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Executive Summary
This report aims to analyse the factors of the external marketing environment in relation to BHP's future shift towards low carbon products and to suggest an appropriate growth strategy. The natural, political and legal environments are identified as the drivers of customer expectations, compliance to regulations and competitive positioning. The Ansoff Matrix suggests that product development is the most appropriate strategy for BHP, as it makes the most of the company's existing capabilities while also helping to advance the decarbonisation goals. Successful long-term competitive advantage requires innovation, trust of stakeholders and good sustainability implementation, the report concludes.
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Introduction
[bookmark: _mjz9iygzlhx4]The international mining industry is under rising pressure to lower its carbon emissions while securing long-term competitiveness (Hodge et al., 2022). This report discusses the impact of external marketing factors on the BHP’s move towards lower carbon products, puts forward an Ansoff Matrix growth strategy and assesses sustainable competitive advantage.
[bookmark: _Toc235376957]Task 1: Marketing Environment Analysis
[bookmark: _73ybq4k4s45m][bookmark: _Toc235376958]1.1 Introduction to the Marketing Environment Analysis
External marketing environment influences mining firms’ adaptation mechanisms to climate change and stakeholders’ expectations (Antonio et al., 2025).  In FY2025, BHP, being the world’s largest mining firm, released 46.8 billion into the economy, while minimizing its operational Scope1 and 2 GHG for 5% compared to FY2024 (BHP, 2026).  Such indicators highlight that environmental performances have become integral to the firm’s long-term competitiveness, requiring environmental stewardship to precede regulatory compliance.  This is why natural, political and legal environment analysis is relevant for assessing BHP’s comparative advantage in a lower-carbon market.
[bookmark: _dwzirlmtbc48][bookmark: _Toc235376959]1.2 Overview of BHP's Low Carbon Transition
BHP allows low-carbon production from renewables, decarbonisation programs and partnerships in support of a low carbon position for sustainable steel making (BHP, 2024a). BHP has pledged Scope 1 and 2 emissions reduction of 30% and a FY2020 neutral baseline by FY2030 (BHP, 2024b).  These measures will make BHP competitive by providing a growing demand for more lower carbon responsibly mined products. Strategic factors meaningful to value of sustainability in long term include customer demand, competition, decarbonisation costs and critical minerals impacts (Zhang, 2025). Thus, BHP sustainability transition is a strategy opportunity and potential competitive threat.
[image: ]
[bookmark: _ca449ajambh][bookmark: _Toc235377108]Figure 1: Operational GHG emissions
(Source: (BHP, 2024b) 
[bookmark: _nr4qm7d4jvmh][bookmark: _Toc235376960]1.3 External Marketing Environment Actor 1: Natural Environment
[bookmark: _cpxwsmhyci2i][bookmark: _Toc235376961]1.2.1 Climate Change and Decarbonisation Pressures 
Climate change is an external factor that impacts BHP's strategy, marketing position, and stakeholder relationship, as noted by Wright and Nyberg (2024). The challenge for BHP is for regulators, investors and consumers to put a greater focus on the company to make sure it cuts emissions from all activities and throughout its supply chain. BHP now on FY2025 operational GHG emissions reduction with a plan to cut emissions in scope 1 and scope 2 by 5% from FY2025 base-line by FY2030 (BHP, 2026). These measures allow BHP’s customers to cut supply chain emissions and promote its climate ambitions and sustainability commitments. The strategy depends on technology development, investment and customers’ willingness to buy what contain lower carbon commodities.
[bookmark: _hsrj5xsv74kt][bookmark: _Toc235376962]1.2.2 Resource Scarcity and Environmental Sustainability
Resource scarcity can also be problematic by limiting water sources and the protection of biodiversity and land use management (Dinar, 2024). BHP produced 2.02M tonnes of copper in FY2025, compared to approximately 1.87M metric tons in FY2024, driven by increased transition mineral demand as well as the environmental responsibility in FY2025 (Sasu, 2025). Sustainable mining can improve resilience while heightening conflicts with global communities, indigenous peoples and environmental agencies (Ford et al., 2020). The process of regulatory approval could be further restrictive. In consequence, BHP would need to reconcile between transition mineral demand and environmental concerns to maintain its social licence.
[image: ]
[bookmark: _Toc235377109]Figure 2: Production of copper by BHP worldwide
(Source: Sasu, 2025) 
[bookmark: _hno5zjy408fp][bookmark: _Toc235376963]1.2.3 Changing Customer and Stakeholder Expectations for Lower Carbon Products
Shifting stakeholder expectations mean that lower carbon performance is a strategic market requirement to ensure BHP’s long-term profitability. Industrial customers are demanding lower carbon commodities. Investors prefer strong ESG performance and climate risk management (Foerster and Spencer, 2023). The production of steel accounts for 7% of all energy-related Co emissions, 2.6 gigatonnes of carbon dioxide (Gt CO2) emissions annually, which is rising the pressure on lower-emission raw materials (IEA, 2020). In addition, when governments are actively regulating abatement, local community is in favour of responsible business practice. BHP estimates that more than 70% of its Scope 3 carbon emissions are associated with the production of steel and lists the benefits of collaborating with customers to achieve decarbonisation targets (BHP, 2024a). BHP has committed to spend US$4billion on climate programs and has set Scope 1 and 2 emission reduction targets of 30% by FY2030 (BHP, 2024c). These commitments may increase customer confidence in the market and provide market differentiation.
[bookmark: _ssei4tu3hr1i][bookmark: _Toc235376964]1.2.4 Critical Evaluation of the Natural Environment
The Natural Environment provides a broad set of strategic opportunities and conundrums for the BHP lower-carbon transition. BHP intends to achieve 30% lower Scope 1 and 2 emissions by FY2030 while maintaining a FY2025 Copper output of two million tonnes (BHP, 2026).  Yet elevated mineral production to enable electrification has implications of exacerbated environmental effects and sustainability paradox.  BHP strategy enhances company reputation, customer interests, and differentiation through moderate decarbonisation and diligent resource employment.
[bookmark: _f27xb5kyqsn6][bookmark: _Toc235376965]1.3 External Marketing Environment Actor 2: Political and Legal Environment 
[bookmark: _403choik477k][bookmark: _Toc235376966]1.3.1 Environmental Regulations and Climate Policies to Lower Carbon Products
Environmental standards and climate policies influence BHP’s lower carbon transition, competitiveness and customer expectations. Such as more stringent government regulation of emissions targets, carbon pricing, climate reporting and the EU Union Carbon Border Adjustment Mechanism (CBAM) and increasing pressures on pollution-intensive supply chains (Pan and Liu, 2024). BHP has committed to reach net zero operating GHG emissions by 2050 and a 30% cut in Scope 1 and 2 emissions by FY 2030 (Reuters, 2023). However, the costs of transition will be higher due to regulatory variations, but Brazilian miner Vale will be investing up to 13bn reais ($2.56 billion) in decarbonisation attempts to stay competitive (Reuters, 2026). While popular, greener commodities may enhance customer reliance and help in meeting emissions objectives, affordability issue of the sustainability premiums could create radiances among customers. BHP needs to consider the cost of eco-conformance versus that of maintaining competitiveness and environmental leadership to clubber market differentiation.
[bookmark: _c9ngznoylpoc][bookmark: _Toc235376967]1.3.2 Critical Evaluation of Political and Legal Influences
Legal and political factors pose both strategic opportunities and challenges for BHP’s lower-carbon transition.  BHP’s climate spending of US$4 billion is indicative of regulatory impacts driving strategic environmental decisions in the longer term FY2022-FY2030 (BHP, 2024c), against competitors like Rio Tinto spending around $5–6 billion in decarbonisation initiatives (Rio Tinto, 2022). This creates elevated competitive pressure for BHP to maintain differentiation in its market. Moreover, industrial buyers have been demanding lower-carbon suppliers, they have been unwilling to compensate for the sustainability price premiums.  Therefore, implying regulatory adaptation drives brand credibility, customer relationship and strategic advantage
[bookmark: _ocsdja4rhr1v][bookmark: _Toc235376968]1.4 Synthesis of External Marketing Environment Actors
The natural environment is pushing BHP to transition to a lower carbon business due to demand from customers, Climate investments and increasing regulation. However, through ensuring compliance and presenting stakeholder pressure, the Political and Legal environment is hastening this transition. Although BHP’s minerals are aiding in decarbonisation worldwide, the increased extraction process adds to the social and environmental issues facing the business. However, BHP’s sustainability must be enhanced through innovation, transparency and partnerships as rivals are able to imitate this to diminish BHP’s long-term advantage.
[bookmark: _xtkx917f2k2l][bookmark: _Toc235376969]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _pug5pqtjj4xj][bookmark: _Toc235376970]2.1 Introduction and Linking the Environmental Analysis to Strategic Growth
Environmental pressures indicate that BHP’s lower carbon transition is driven by climate change, regulation, stakeholder pressure and competition from Rio Tinto and Vale. BHP’s knowledge of copper and nickel helps BHP develop lower-carbon products through an Ansoff Matrix product development approach. Market penetration and market development offer increment growth, but product development better fits BHP’s capabilities than diversification.
[bookmark: _2iarvo880uxp][bookmark: _Toc235376971]2.2 Critical Evaluation of Growth Strategies Using the Ansoff Matrix
[bookmark: _7d90kgx4rvxw][bookmark: _Toc235376972]2.2.1 Overview of the Ansoff Matrix
Ansoff Matrix assesses four growth options including market penetration, market development, product development and diversification (Hanlon, 2021). However, for BHP it offers a clear tool for consideration of lower-carbon pathways of growth.  The current model however misses the complexity of sustainability, regulation, stakeholder response and the environment and so facilitates extra strategic judgment in the mining decision.
[image: ]
[bookmark: _hw0a9o5izb5p][bookmark: _Toc235377110]Figure 3: Ansoff Matrix
(Source: Hanlon, 2021) 
[bookmark: _rrnjy9jhtf8t][bookmark: _Toc235376973]2.2.2 Market Penetration
Market penetration involves the expansion of sales of an existing product in existing markets (Harahap et al., 2024). For BHP, it might ensure stability but offers little distinction in a lower-carbon economy. However, reducing emissions, finding efficiencies and using cleaner operation technologies may promote the BHP’s viability and competitiveness. Nevertheless, this will not differentiate BHP effectively in a rising lower carbon commodities market.
[bookmark: _eu5t3d70bgxv][bookmark: _Toc235376974]2.2.3 Market Development
Market development is about using existing products in new markets. BHP may find it attractive to enter the renewable energy markets with its transition minerals. Success would be perceived if customers prioritize lower-carbon sourcing over price (Cano et al., 2023). However, due to the varying regulation and market acceptance, these markets may not provide as much growth as expected for BHP.
[bookmark: _xq28943j7rot][bookmark: _Toc235376975]2.2.4 Product Development
[bookmark: _rv45hpquxman]Product development is about the launch of new products for existing markets. It relates to BHP’s strategy of lower-carbon transition well, since the development of lower-carbon commodities can facilitate the approach toward target customers’ emission reduction target. This will boost BHP’s competitive positioning and stakeholder trust. It also depends on technological capability, reverse and investment level and customers’ value of lower-carbon product.
[bookmark: _Toc235376976]2.2.5 Diversification
Diversification allows BHP to introduce new products to renewable energy and low-carbon technology markets. However, it also involves higher uncertainties and risks with limited experience and significant investment and uncertain returns (He et al., 2025). Relative to other alternative strategies, BHP can lose focus of its core competencies and add further complexity to strategic decision making. As an alternative to diversification strategy, Product development is the most appropriate strategic option because it builds on BHP’s existing capabilities, creates lower-carbon value and enhances competitiveness.
[bookmark: _ra9ybxtzamwl][bookmark: _Toc235376977]2.3 Proposed Strategic Growth Approach for the Transition to a Lower Carbon Business Model
[bookmark: _w849n23mm0ce][bookmark: _Toc235376978]2.3.1 Strategic Justification
Product development is well-aligned for BHP as enhanced copper and nickel capabilities underpins BHP’s growth in transition minerals to support renewable energy and electrification. BHP can offer lower carbon products that build from existing brands and infrastructure and customer relationships. Compared to diversification, a product development approach minimizes strategic risk and enhances differentiation but management of competitive advantage depends on continuous innovation, tangible sustainability indicators and generating customer benefits.
[bookmark: _45ibbt4r0zyk][bookmark: _Toc235376979]2.3.2 Implementation in BHP's Lower Carbon Transition
Product development will be key for BHP to develop in carbon mitigation, and could be driven by investments in renewable energy sources, emissions-reduction technology, and low-carbon operations. BHP climate strategy predicts investing US$4 billion by FY2030 and achieve net-zero operational emissions by 2050 (BHP, 2024c). BHP could use electrification, renewable power and open carbon accounting which would make a supplier of trustworthy natural resources.
[bookmark: _sr90o4t6t1jt][bookmark: _Toc235376980]2.3.3 Risks and Strategic Challenges
There are an investment cost risk, technological risk, competence pressure, and stakeholders' pressure because of BHP's focus on the environment. To address these issues, BHP needs to build up the deepening of technology alliances, listen more to its community and investor pressure and establish more transparent communication for its focus on the environment.  Additionally, it should focus more on investments having a higher possibility to reduce emissions thereby boosting its resource-based performance (Wu et al, 2023).  In conclusion, BHP should find a way of combining environmental commitments with strong commercial performance.
[bookmark: _vffm07hcdg7f][bookmark: _Toc235376981]2.4 Achieving Competitive Advantage During the Lower Carbon Transition
[bookmark: _gyu3p42dvbnd][bookmark: _Toc235376982]2.4.1 Differentiation Strategy
BHP can stand out on supply; supply to be less-carbon-intensive commodities capable of enabling customers to spend less on supply chain emissions. BHP’s future-facing minerals position is helped as copper production is forecasted to be up 9% in FY2024, the highest in 15 year (BHP, 2025). BHP should differentiate through tangible environmental performance, transparent reporting and sustainability partnership with customers. This can secure customer relationships, community uplift, bolster reputation and reduce commodity competition.
[bookmark: _80qc3tbrda7q][bookmark: _Toc235376983]2.4.2 Long-Term Competitive Position
Over the long-term, BHP’s competitive advantage relies on the combination of decarbonisation strategies with growth. By FY 2050, BHP aims to reduce its Scope 1 and 2 operational emissions by 30%, and to achieve net zero operational emissions by the same year (BHP 2026). These pledges promote continued investor interaction and influence on relationships with and access to customers due to purchasing. However, BHP needs to concentrate on innovating, technology implementation and maintaining stakeholder relationships to ensure an advantage as other multinationals follow. 
[image: ]
[bookmark: _wv3aknanqedj][bookmark: _Toc235377111]Figure 4: BHP approach to sustainability
(Source: BHP, 2026)
[bookmark: _59366g5g3pz][bookmark: _Toc235376984]2.5 Critical Summary of the Strategic Recommendation
According to Ansoff analysis, product development seems the most appropriate strategy for BHP to make use of its existing resources and potential sustainability opportunities.  It delivers customer value, but does not involve the high risk of diversification strategies. Moving into lower carbon commodities, investing in innovation and developing stakeholder confidence are all ways that BHP can be competitive for long term.  Overall, product development appears the most promising in this context.
[bookmark: _Toc235376985]Task 3: Critical Reflection on AI Usage
[bookmark: _2clgxrh142gy][bookmark: _Toc235376986]3.1 Introduction
This report was enabled with the help of AI, which improved the quality of marketing analysis, increased the efficiency of analytical work, and organized information. At the same time, I acknowledge that my strategic judgment, critical analysis and ethical responsibility is necessary to ensure that I remain in a position of accuracy and academic integrity when dealing with AI.
[bookmark: _hq7waovyl8w0][bookmark: _Toc235376987]3.2 Tool Disclosure
In preparing this report, I received support from the AI service ChatGPT.  I used the AI to help me review report structure, generate initial ideas, source alternative language and identify potential line of analysis on BHP’s marketing environment and strategic growth. I used the AI for support in organisation and review, not as substitute for my own analysis. As per the university AI use acknowledgement, I have disclosed use of AI and remain responsible for content, evidence and critical appraisal.
[bookmark: _as0sb5ok1uor][bookmark: _Toc235376988]3.3 Critical Evaluation of AI Output
While AI contributed to the faster generation of my report, I knew I could not rely on its output without a thorough scrutiny of my report because it could deliver untrustworthy, outdated and unsubstantiated data. For instance, during the mining company’s sustainability analysis, AI generated broad statements that needed to have been cross-checked before being used (Corrigan and Ikonnikova, 2024). I confirmed the accuracy of the information by consulting reputable sources such as BHP publications, scholarly articles, and journals. I also examined the strategic recommendations reached by the AI system to get a better sense of what meanings would be suitable for the Ansoff Matrix range for BHP. Hence, developed AI was utilized as supportive method rather than replacement of my own decision.
[bookmark: _8f7bvd1m1utb][bookmark: _Toc235376989]3.4 Contribution Analysis
AI was used in the initial brainstorming, structure refinement, and clarity of written expression. The analysis and interpretation of evidence as well as strategic decision making, however, was a product of my own judgment. I looked at BHP's skills, moving difficulties, rivals and opportunities to pick product development as the treatment strategy to be followed. AI did arrange ideas, but my strategic decision making, taking care of stakeholders, and competitive analysis were still important. Thus, the final arguments and conclusions are a product of my own academic thought.
[bookmark: _Toc235376990]3.5 Ethical and Professional Reflection
AI tools should be utilized in a moral, ethical, and transparent manner and should follow professional responsibilities. I know that there can be a little flesh in the recommendation of data using AI, there can be some bias, there can be incomplete information, there can be issues of privacy. That's why I used AI wisely, by checking the facts, respecting academic honesty and basing my final marketing choices on my own judgment. The use of AI is important in maintaining the integrity and reliability of the profession.
[bookmark: _Toc235376991]3.6 Reflective Conclusion
This experience has drawn out the meaning of responsible utilization of AI for me. I will employ AI to improve marketing efficiency and my critical judgement, ethical awareness, and professional responsibility, in future marketing decision-making.
[bookmark: _sckm5pc2do36][bookmark: _Toc235376992]Conclusion
In conclusion, the lower carbon transition of BHP needs strategic adaptation to changes from the environment, regulations and stakeholders. New product development gives the strongest growth driver to BHP through capabilities utilization and customer value creation. However, ongoing innovation, credibility and stakeholder management will remain fundamental in grasping a lasting competitive edge.
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