operational carbon emissions by 60% by 2017; this gives them a competitive advantage (Centrica, 2019). In addition, Centrica is an international business and operates in all four corners of the world; this gives them more exposure to markets that can diversify their portfolio and provide better returns from investments.
[bookmark: _Toc89453995]Weaknesses:
Centrica's cost structure is relatively high compared to other leading companies in their industry, such as EDF Energy or SSE. This high-cost structure and high debt give them a weakness in dealing with up-to-date technology, and as such, they have a high risk of protecting their bottom line and finances (Centrica, 2019). 
[bookmark: _Toc89453996]Opportunities:
Centrica is involved in the housing market through their Irish subsidiary, Coillte; this allows them to strengthen their relationships with customers and provide better service. Also, providing better service to the public will allow them to increase customer loyalty which can be used to expand further into new markets. Centrica has plans to purchase the Hinkley Point nuclear power plant from UK Nuclear Fuels Ltd. (UKNF); this will give them an opportunity to expand their business and profits by switching from oil, gas and coal to nuclear power plants (Centrica, 2019). 
[bookmark: _Toc89453997]Threats:
Centrica has only a minor presence in the European energy market, which gives them a threat when compared with their UK rival EDF Energy and Spanish rival Iberdrola; as they are more established in Europe, Centrica is at risk of losing out on future profits from energy companies as well/or contracts. Over-expansion into new markets can also give them a treat as this is a risky venture that could see profits drop and increase costs (McMahon, 2021). The loss of customer loyalty for products or services provided by Centrica could lead to the defection of 5 million customers from one energy provider to another.
[bookmark: _Toc89453998]Threats to Champions:
Centrica has an exciting opportunity to expand their business into new markets; however, they must ensure the expansion of these markets is not at the expense of their current operations in the UK and Ireland. In addition, their expansion plans must not affect their widely acclaimed customer loyalty, support and promotion programs that have seen Centrica become leader in safety and environmental responsibility amongst energy providers (Centrica, 2019).
[bookmark: _Toc89453999]Centrica: Segmentation and the covid-19 pandemic
In a segmentation model, segments are specified by customer attractiveness point, customer life cycle stage (from early adopters to laggards), customer attitudes and perceptions and customer needs. There is also an intangible segment of "other" (e.g. non-customers). A market segmentation model has a valuable starting point for any marketing analysis project as it allows for a clear definition of the problem to solve. In the case of Centrica, an effective segmentation scheme would be to identify the market in terms of customer needs, attitudes, perceptions and life stages, and application-specific information such as technology to enable a clear view of the target market (Matherson, 2020). As the COVID-19 pandemic has led to changes in the demographics of Centrica's customer base, it would be helpful to assess the segmentation scheme. For example, the value of a segment based on customer attitudes may have decreased during the past pandemic.
Customer Life Cycle: The life cycle of a customer is believed to include four stages: earl adopters, early majority, late majority, and laggards (although this can be expanded into a three-stage model if attitudes and perceptions are included). The life cycle is believed to be a continuous cycle as customers move from one stage to another, eventually returning to the beginning stage (Chaffey, 2017). Early adopters are usually the first to try a new product or service. They are willing to take risks and try a new technology or service even if they may suffer from poor quality and reliability.
Customer Attitudes and Perceptions: Customer attitudes and perceptions include basic information such as brand awareness and trust, but also more complex aspects of customer attitude such as satisfaction, loyalty, perception of value for money, perceived quality or perceived usefulness.
Customer Needs: Customer needs are an intangible customer segment that includes customer expectations and satisfaction expressed in terms of what a business should offer in order to meet the customer's needs. A typical product is likely to have segments separated by perceived quality (e.g., standard, premium, deluxe or extra deluxe) and price (high/low) (Chaffey, 2017). Note that this is based on a change in demographics after the onset of the pandemic with reduced numbers of older customers who may be less likely to adopt technology at the premium level.
Centrica has been faced with the challenge of COVID-19 to the extent that many other companies have not. Like most large scale corporations, Centrica is made up of an aseveral number of segments. The first segment that will be looked at is the residential customer base. The pandemic has impacted a portion of this segment in a few ways: people who were already unable to afford energy for their homes but must use it for heating and cooking often cannot pay their bills anymore because COVID-19 has left them without jobs and they are going without essentials such as food, medication, and housing (Ambrose, 2020). People who are suffering from COVID have also drastically affected this segment.
The commercial customer base has not been affected as much as the residential customers, but they have still felt the effects of COVID to a certain extent. One impact that they have felt is the increased unemployment rate in their companies and in the surrounding community. This increase in unemployment has left many people unable to make payments on bills, leading to some people going into foreclosure for their homes or losing their jobs or both (Ambrose, 2020). The commercial customers that are still able to pay are charging less rent on their businesses and therefore making less profit, which in turn causes them to hire fewer workers and decrease their spending on supplies such as electricity.
The last segment that will be looked at is Centrica's suppliers. It is a segment that has been hit severely by COVID-19. Nation-wide, coal shipments have dropped due to lower demand leading to smaller prices for coal and its transportation costs rising (Ambrose, 2020). Coal industry supply has also been hurt by COVID-19, which has resulted in millions of produced tons of coal being left unmined and uncompetitively priced.
[bookmark: _Toc89454000]Centrica: Market Targeting
The impact COVID-19 has had on Centrica is worth considering as it may be an existential threat to the company. As Centrica is not a competitive business to other energy providers, there has been minimal financial or economic impact so far. The pandemic could change this; by limiting both personnel and resources due to COVID-19 could result in customer dissatisfaction, which would affect profitability negatively impacting the company's market capitalization by reducing revenue growth potential for investors. For Centrica to be profitable, its growth rate needs to be greater than the rate of inflation (NS Energy Staff, 2020). With COVID-19 threatening its businesses and preventing the company from growing at a faster pace, it is therefore essential you identify marketing opportunities that will enable Centrica to achieve the growth required to return to profitability.
Therefore, Centrica's market targeting should be based on how it can best cope with COVID-19 and what marketing initiatives it can undertake to drive sales for Centrica in order for them to reach their target profits by the end of 2021. Overall, Centrica's marketing strategies are determined by their marketing managers by considering various factors including the competitors' strengths and weaknesses, the company strengths and weaknesses, and the macro-environment in which Centrica operates (Proactive, 2021). The strategy is then presented to senior management for further consultation before implementation.
As the pandemic progresses and becomes more severe, many companies take steps to ensure their company stays vital. Centrica is such a company, and as the market head for a variety of energy solution products in England and Wales, its core targeting strategy is to ensure it remains at the top of this market and keeps its customers happy. During the pandemic, Centrica's internal analysis has shown that customers are concerned about staying warm and safe, so as to keep their health. This makes sense as, without heat or power, a house will not stay cool enough for people or pets to live in (Proactive, 2021). These fears have been reflected by their customers in the form of demand for propane-powered heaters, which use propane as a fuel source. Additionally, those with boats have looked to Centrica for heating oil products that can be used in boats during the winter months.
[bookmark: _Toc89454001]Centrica: Market positioning structure
In business, there is a difference between how companies are positioned with regard to their market—and the structure that informs that positioning. A company's strategy, business goals, and product can all be placed within a two-dimensional marketing structure: market position and leveraged strength. Practically speaking, this means how you position your products to your current target customers will depend on what parts of your product they need or are looking for (Armstrong et al., 2017). If they're interested in one specific aspect of your product like its quality or design, you might want to emphasize those features in order to achieve higher sales.
Centrica's business strategy, goals, and products have been placed within a two-dimensional marketing structure: the market position and leveraged strength. They have positioned themselves in an expert category with a higher level of product quality. Their target consumers are sophisticated and know what they want, so Centrica effectively communicates their product's quality to this group through advertising campaigns such as "Power to You" and "The Best is Yet to Come." In order to achieve their business goals, Centrica aims at selling a large amount of their products with the best quality possible. To do this, they must focus on differentiating their product from its competitor. They achieve this differentiation by emphasizing the quality of their product over quantity. Centrica also has a leveraged strength that supports the market position they have chosen (Proactive, 2021). In order to maintain the image of best quality, Centrica has positioned themselves strategically with a small amount of brand associations. That is, they created limited associations between their brand and others because they want to emphasize the power their brand name holds with consumers; doing so will effectively reinforce the market position they have created.
Centrica's strategies and positions in the market have been created through corporate marketing strategies. In order to achieve these positions and create these strategies, Centrica has hired experts, including marketing and advertising professionals to create their positioning structures. Centrica operates on a global scale with its products sold in many different countries, so the organization must rely on experts who can effectively understand the local markets of each country around the world. In order to accomplish its business goals as well as create its strategy, Centrica has used a two-dimensional structure that includes market position and leveraged strength (Business Queensland, 2021). In order to determine where they would like to place themselves in this structure, they first asked themselves where they wanted to be positioned in terms of product quality.
[bookmark: _Toc89454002]Centrica: Marketing mix strategies
There are four main elements of marketing, collectively known as the "marketing mix" --- price, product, place, and promotion. Understanding these is essential to building a successful marketing strategy. Price refers to how much something costs in terms of money, time or energy. Product refers to the types of products you're selling and the benefits they provide customers. Place refers to where your product is sold (e.g., online or at a store). Promotion consists of efforts made by marketers in order to inform potential buyers about your products or services (e.g., advertising) (Armstrong et al., 2017). A marketer should consider all four elements in order to develop an effective strategy. An effective strategy will tell marketers how they can allocate their resources to each element, and what level of effort needs to be put forth in each area. It is important for companies to be able to understand each of these areas when developing a marketing mix for their business.
In the United Kingdom, Centrica has two main competitors - British Gas and Npower. Their marketing mix strategies are very similar in some aspects, such as strategies for promotional activities and targeting of customer segment but there are also differences. Centrica uses both direct and indirect channels to communicate with customers, including digital channels. Direct channels refer to communication with end-users, whereas indirect channel refers to communication between the company and its employees (McMahon, 2021). There are some benefits from using each type of channel which can be summarized as follows; The primary marketing activities of Centrica is used by the company to establish a relationship with their customers in order to upsell its services or persuade them to buy a specific product line or service.
[bookmark: _Toc89454003]Conclusion
In summary, Centrica is highly successful and competitive organization. This success is related to its ability to communicate the quality of its products with its customers. Centrica's business strategy depends on their business goals. The company has positioned themselves strategically with a limited amount of brand associations in order to achieve the position of highest level of quality, which will effectively reinforce their market position. Centrica has used corporate strategies such as hiring experts to create those strategies, understanding the elements of marketing that impact their strategies and using a two-dimensional structure in order to understand where they would like to be positioned in this structure. All these factors increased the level of competitiveness of Centrica through marketing.
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