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 Strategic Marketing management requires plenty of assessment of the internal as well as the external environment, which could include nuances of the economy, like GDP per capita, inflation, purchasing power, technological awareness, and government initiatives and advancements. Hence, assessing and strategizing based on the external environment is extremely crucial. The paper here addresses the external environment through the application of the PESTLE framework. One doing so, the paper continues to present how a pioneer company and a follower company fare by abiding by the PESTLE factors in the context of their strategic marketing initiatives. The paper further endorses the application of Porter’s Generic Model and Ansoff Matrix to assess the strategies considered for further growth and future marketing pursuit.
Assessing macro-marketing environments often prepares a company for the long run, and it holds true in this highly competitive market. For instance, if the GDP per capita or purchasing power of a nation is considered to be deep in the coming times, a company may consider placing its products in a way that people’s affinity towards it remains, thereby making it an aspect of necessity. In this way, companies may further consider reducing the pricing as in nations worldwide, the consumers often tend to be price sensitive. Hence, incorporating these factors incites companies to conceptualize a marketing framework, where placement, price are well-suited to the external environment. The structure of the report would be to assess the macro marketing environment using PESTLE, conducting a critical analysis of each factor. Moreover, one finds out the factors that the strategic responses are journaled with evidence from literature and current examples. 
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[bookmark: _Toc211437171][bookmark: _Toc214471802]2.1 Overview of the Macro Marketing Environment
Silinevicha and Kalinina (2017) identified Pestle Framework aids in presenting all the factors that Marketers need to consider prior to formulating area-specific or product-specific marketing strategies. The data are derived from the context of India and the UK, presenting a comparison between the GDP per capita of both nations, and the differences in legal statutes, abiding by which marketeers are required to consider formulating marketing strategies. The table below enunciates how PESTLE analysis enables Marketers in the context of strategic marketing management.
	PESTEL Dimensions, which often provide an overview on the macro-environment
	India pretext
	United Kingdom pretext
	Relevance to Marketing Strategy, as in what marketers are supposed to do

	Political factors
	To assume the nation has a stable democracy, however, regulatory complexity and bureaucracy issues persist. 
The nation’s government pushes “Make in India” and incentives for manufacturing (Bertelsmann Stiftung, BTI 2024 .
	UK enjoys one of the most mature legal and regulatory system
However, the nation has experienced strenuous trade tensions, (e.g., with the U.S.), and fiscal constraints as identified in (OECD (2015)  
	Marketers here are in need to contemplate strategies pertaining to policy uncertainty, incentives, and trade regimes. In India, manufacturing and local sourcing can be leveraged; in the UK, compliance and risk-management matter.

	Economic
	Economic data is crucial for many companies to strategize their marketing principles.  For instance, 
GDP per capita in India is US$2.86k 2025, forecast (Statista (2025) 
However, despite this, as in low GDP per capita, compared to other emerging nations, the  
growth is strong: RBI projects FY26 growth ~ 6.8% (Statista (2025). The nation experiences a certain period where inflation is moderate: RBI projects 2.6% for FY26. 
	GDP growth is sluggish as identified in EY ITEM Club forecasts ~ 1.0% in 2025 (EY, 2025)
 Inflation is elevated: expected ~3.4% in 2025 (EY, 2025)
GDP per capita ~ US$ 52,400–54,000 (EY, 2025)
	The marketers here need to consider a certain difference in consumer purchasing power and growth trajectory to influence segmentation, pricing, and product strategy. In India, a certain value-driven and aspirational marketing works
However, in the UK, managing price sensitivity and cost-push inflation is critical.

	Social
	Very large, young population
rising middle class
urbanisation growing Income inequality remains a challenge (Worldometer (2025) 
India 2025 population is estimated at 1,463,865,525 people at mid-year. India population is equivalent to 17.78% of the total world population Worldometer (2025) 
	Aging population, high service consumption, and social welfare expectations (House of Commons Library, 2024).
 The UK's population is also ageing. In 2022, there were around 12.7 million people aged 65 or over in the UK, making up 19% of the population  (EY, 2025)
	India’s marketers can tap into youth and mass-market aspirations
However, in UK the usual products may target older demographics, premium services, and socially responsible branding.

	Technological
	Rapid digital adoption, increasing mobile internet penetration, growth in fintech (U.S International Trade Administration, 2025) 
Mobile and internet penetration in India has emerged in recent years.  As of mid-2024, there are over 650 million smartphone users, and internet subscribers have surpassed 950 million (U.S International Trade Administration, 2025) 
	Highly developed digital infrastructure, but regulatory scrutiny on data or privacy remains strong (EY, 2025)
	These factors enable digital-first strategies in both markets, but in India growth opportunities lie in mass digitalisation; in the UK, data protection and privacy can be differentiators.

	Environmental
	Pressures from pollution, resource constraints, and climate vulnerability. Growing regulatory push for green energy. For instance, the winter months in North India witness a surge in pollution, owing to husk burning. 
	Focus on net-zero, sustainability regulations, and carbon pricing.
	Sustainability is increasingly important, and brands in both markets must consider green credentials
, supply-chain ethics, and eco-innovation. In India, “green affordability” may be key; in the UK, compliance and brand purpose resonate.

	Legal
	Complex labour laws, tax regulations, and compliance requirements; evolving e-commerce rules.
	Robust legal framework, but regulatory costs are high, and there is increased scrutiny on competition, data.
	Marketers are mandated to be aware of compliance costs, data laws (especially in digital marketing), and labour regulations in both markets. Legal risk could drive strategy around partnerships, distribution, and operations.
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Identification and justification of the selection of two external actors, which would be environmental and economic for this paper
Factors chosen for this paper for further discussion would be 
· The economy factors
· The environment factors 
[bookmark: _Toc214471804]Rationale behind choosing the factors
The economic factors are chosen cause they present an idea pertaining to how marketers consider making strategies abiding by the recent norms, and the purchasing power of the nation. For instance,  the GDP per capita growth is usually sluggish in the UK, as GDP growth is forecasted at just ~1.3% by the British Chambers of Commerce British Chambers of Commerce (2025) or 1.5% per EY ITEM Club (EY, 2025). Moreover, inflation is expected to average ~3.4%.  Marketeers as suggested by Brands (2023), must consider that this strained macro-economic environment strongly impacts consumer spending, business investment, and pricing strategies.
Brands (2023), further enunciated that Marketeers are further required to strategize abiding by the environmental nuances of the nation. For instance, the UK is making major strides in emissions reduction: greenhouse gas emissions fell by 4% in 2024 to 371 Mt CO₂-equivalent (Harvey, 2025).  The UK has further considered cutting emissions by over 43% since 1990. These trends affect the purchasing behaviour of the consumer and directly influence consumer expectations, regulatory risks, and green marketing opportunities (Harvey, 2025). 
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The chosen industry for the paper, happens to be the UK’s energy sector. UK’ s energy sector is diverse and it is often influenced by the nation’s economy. The justifications are presented in the below given format:
	Type
	Company
	Role & Influence

	Pioneer
	Octopus Energy
	A UK green-energy disruptor: as of Jan 2025, it holds ~23.7% of the UK household energy market (12.9 mn accounts).
 Its tech-platform Kraken enables smart renewables, dynamic pricing, and EV charging, driving economic scale and environmental impact (Octopus Energy, 2025) 

	Pioneer
	Polymateria
	A UK cleantech firm producing biodegradable plastics via “biotransformation” technology, which fully degrades common plastic forms in under a year without microplastics.
This influences environmental regulation and circular-economy models in manufacturing (Polymateria Ltd, 2025) 

	Follower
	Yayzy
	A London-based climate-fintech that tracks individual CO₂ emissions via purchase data 
It follows the environmental-pioneer model, helping consumers and banks quantify their carbon footprints Yayzy Ltd (2025) 

	Follower
	RSK Group
	UK environmental-engineering services company (turnover £2.2 bn in FY 2025)
 Despite being, large RSK is more of an implementer/follower in applying green engineering solutions across sectors rather than a pure innovator (RSK Group , 2025). 
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The strategic responses of the Pioneers company are discussed through the Ansoff Matrix, initially, where aspects like Market penetration, product development, Market development, and diversification are considered. Both the pioneer companies are considered for providing a comparative analysis. 
[bookmark: _Toc214471809]Ansoff’s Growth Matrix
	Growth Strategy
	Octopus Energy
	Polymateria

	Market Penetration
	Rapid UK customer growth, as witnessed from 12.9 million meters (~23.7% market share as of Jan 2025) (Octopus Energy, 2025) 
	Push current biodegradable tech into existing packaging markets via licensing to large brands/manufacturers ( Polymateria Ltd, 2025) .

	Product Development
	Develops and upsells smart-tariff products, EV charging, heat-pump installations with its new innovations there making it a process pioneers (Octopus Energy, 2025) 
	Biotransformation masterbatch that can be drop-in for existing plastic production, enabling time-controlled biodegradation ( Polymateria Ltd , 2025) 

	Market Development
	Expanding Kraken platform globally; non-UK retail base tripled to 1.2 million (Octopus Energy, 2025) )
	Entering new geographies: recently signed distribution/roll-out deals (e.g., Malaysia) for biotransformation tech ( Polymateria Ltd , 2025) 

	Diversification
	Licensing Kraken OS into water and telecom utilities, another novelty making it a pioneer (Octopus Energy, 2025) 
	Exploring different polymer applications (films, non-woven, PP/PE packaging) for biodegradation in various segments ( Polymateria Ltd, 2025) 
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	Strategy Type
	Octopus Energy’s strategic responses and how it abides by the nuances of the macro-marketing environment. 
	Polymateria, as in marketeers' strategy to abide by the external marketing environment

	Differentiation
	Marketeers are enabled to use proprietary Kraken tech to deliver dynamic pricing, excellent customer service, and smart-grid integration
	Offers a unique biotransformation plastic additive
time-controlled biodegradation, no microplastics, scientifically validated

	Cost Leadership
	Absorbed £74 million in costs in FY24 to keep tariffs below price cap, which again the marketeers are required to consider 
	Scales via licensing model rather than large capex, cheaper for manufacturers to adopt the additive than build new composting or recycling lines tech ( Polymateria Ltd , 2025) 

	Focus / Niche Strategy
	Focuses on eco-conscious and digitally savvy consumers
flexibility via smart tariffs and low-carbon installation services.
	Targets manufacturers and brands seeking sustainability credentials and regulatory compliance, especially in packaging.
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Therefore, it needs to be comprehended that marketers here would respond to the usual environment and economic pressures by the process of aligning strategies with the usual shift in consumer and their basic regulatory expectations. For instance, in the sector, the pioneer considered in the paper, Octopus Energy, adapts pricing and communication during economic volatility by offering smart tariffs and transparent cost messaging, reinforcing trust while promoting low-carbon services.  However, contrarily, Polymateria contemplates marketing its biotransformation technology to brands facing sustainability legislation, positioning its solution as a compliant, cost-efficient alternative to traditional plastics. 
Therefore, both these cases witness that marketers often consider integrating storytelling, sustainability with numerous evidence-based claims, segment audiences by the usual environmental attitudes. They may further use partnerships to enhance adoption. It assures superior competitiveness, while sufficing the usual demand for credible, value-driven, environmentally responsible products.
[bookmark: _Toc211437176]
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Similarly, for the follower organizations, the usual Ansoff Matrix, and Porter’s generic model aid the marketers in creating a suitable marketing plan, which may lead to superior expansion in the UK’s energy sector. 

	Ansoff Strategy
	RSK Group which has been stressing on environmental engineering)
	YAYZY (again, the differentiation here is Climate-Fintech)

	Market Penetration
	The strategy should be in tandem of expanding compliance and environmental-impact services as UK firms face stricter sustainability reporting; competes on breadth of services rather than innovation, and this has been well cited in the company’s website, RSK Group (2025) 
	Marketeers could consider growing the  user base via integrations with banks and fintechs to offer carbon-tracking Yayzy Ltd (2025)  as an add-on, not a standalone product.

	Product Development
	Adopts proven green technologies, which has been another advantage of being a follower. For example, remediation, monitoring tools are implemented, which have been imitated from the pioneers
offers packaged consultancy solutions RSK Group (2025) 
	Adding new carbon-analytics features based on already-validated methodologies, reducing development risk can help Yayzy Ltd (2025) 

	Market Development
	Enters new sectors (infrastructure, utilities) needing ESG support  RSK Group (2025) 
	Partners with corporates needing employee/consumer carbon-tracking tools, again a significant factor that may aid Yayzy Ltd (2025) 

	Diversification
	Acquires smaller specialists to broaden environmental service portfolio RSK Group (2025) 
	Moves into B2B sustainability dashboards for SMEs Yayzy Ltd (2025) 




[bookmark: _Toc214471813]Porter’s Generic Strategies: Competitive Positioning of Followers
	Porter Strategy
	RSK Group
	YAYZY

	Cost Leadership
	It has been identified from its recent operations that it competes through operational efficiency in consultancy and multi-service bundling to offer lower-cost solutions than specialised pioneer RSK Group (2025) 
	It further considers offering carbon insights at lower cost than enterprise ESG platforms Yayzy Ltd (2025) 

	Differentiation
	Considers differentiating through scale (over 200 companies in its group) and ability to deliver turnkey environmental solutions RSK Group (2025) 
	Marketeers could differentiate by simplifying carbon data for consumers and small businesses Yayzy Ltd (2025) 

	Focus / Niche
	Considers targeting clients needing compliance rather than deep innovation, confronting the risk of rapid tech change RSK Group, 2025).
	The  marketing management team focuses on niche climate-fintech services for banks and digital-first users Yayzy Ltd (2025) 
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Therefore, in this sector, marketers of the follower organisation have identified may traverse in the realm of extreme competitiveness by considering to positioning their offering around the market that has already been proven. For instance, RSK Group markets its multi-service environmental solutions to UK firms facing mandatory sustainability disclosures. The company considers stressing its scale (200+ specialist subsidiaries) and ability to deliver compliant, low-risk outcomes. Another example would be the YAYZY markets carbon-tracking tools to banks by stressing low integration costs and clear consumer insights. This enables financial institutions to essentially report carbon data without even considering building an internal system. Hence, it could be regarded as as value-driven, focused on compliance, allowing the followers to compete despite limited pursuit of innovation, 
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Hence, the marketeers in both the pioneering and following orgainizations, must consider strategies that are suited to the macro-marketing environment. An example of such would be that companies pricing their solutions based on the economic factor like purchasing power of the individual or the environmental  factor like abiding by the environmental regulations and emission laws. Things are a bit easier for followers, as they may consider mimicking the pioneers by placing the product based on the problem identified. 
It is recommended in this essay that both the pioneers and followers must consider adopting an integrated, data-driven, and sustainability-aligned approach. It has already been established that using real-time economic indicators (inflation trends, energy price shifts, consumer confidence) enables marketers to adjust pricing, value propositions, and communication rapidly, ensuring relevance during economic volatility.
Organisations mentioned in this report must consider embedding credible sustainability narratives into their brand positioning. Firms should adopt portfolio strategies aligned with Ansoff’s Matrix, pioneers emphasising product and market development. 
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