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[bookmark: _Toc235698330]Introduction 
This report evaluates Tata Steel's transition towards lower-carbon steel by analysing its external marketing environment, recommending a suitable growth strategy, and critically reflecting on the responsible use of artificial intelligence.


[bookmark: _Toc235698331]Task 1: Marketing Environment Analysis 
[bookmark: _Toc235698332]Introduction 
Tata Steel Limited is a steel manufacturer, a part of the Tata Group Company with operations in Southeast Asia, Europe, and India. It manufactures automotive, construction and engineering, infrastructure, and consumer goods steel products (Tata Steel, 2026). Government and customer pressure for a carbon-reduction strategy are driving Tata Steel towards lower-carbon steel through renewable energy, hydrogen-based technologies, circular economy, and carbon reduction programmes to speed up the transition. 
[bookmark: _Toc235698333]Background Information 
Tata Steel was founded by the vision of Jamsetji Nuswalla Tata through his vision in the year 1907, though it was founded after he died in the name of the Tata Group. It is now an India-first player in the integrated steel manufacturing industry and is one of the world's largest steel manufacturers (Tata Steel, 2026). Tata Steel is present in over 25 countries, delivering its services to customers in various industrial market segments, and is known for innovation and responsible business practices. The interim report stated that by 2025, the company achieved 31.67 MT of production with ₹2, 32,140 crore turnover globally, that show 6.22% rise from the previous year (Tata Steel, 2025).
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Figure 1: Tata Steel annual performance 
(Source: Tata Steel, 2025)
The company's vision is to develop long-term value responsibly with respect to steel production while focusing on economic development and environmental sustainability (Tata Steel, 2026). Over the past few years, Tata Steel has, in fact, invested heavily in implementing cleaner technologies, integrating renewable energy, recycling waste, and creating low-carbon steel to realise its net-zero goals.
[bookmark: _Toc235698334]Definition of the Macro Environment 
The macro marketing environment will be the overall external forces that are not directly controllable by the organisation but impact its ability to satisfy customers. Performing strategic marketing decisions, competitive positioning, and organisational performance are influenced by these environmental forces (Handoyo et al., 2023, p.3). 
PESTLE evaluation 
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Figure 2: PESTLE factor 
(Source: self-created)
	Factor
	Evaluation (global basis)

	Political
	Political shift toward multipolarity, intense great-power competition, and rising populist movements.

	Economic
	Global economy is currently navigating a fragile and uneven period with 2.5% - 3.0% growth for 2026 (International Monetary Fund, 2026)

	Social
	World social conditions is fragile in the post-pandemic period, where quality-of-life improvements are stalling or reversing

	Technological
	Science and innovation investment partially recovered after a downturn in 2023 (WIPO, 2026)

	Legal 
	United Nations Environment Programme
Environment (Protection) Act, 1986

	Environmental (Primary Focus)
	Global net-zero target to carbon removals by 2050 to limit warming to 1.5°C


Table 1: PESTLE evaluation 
(Source: self-created)
[bookmark: _Toc235698335]External Marketing Environment Analysis
[bookmark: _Toc235698336]1. Natural Environment (Primary Actor)
At present, the most important external element influencing Tata Steel's marketing and business strategy is the natural environment. Sustainability is evolving from compliance to competitiveness due to climate change concerns, making targets more stringent, and global efforts to minimise GHGs (Islam et al., 2023, p.3803). Tata Steel is one of the most carbon-intensive industries in the world, and is under unprecedented pressure from governments, investors, customers and environmental groups to be more environmentally friendly.
Tata Steel has not just managed to overcome the challenge of environmental laws but has seen it as an opportunity. The company has announced commitments to become a net-zero carbon emissions company by 2045, and invests in low-carbon manufacturing technologies (Tata Steel, 2026). The applications that include these are: using more renewables, boosting energy efficiency, expanding steel recycling, and developing hydrogen steelmaking technology. These measures allow Tata Steel to position itself as a supplier of cleaner steel products and position.
The environmental transition is at the same time a big challenge. Investing in low-carbon production technologies is significantly larger, and cleaner production processes are likely to raise the initial production costs (Cenci and Tang, 2024, p.161). In addition, inbound material availability and new climate-related norms can negatively impact production planning and operations in the channel. As a result, the policy of sustainability and profitability is an important issue for management.
For marketing, sustainability is a key part of the positioning of Tata Steel's brand (Aithal, 2024, p.187). These environmental considerations are gaining recognition among major automobile manufacturers and the construction industry and are included as part of supplier selection decisions. 
Africa's nature is generally a threat and an opportunity: a threat because regulations are increasingly hindering the use of steel, but also an opportunity as demand for sustainable steel is rising. Tata Steel led the way in investing in cleaner technologies, successfully turning environmental issues into strategic marketing opportunities (Panchali, 2024, p.181).
[bookmark: _Toc235698337]2. Technological Environment (Secondary Actor)
Technological innovations have a significant impact on Tata Steel's journey towards decarbonisation. The rapid innovation in the steel sector has helped companies continue to produce high-quality products and remain efficient in steel production while lowering emissions. Innovative technologies like electric arc furnaces, AI, digital monitoring systems, hydrogen-based steelmaking, and carbon capture are revolutionising the global steel industry (Siddiqui, 2023, p.175).
Tata Steel has been a key participant in digital transformation and the adoption of cutting-edge manufacturing innovations, aiming to enhance operational efficiency and sustainability. AI aids in predictive maintenance, energy optimisation, and quality control, thus minimising production expenses and emissions (Bello et al., 2024, p.2825). At the same time, and increasingly, investments in hydrogen-related steel production and renewables infrastructure lead the company to meet future regulatory and customer expectations.
But there are risks in technological changes, too. In the case of new technologies, large investments are needed, qualified personnel are required, and continuous innovation is needed for these to stay competitive. Similar technologies developed by smaller players can diminish Tata Steel's technological edge in the long run. Yet, Tata Steel's use of technological innovation and sustainability goals is helping to boost its operational efficiency, while bolstering its marketing stature as a sustainable steelmaker (Tata Steel, 2026). 
Opportunity and threat 
For Tata Steel, the external marketing environment offers a lot of opportunities, yet is also fraught with threats. Rising demand for low-carbon steel in the global market, government incentives on going green and technological advancements are among the opportunities. Rising environmental regulations, high decarbonisation cost, global competition, and the uncertainty over customers' readiness to pay higher prices for green steel are key challenges. 
[bookmark: _heading=h.hevw4zh9hw2]

[bookmark: _Toc235698338]Task 2: Strategic Growth and Competitive Positioning 
[bookmark: _Toc235698339]Introduction 
The steel industry is under continuing pressure to reduce greenhouse gas (GHG) emissions, without sacrificing profitability or competitiveness at the global level. Tata Steel is one of the biggest steel manufacturers in the world and recognises these challenges and has taken steps to cut down on its carbon footprint by means of sustainable manufacturing, innovation in technologies and investment in renewable sources of energy (Bilgihan and Ricci, 2024, p.4). In order to grow sustainably through this transition, the company needs a strategy that will enable the business to expand as well as be environmentally sustainable. 
[bookmark: _Toc235698340]Ansoff Matrix
Ansoff Matrix is a strategic planning tool that assists the organisation to see the growth opportunities available, which include existing products in new markets, or new products in existing markets. There are 4 strategic options in the model: market penetration, market development, product development and diversification (Liu et al., 2023, p2272). The advantages of the Ansoff matrix are that it provides a simple framework for identifying growth opportunities, supports strategic decision-making, and helps compare different growth options based on product and market combinations (Liu et al., 2023, p. 2272). The disadvantages are that it does not consider competitors or external market changes, oversimplifies complex business environments, and does not assess financial feasibility or implementation challenges of each strategy.
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Figure 3: Ansoff matrix 
(Source: self-created)
Both alternatives come with their own share of risk and potential. Before deciding on the most appropriate strategy, Tata Steel must take into account the market conditions, customers' expectations, technological advancements, and environmental concerns that impact the steel industry globally.
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Figure 4: Ansoff evaluation
(Source: Self-developed)
[bookmark: _Toc235698341]Product Development
Product development is the most suitable option for Tata Steel to opt for as a growth strategy, as it allows the company to launch new and low-carbon steel products and remain service-oriented to its existing customers. The transition towards green steel is becoming an important competitive factor within the global metals industry (Anjum, 2022, p.4). Consumers are looking for suppliers with a reduced carbon footprint along the supply chain. 
Market Development
Market development involves selling Tata Steel's existing sustainable steel products in new geographical markets where demand for environmentally friendly construction and manufacturing materials is increasing (Liu et al., 2023, p. 2272). This strategy enables business growth by expanding the customer base without requiring entirely new product lines.
[bookmark: _Toc235698342]Porter's Generic Strategy 
Tata Steel's growth strategy aligns with Porter's differentiation strategy by offering low-carbon, high-quality steel products that create value beyond price. Investing in sustainable production, technological innovation, and environmentally responsible manufacturing enables the company to strengthen its brand reputation, attract sustainability-focused customers, and achieve a sustainable competitive advantage in the global steel market (Handoyo et al., 2023, p.5).
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Figure 5: Porter's Generic Strategy 
(Source: self-created)
[bookmark: _Toc235698343]Positioning by competition 
Product development offers Tata Steel a chance to distinguish itself from the competition by providing it with products that meet both high quality and environmental value. Tata Steel has the opportunity to create a more competitive position by emphasising sustainable and responsible manufacturing practices, innovation, and sustainability. In industries like construction, automotive, and engineering, customers are more likely to include environmental considerations in their buying decisions. Tata Steel had a 345 billion rupee market share in 2020 (Statista, 2026). Providing certified low-carbon steel can therefore help to reinforce the customers' loyalty and the company's reputation as a responsible manufacturer. Innovation also helps to enhance operational efficiency (Gajdzik and Wolniak, 2022, p.4). Energy use can be reduced, waste minimised and better use of resources made through investment in advanced production technologies. 
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Figure 6: Tata Steel empire
(Source: Statista, 2026)
[bookmark: _Toc235698344]Low Carbon Transition
The approach recommended is very similar to Tata Steel's net-zero emission strategy. Product development is a way of motivating ongoing investment in R&D, which allows the company to develop a greener steel without sacrificing the quality and performance of the product (Wang et al., 2022, p.4). 10-15% will be reduced in emission intensity for Tata Steel Limited by 2030 (TataSteel, 2026). Artificial intelligence and data analysis are also digital technologies that can enhance production planning, track emissions, and optimise energy use.
[bookmark: _Toc235698345]Competitive Advantage
Product development is used to support a differentiation strategy, and Tata Steel can provide products which may be difficult for other companies to match. The company does not do it solely based on the price, but also through the value added to the market by innovation, environmental concern and product performance. This method not only enhances the brand name of the company but also attracts customers who are looking for sustainable supply chain partners (Nguyen et al., 2022, p.5). 
[bookmark: _Toc235698346]Risks and Challenges
Product development has a few drawbacks, even though it has its benefits. It takes a considerable amount of money to adopt new production technologies, and they can be costly in the start-up phase. The technology for hydrogen steelmaking and carbon capture is also in development and is yet to be commercially available on a large scale in a few years (Abd-El-Salam, 2023, p.8). The willingness of the customer to pay premium prices for low-carbon steel is also uncertain, especially in markets where the price is sensitive. Competitors are also making sustainability investments, and there is a need for ongoing innovation. Hence, Tata Steel has to keep the R&D activities at a higher level and stay abreast with the technological advancements and the expectations of customers. 
	Risk
	Likelihood
	Impact
	Mitigation

	High investment costs for green technologies
	High
	High
	Phase investments and seek government incentives.

	Slow adoption of hydrogen and low-carbon technologies
	Medium
	Low 
	Increase R&D and form technology partnerships.

	Uncertain customer demand for green steel
	Medium
	Medium
	Raise awareness and secure long-term customer contracts.

	Strong competition from global steel producers
	High
	Medium
	Differentiate through innovation and sustainability.


Table 2: Risk register 
(Source: Self-developed)
[bookmark: _Toc235698347]Conclusion 
Product development is the most appropriate growth strategy for Tata Steel as it enables the company to innovate, sustain the business, and remain competitive in the long run. Low-carbon steel products creation allows the company to be sensitive to market demands, decrease the environmental impacts, and follow new regulations. Sustainable manufacturing and technological innovation can help Tata Steel build its competitive edge and add value to the company and its stakeholders in the long haul.
[bookmark: _heading=h.kn7owgw9iur7]

[bookmark: _Toc235698348]Task 3: Critical Reflection on AI Usage 
[bookmark: _Toc235698349]Tool Disclosure
To support research, planning and writing, and to enhance the efficiency of this report, this report was prepared with the aid of Artificial Intelligence (AI). The main ways in which ChatGPT was used were to brainstorm ideas, clarify marketing concepts, provide outlines for reports, and edit written text for clarity and academic style. AI also helped in summarising publicly available information on the sustainability initiatives carried out by Tata Steel and identifying relevant strategic frameworks that could be used for the analysis (Roberts et al., 2024, p.1454). The final report was not, however, created solely using artificial intelligence. The outputs of its were used as guidance and carefully reviewed before being used in the assignment. Using AI was recognised as per the University's Academic Integrity and AI usage guidelines.
[bookmark: _Toc235698350]Critical Evaluation of AI Output
While AI helped develop ideas, all content created was fact-checked to prevent inaccuracies and biases. The information on the company was verified with Tata Steel's official sustainability report, annual reports, academic textbooks and other credible sources, along with information about environmental and strategic recommendations (Schultz and Seele, 2023, p.100). Comparing with accurate sources, these inaccuracies were either corrected or eliminated. This process helped to keep the report accurate, evidence-based, and up to date with current business practices.
[bookmark: _Toc235698351]Contribution Analysis
The critical analysis of the report was largely due to human effort, with AI primarily helping with organisation and presentation. It helped to clarify theory, refine language and sentence structure. The overall structure of the report was framed by the AI suggestions, but the selection of Tata Steel as a case company, external environment analysis, strategic growth opportunities analysis and recommendation of product development strategy were done manually (Lap and Çakır, 2025, p. 276). The author's interpretation of the theories of marketing and how these theories could be related to Tata Steel's sustainability policy was based on personal understanding, independent research and critical evaluation. Therefore, the final report is my own analysis and judgment, and AI was merely a tool to assist me with the writing process.
[bookmark: _Toc235698352]Ethical and Professional Reflection
As AI becomes more prevalent in education and the workplace, there are opportunities and challenges. By streamlining research, organisation, and communication, AI can boost productivity, enabling users to accomplish tasks more efficiently. But excessive use of AI could limit opportunities to cultivate independent critical thinking and analytical abilities. Artificial Intelligence (AI) can also produce false information, give an opinion on facts that are not accurate, or make unsupported statements; this is why it is important to have human verification (Atobishi and Mansur, 2025, p.5). It is important to be transparent about how it has been used and to ensure that any analysis done at the end is the student's work. In real-world marketing, it's important to acknowledge that AI recommendations can't be the sole basis for strategy. Ethical thinking and critical analysis are indispensable tools for producing accurate analysis and responsible business decisions. 



[bookmark: _Toc235698353]Overall Conclusion 
Overall, Tata Steel's transition towards lower-carbon steel is primarily shaped by environmental and technological forces, enabling sustainable innovation, stronger market positioning, regulatory compliance, and long-term competitive advantage in the global steel industry.
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