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The energy industry of the UK is undergoing a very fast change through technological innovation, environmental policy as well as the changing consumer expectations. To comply with the Net Zero 2050 goal, businesses are reshaping their marketing strategies to make them more sustainable and digital (Department for Energy Security and Net Zero, 2024). An example of ground breakers is now Octopus Energy; the company resorts to artificial intelligence (AI) through its Kraken platform to enhance efficiency and customer interactions (techUK, 2024). By contrast, British Gas, which is a subsidiary of Centrica plc, is a conventional market leader changing via digital modernisation and green marketing (Centrica plc, 2025). This report is a critical analysis of how technological and environmental macro factors are an opportunity as well as a challenge to these firms. 
[bookmark: _Toc212074418]1. Company Overview
British Gas and Octopus Energy are two market giants in the UK energy market, which are in opposite strategic positions. Established in 2016, Octopus Energy is rated as the disruptor in the traditional models of the renewable energy industry by adopting 100 per cent green electricity and using the data to drive customer innovation (Octopus Energy Group Ltd, 2023). The Kraken Technology Platform created by the company uses artificial intelligence (AI) and predictive analytics to streamline supply, price, and customer interaction and was named one of the fastest-growing private companies in the UK (techUK, 2024). The ease and place customer focus has made it so far that it has gone global, and it has grown the renewable generation capacity capacity to fit its brand with the aims of Net Zero 2050 in the UK (Department for Energy Security and Net Zero, 2024).
On the other hand, British Gas as a subsidiary of Centrica plc is a long-standing energy provider in the UK and largest in the country. Regardless of a huge number of customers and a good brand equity, it is often seen as a trail-blazer in the process of digitalisation and green energy innovation (Centrica plc, 2025). Over the past few years, British Gas has been working on restructuring its business, investing in smart home, like Hive Energy Management, and rebranding its services to emphasize sustainability (Makortoff, 2024). Nevertheless, its age-old infrastructure and regulatory difference still inhibit flexibility at the same level as Octopus of digital-first (Ofgem, 2025).
[bookmark: _Toc212074419]2. Task 1 - Macro Marketing Environment Analysis
Strategic marketing management must entail a systematic study of the macro marketing environment whereby it helps firms predict and react strategically to the external changes that influence competitiveness and market behaviour. In the case of organisations dealing in the energy sector in the UK, like Octopus Energy, and British Gas two macro-environmental forces: technological force and environmental force are especially relevant to market dynamics, consumer preferences, and strategic direction redefinements. 
[bookmark: _Toc212074420]2.1 Technological Factors
2.1.1 Technological Transformation in the UK Energy Sector
One of the most radical powers of competitiveness and marketing in UK energy industry is technology. The market adoption of artificial intelligence (AI), data analytics, and smart-grids has altered the way companies produce, distribute, and market energy to consumers. Customer engagement and operation strategy are now characterized by digitalisation (Ofgem, 2025). In this context, the case of Octopus Energy and British Gas demonstrates opposite technological reactions, namely proactive and adaptive.
3.1.2 Opportunities for Pioneers – Octopus Energy
In the case of Octopus Energy, technology is one of the strategic resources and differentiators. It has an exclusive Kraken Technology Platform that combines AI algorithms to automate billing, streamline energy flows and customise services (techUK, 2024). It allows setting prices dynamically and forecasting demand, reduces expenses, and enhances satisfaction (Octopus Energy Group Ltd, 2023). According to the Diffusion of Innovation Theory by Rogers, Octopus is an innovator, and it focuses on early adopters who attach importance to transparency and online convenience. The early adopted investment in the firm gives it a definite first-mover option, the technology at the core of its customer-centric marketing and makes its sustainable brand image a solid one.


3.1.3 Challenges for Followers – British Gas
British gas, a subsidiary of Centrica plc, on the other hand has been struggling with structural inertia due to the old IT systems which restricted agility (Centrica plc, 2025). With smart meters and Hive Home Automation being newly implemented, customer communication and efficiency are to be essentially digitalised and enhanced (Centrica plc, 2024). But these efforts are still marginal, which is common to a follower and launching proven technologies to protect market share. There is still high capital cost, reliance on third party vendors, reputational feeling that they are slow on the innovation front.
3.1.4 Strategic Implications and Synthesis
The technological development is cost-efficient and economically provides opportunities of customer engagement but it has threats such as cybersecurity and obsolescence. Octopus energy builds a competitive advantage by using automation which is long lasting through proprietary innovation whereas British Gas uses external systems to modernise more slowly over time. This will increase the pioneer-follower gap, which benefits companies that have integrated digital capabilities into customer-centric value-generating marketing models (Energy UK, 2024).
[image: ]
Figure 2: Diffusion of innovation curve comparing Octopus Energy (pioneer) and British Gas (follower) within the UK energy market.
[bookmark: _Toc212074421]2.2 Environmental Factors
2.2.1 Environmental Transformation in the UK Energy Sector
Strategy marketing is being transformed by environmental pressures in the UK energy industry. Greens and the Net Zero by 2050 policy adopted by the government urge companies to lower their emissions and sell sustainability in a transparent manner (Department for Energy Security and Net Zero, 2024). The providers of energy must now juggle regulation and consumer demands in respect of ethical and renewable energy. In this framework, Octopus Energy and British Gas exemplify opposite environmental approaches the former is active and innovation-driven the latter is reactive and image-based.
2.2.2 Opportunities for Pioneers – Octopus Energy
It became one of the core aspects of the business philosophy of Octopus energy which provides 100 percent renewable energy through solar and wind (Octopus Energy Ltd, 2024). It marketing is based on its transparency and affordability, and it lets customers be empowered through digital carbon-tracking tools (Energy UK, 2024). This strategy resembles Kotler Marketing 4.0, which connects authenticity with customer relations. In addition, the development of EV charging and dynamic green tariffs to the extent that it enhances sustainability in line with environmental innovation and technology at Octopus. 
2.2.3 Challenges for Followers – British Gas
British Gas which is a subsidiary of Centrica plc has a difficult sustainability transition. Since it is currently bound to fossil fuels, it has since implemented its Greener Futures initiative as an expression of sentiment to environmental change (Centrica plc, 2025). There is improvement in renewable tariffs and carbon offset programs, which are good signs but ancient infrastructure and expenses reduce benefits of such programs. Consumer scepticism also exists, whereby the efforts are seen as responsive and not innovative (Makortoff, 2024). 
2.2.4 Strategic Implications and Synthesis
There are opportunities and threats that are brought about by environmental forces. Using the Stakeholder Theory (Bridoux and Stoelhorst, 2022), Octopus Energy balances consumer, community, and regulatory demands due to transparent practice. However, British Gas focuses more on the returns that shareholders get rather than long-term sustainability. Thereby, the environmental change broadens the pioneer-follower gap, benefitting businesses that entrench ethics and sustainability as a key component of competitive marketing approach.
Table 1: Comparative Strategic Overview of Pioneer and Follower Firms in the UK Energy Sector
	Aspect
	Octopus Energy (Pioneer)
	British Gas (Follower)
	Strategic Implication

	Technology Orientation
	AI-driven Kraken platform enables automation, predictive analytics, and customer personalisation (techUK, 2024).
	Gradual digital adoption through Hive automation and smart meters (Centrica plc, 2025).
	Technological leadership vs. incremental transformation.

	Environmental Approach
	100% renewable energy and EV integration (Octopus Energy Ltd, 2024).
	Hybrid model with carbon offsets and green tariffs (Centrica plc, 2025).
	Pioneer achieves brand differentiation; follower works on repositioning.

	Market Strategy
	Digital-first, customer-centric, sustainability-focused.
	Mass-market, reliability-driven, adapting to green trends.
	Proactive innovation vs. reactive adaptation.



[bookmark: _Toc212074422]2.3 Synthesis and Evaluation
Strategic marketing in the UK energy sector is predetermined (techno-environmental forces) and requires agility and innovation. The example of proactive alignment is Octopus Energy which implements AI-driven systems and renewable integration, establishing a blue ocean of sustainable, digital energy solutions (Aqmala et al., 2025). British Gas, on the other hand, is in a red ocean of past competition which is slowly adjusting to technological change and sustainability. Whereas the macro pressures relate to the opportunities of Octopus, the vast resources of British Gas promise the sense of renewal.
[bookmark: _Toc212074423]3. Task 2 - Strategic Marketing Responses
[bookmark: _Toc212074424]3.1 Strategic Overview
The strategic marketing responses identify the way firms create values based on the macro-environmental pressures. In the case of Russia, the core of the competitive identity of Octopus Energy is near to technological agility and sustainability, whereas British Gas is guided by the understanding that scale and brand trust will assist it in overcoming the challenge of transformation. As both companies respond to changing UK energy environment, the innovation will see them segment, differentiate their positions as well as integrated their marketing-mix to stay competitive (Ofgem, 2025).
[image: ]
Figure 3: Integration of STP and 7Ps frameworks for strategic marketing response in the UK energy sector.
[bookmark: _Toc212074425]3.2 STP Framework Analysis
3.2.1 Segmentation
Octopus Energy divides the market into various groups by demographics and psychographics, targeting digitally driven and environmentally-conscious customers that require tech-driven solutions that are transparent. It has a segmentation strategy that fits with Marketing 4.0, which focuses on human-centric connected experiences (Kotler, Kartajaya and Setiawan, 2017). British Gas is a mass-market segmented firm and targets both business and residential clients. Nevertheless, it is also paying more attention to niche markets like smart-home users and low-carbon fans by its Hive products (Centrica plc, 2025). Whereas Octopus has focused on micro-segments that are driven by innovativeness, British Gas still relies on conventional customer bases that are gradually moving to digital platforms.
3.2.2 Targeting
Octopus will use data analytics to apply differentiated targeting by setting tariffs and services based on behavioural tendencies and usage patterns (techUK, 2024). It provides hyper-personalised communication using the Kraken platform and adaptable billing schemes (Octopus Energy Group Ltd, 2023). British Gas has been maintaining a wide targeting strategy which is based on loyalty programs and standard tariffs. This is helpful in supporting the stability of the market but it restricts agility as compared to the data-driven targeting model of Octopus.
3.2.3 Positioning
Octopus presents itself as a new, transparent, and sustainable online utility. Its position policy projects a sense of authenticity and credibility and is targeted at eco-conscious consumers (Energy UK, 2024). British Gas, in its turn, brands itself in terms of tradition, trustworthiness, and serving the whole nation by trying to revitalize the brand with sustainability practices like the Greener Futures. Although the positioning of the Blue Ocean Strategy by creating a vacuity in the green tech markets is met by the creation of space by Octopus, British Gas still exists in a Red Ocean of conventional competition with price and service retention (Aqmala et al., 2025).





Table 2: Comparison of Segmentation, Targeting, and Positioning (STP) Strategies between Octopus Energy and British Gas
	Element
	Octopus Energy
	British Gas

	Segmentation
	Tech-savvy, eco-conscious, digital-first consumers.
	Mass market, reliability-oriented customers.

	Targeting
	Differentiated; tailored digital experiences using data analytics.
	Broad; focuses on large-scale retention and service reliability.

	Positioning
	“Smart, transparent, sustainable energy provider.”
	“Reliable, established, and transitioning to green.”



[bookmark: _Toc212074426]3.3 Marketing Mix (7Ps) Responses
3.3.1 Product
Octopus Energy integrates digital technology and sustainability through smart tariffs, EV charging, and 100% renewable electricity, enhancing ecological credibility and innovation leadership (Octopus Energy Ltd, 2024). British Gas expands gradually with Hive smart-home solutions and renewable tariffs (Centrica plc, 2024), but limited technological integration weakens overall differentiation and competitiveness.
3.3.2 Price
Octopus Energy incorporates dynamic and data-driven pricing, which is rewarding in off-peak consumption and value-based strategies, which improves customer engagement and efficiency (Ofgem, 2025). By contrast, British Gas is dependent on standardised, controlled pricing schemes, which offer stability but make it less flexible- a position of a follower, more about retaining than creating.
3.3.3 Place (Distribution)
The octopus has a fully digital distribution model therefore allowing one to sign up instantly and manage his account via the app. This solution makes it more accessible and reduces the physical overheads. British Gas insists on having both the online and call-centre which keep the traditional touchpoints with the older or less digital customers. This makes operations more costly but less responsive as it is inclusive.
3.3.4 Promotion
The octopus has a fully digital distribution model therefore allowing one to sign up instantly and manage his account via the app. This solution makes it more accessible and reduces the physical overheads. British Gas insists on having both the online and call-centre which keep the traditional touchpoints with the older or less digital customers. This makes operations more costly but less responsive as it is inclusive. 
3.3.5 People
Employee empowerment and service empathy are the key principles in Octopus, as well as a culture of innovative choices focusing on the needs of customers (Octopus Energy Group Ltd, 2023). British Gas has expanded its training on skill on digital skills but reports internal resistance to the use of the legacy culture (Centrica plc, 2025). Organisational culture will therefore have an impact in the effectiveness with which each firm adopts technological and environmental change.
3.3.6 Process
The automation of processes in the AI of Octopus in billing, support, and energy optimisation promotes consistency and convenience. Manual processes in British Gas result in a slower issue resolution process and less flexibility. To enhance customer perception, process modernisation is important.
3.3.7 Physical Evidence
The automation of processes in the AI of Octopus in billing, support, and energy optimisation promotes consistency and convenience. Manual processes in British Gas result in a slower issue resolution process and less flexibility. To enhance customer perception, process modernisation is important.
3.4 Strategic Evaluation
Using the Resource-Based View, the Kraken platform of the company as an inimitable resource that leads to innovation and customer loyalty is the proprietary Kraken platform of Octopus, and British Gas depends on scale instead of differentiation (Khanra et al., 2021). In the light of Marketing 4.0, British Gas is transactional whereas in the case of the Octopus, it becomes digital human because of interactive campaigns. Finally, there are innovators such as Octopus who are strategic proactive, and there are adaptive progressers such as British Gas. Long-term competitive power relies on the combination of technology, sustainability and customer centric agility, to provide long term marketing value.
[bookmark: _Toc212074427]4. Conclusion
The evaluation reveals that the technology and environmental forces characterize the strategic marketing management in the UK energy market. Octopus Energy being an innovator has applied the elements of innovation, digitalisation and sustainability to re-imagine the relationship with customers and their market demands. Its use of technology and development of green values are a fine example of strategic agility and response to macro-environmental threats as competitive advantages. On the other hand, having solid financial and infrastructural competences, British Gas keeps developing via adaptive approaches to defending a market share. Its transformation is still in its stride, and it is indicative of the limitations of legacy and traditional market positioning. The long-term competitiveness in this business sector is finally determined by the capacity of each respective firm to match the technological competence with environmental accountability through models like STP, 7Ps, and Resource-Based View. Innovations and sustainability as marketing requirements will not only keep organisations alive but will spearhead the process of achieving an energy future that is smarter and greener.
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