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[bookmark: _Toc235619845]Introduction
This report will be discussing the external marketing environment and growth strategies for BHP Group Ltd, which is one of the major mining firms globally. In particular, this report will discuss the impact of environmental and political aspects, especially climate change, carbon regulation, scarcity of resources, and changing government policies on marketing activities and competitiveness of the firm. This report will provide recommendations on an appropriate growth strategy for BHP Group Ltd based on the Ansoff Matrix. In addition, a low-carbon business model for BHP Group will be analyzed based on the Porter’s Generic Strategies to gain competitive advantages.
[bookmark: _Toc235619846]1. Task 1: Marketing Environment Analysis 
[bookmark: _Toc235619847]1.1 Company Selection and Context 
BHP Group Ltd has been chosen as the case study organization owing to the fact that BHP Group Ltd is one of the largest mining companies in the world which also happens to be the largest producer of iron ore, copper, metallurgical coal, and potash, which are vital resources needed for economic growth and development of a low carbon economy. Being functional in Australia, Chile, Peru, Canada and the United States, BHP Group Ltd occupies a very strategic position in terms of production of vital minerals necessary for renewable energy and infrastructure (Amegboleza and Ülkü, 2025; Li et al., 2024).
[bookmark: _Toc235619848]1.2 External Marketing Environment Actor 1: The Natural Environment 
Climate Change and Carbon Regulation
Climate change and carbon regulation form one of the critical environmental factors that impact the marketing strategy of BHP because they shape up the operational and stakeholder expectations. The mining and metals industry produces roughly 4–7% of greenhouse gas emissions globally and, therefore, puts mining firms under pressure to decarbonize their operations and value chains (Sinai, 2026). In the case of BHP, apart from the reduction of Scope 1 and 2 emissions, there is the challenge of dealing with Scope 3 emissions arising from the usage of its goods by clients especially in producing steel. Therefore, the company has incorporated climate targets in its Climate Transition Action Plan where it is focusing on renewable electricity, fleet electrification, energy efficiency, and future-facing commodities like copper and potash (BHP, 2025; BHP, 2025a; BHP, 2026a). Similar decarbonisation plans have also been taken up by Rio Tinto and Anglo American, which adds pressure on BHP to distinguish itself via sustainable mining of minerals and better ESG practices (Grigorenko, 2026).
From the point of view of marketing, successful environmental sustainability efforts contribute to BHP’s competitive advantage because they improve its reputation in terms of ESG, which builds customers’ trust in minerals that have been extracted sustainably and makes it attractive to environmentally conscious investors. However, all these benefits will be gained at a considerable cost, which means that there will be a trade-off between financial performance and value generation for BHP. Thus, environmental sustainability can impact the company’s competitiveness in the market rather than mere compliance with regulations.
Resource Scarcity and the Energy Transition
As per the International Energy Agency (2024), demand for critical minerals needed for clean energy technologies is expected to nearly triple up until 2030. The amount of minerals needed for renewable energy technology, electric vehicles, battery technology and power transmission infrastructure would be much more than the amount needed for fossil fuel technologies. Such transition would pose an immense opportunity to BHP since its growing portfolio of copper would be well matched with the growing demand for minerals for decarbonization. But, lower ore grades, resource shortage and high cost of mining could lead to inefficiency and negatively impact the bottom-line performance. Consequently, BHP needs to meet the demands of the market in conjunction with sustainable resource management and technological innovations (BHP, 2026a; BHP, 2025a).
Biodiversity and Water Stewardship
Environmental degradation and loss of biodiversity have become significant concerns in relation to the international mining industry because mining can have a substantial impact on ecosystems and land and water resources. In turn, this has created increasing pressure on mining organizations to be environmentally responsible during all phases of mining from regulatory agencies, communities, and institutional investors. BHP has adopted a sustainable strategy involving biodiversity and water stewardship as the organization understands the importance of having a minimal impact on the environment and developing relationships with stakeholders in order to maintain social license to operate (BHP, 2026b; Henry and McEwan, 2025).
With regard to marketing, effective environmental stewardship helps to build corporate reputation, creates stakeholder trust and positions the organization as an environmentally responsible provider of metals and minerals. Poor environmental management results in delays, regulatory pressures, and negative reputation, which decreases stakeholder trust and competitiveness. Thus, environmental stewardship is both a sustainability issue and a capability of the company.
Opportunities and Threats for BHP
The natural environment offers many opportunities and challenges to BHP. The increased demand across the world for responsibly produced critical minerals allows the company to improve its competitive advantage through low carbon production, superior ESG practices and continuous investments in minerals for the energy transition of the world. The above will create more value for customers and improve stakeholder satisfaction, thus enhancing BHP’s reputation as a responsible provider amidst a sustainability-oriented market.
However, issues such as climate change regulation, biodiversity protection, water scarcity and increased operating costs may result in negative impacts on profit margins and operations. Other challenges such as enhanced carbon pricing systems, climate disruption in the supply chain and increased stakeholder expectations for environmental performance add to the competition. Therefore, environmental sustainability must not only be perceived as regulatory compliance but also as a marketing capability.
[bookmark: _Toc235619849]1.3 External Marketing Environment Actor 2: Political and Regulatory Environment
Regulatory and political environments make up one of the most important external factors, since government policies and environmental regulations become more and more important concerning the activities, investments, and competition of mining enterprises. The implementation of stricter environmental regulation, carbon pricing, and ESG disclosures makes sustainability obligatory for businesses and not only voluntary, especially for multinational enterprises like BHP (OECD, 2023; BHP, 2025). Due to that fact, BHP has invested more resources in renewable energy and in critical minerals including copper and potash to comply with regulatory demands. Similar investments made by Rio Tinto and Anglo American show that compliance and sustainability have become competitive necessities within the industry instead of individual corporate goals (Grigorenko, 2026). Apart from regulatory requirements, such an investment strategy also provides for improvement of corporate image and competitive position in the market of concerned customers and investors.
Opportunities, Threats and Competitive Positioning
The changing regulatory environment presents strategic opportunities as well as challenges for BHP in terms of growth and competitiveness. The government support in favour of the use of clean energy, critical minerals and low carbon technologies creates a conducive environment for the growth in the supply of minerals used in renewable energy and electrification systems. ESG performance also helps BHP have greater access to sustainable financing through its inclusion in decision-making processes by institutions. However, stringent environmental regulations, high carbon prices, increased disclosure obligations and toughened approvals will make operations costly in the short term and hence reduce profitability. Failure to adhere to regulatory requirements may even bring about legal implications and delay projects, and cause market exclusivity and reputational damage. Thus, compliance with regulations should not be regarded merely as an obligation, but as a strategic tool that helps build customer trust and reputation as well as creating sustainable competitive advantage.
[bookmark: _Toc235619850]2. Task 2: Strategic Growth and Competitive Positioning 
[bookmark: _Toc235619851]2.1 Strategic Growth Recommendation Using the Ansoff Matrix  
Applying the Ansoff Matrix
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Figure 1: Ansoff Matrix
(Source: Self-developed)
The Ansoff Matrix is a strategic planning framework that helps in identifying organisational growth opportunities through the following four strategies: market penetration, market development, product development, and diversification (Clarissia, 2020). When applied to BHP, each of these strategies can provide growth opportunities; however, the appropriateness of these strategies varies depending on the challenges of the environment outlined in Section 1. Market Penetration strategy entails increasing sales of the current product while Market Development strategy involves entering new geographical markets, which does not solve the challenges associated with increased sustainability expectations and change in customer demands. Diversification strategy provides options for venturing into a different business area and requires high-level investments and strategy. Comparatively, Product Development strategy remains the best choice since it allows BHP to develop its product portfolio with lower carbon products and innovative mining technology.
To ensure that Product Development Strategy achieves maximum efficiency, BHP must focus on investing in lower carbon mining technology and renewable energy infrastructure. Its success will be gauged based on emission levels, renewable energy used, and future revenue from future commodities. The strategy is costly to implement, but it will improve the company's ESG performance and competitive advantage.
Justification for Product Development
Product Development is well-suited to the structural changes taking place within the mining industry globally. The International Energy Agency (2024) foresees an increase of about two-thirds in demand for critical minerals through 2030, providing considerable scope for firms developing lower carbon products and innovations. As such, BHP has concentrated on future commodities and low-carbon innovation in the context of its sustainability goals (BHP, 2025). Product Development is best suited among all four of the Ansoff strategies due to the direct relevance to addressing the growing environmental challenges and customer demands faced by BHP. While Market Penetration and Market Development aim at market expansion, and Diversification entails a high level of strategic risk, Product Development provides better competitive advantage to BHP by means of more sustainable products and customer value creation.
Responding to Environmental Pressures
The suggested Product Development strategy clearly responds to the environmental issues that have been stated in Task 1. In order to combat climate change and due to the growing restrictions on carbon emissions, mining enterprises are supposed to minimize their emissions and assist the customers in reaching their decarbonisation goals (Delevingne et al., 2020). The company is going to achieve better results from the environmental viewpoint while adhering to the ever-changing legislative norms. Moreover, the development of innovative solutions will allow overcoming the issues of resource scarcity and biodiversity protection. As for marketing, all these activities will be beneficial for the company's competitive positioning and image of a responsible mineral supplier. Therefore, Product Development is useful both in terms of regulations and customer value creation, innovation, and sustainable competitive advantage (Sánchez and Hartlieb, 2020).
[bookmark: _Toc235619852]2.2 Competitive Advantage Through a Lower-Carbon Business Model 
Achieving Competitive Advantage through a Lower-Carbon Business Model
The shift in BHP’s business model to one that is less carbon-based proves that sustainability has transformed from being a legal obligation to becoming a key strategy for achieving competitive advantage. The rising risks associated with climate change, coupled with carbon regulations and stakeholder expectations, necessitate that mining firms incorporate environmental sustainability in their overall business strategies in order to be resilient and generate value (Sapsanguanboon et al., 2025). This strategic orientation is in line with the environmental problems pointed out in Task 1, which include climate change, resource shortage and regulatory changes. By investing in renewable energy, cutting down on carbon emissions and diversifying in the critical minerals such as copper and potash, BHP improves its ability to adapt to changing business environment (BHP, 2025).
Porter’s Generic Strategies and BHP’s Competitive Position
According to the Generic Strategies of Porter, companies can gain competitive advantages through cost leadership, differentiation or focus (Ali and Anwar, 2024). Differentiation is among the above strategies that is best suited to BHP since the company competes through offering responsibly sourced and lower carbon footprint minerals without focusing on pricing alone. Whereas the strategy of Rio Tinto and Anglo American involves the production of low-carbon minerals coupled with investments in future-commodities, that of BHP is inclined more toward the production of low-carbon minerals combined with future-commodity investments (Rio Tinto, 2025; Anglo American, 2025).Customers and other stakeholders are becoming more interested in ESG considerations and innovation, together with quality, as factors that contribute to competitive differentiation (Acar, 2024). BHP is therefore able to improve their market position through matching their products to new stakeholder expectations and responsible sourcing. Whereas differentiation is BHP's main strategy, the company also adopts some cost leadership aspects such as the use of renewable energy, fleet electrification, energy efficient mining techniques and technology for reducing fuel usage and emissions as well as production costs. It is thus possible for differentiation and operational efficiencies to help BHP build customer value and competitiveness.
Industry Evidence and Long-Term Sustainability
World Bank Group (2023), finds that the production of minerals, such as graphite, lithium and cobalt, could increase by nearly 500% by 2050, to meet the growing demand for clean energy technologies. It estimates that over 3 billion tons of minerals and metals will be needed to deploy wind, solar and geothermal power, as well as energy storage, required for achieving a below 2°C future. Due to the fact that electrification and renewable energy systems need significantly more critical minerals in comparison with conventional energy systems, copper is one of the most strategically valuable raw materials today. Thus, the current shift in the market allows BHP to improve its product portfolio through investment in low-carbon raw materials and developing strong relations with governments, renewable energy companies, and ESG investors (BHP, 2025).
Nevertheless, keeping competitive advantage requires continuous investments since the rivals also seek to implement decarbonisation. Technological uncertainty, increasing regulation of carbon emissions, and growing stakeholder expectations may have a negative effect on short-term profitability despite the prospects of future growth. Competitive advantage, therefore, needs to be understood as a dynamic capability based on innovation, transparency of ESG performance, and high operational efficiency.
In order to maintain its competitive advantage, BHP needs to increase investments in responsibly sourced copper and potash, as well as enhance the quality of its ESG reporting. Such progress can be tracked via emissions, ESG ratings, and revenues from low-carbon products. These efforts are likely to boost stakeholder confidence and improve sustainable finance opportunities for the company.
[bookmark: _Toc235619853]3. Task 3: Critical Reflection on AI Usage 
[bookmark: _Toc235619854]3.1 Tool Disclosure 
The use of Google Gemini was employed to facilitate the research aspect of this report where it assisted in identifying academic literature, providing summaries of peer-reviewed articles, understanding concepts related to marketing and sustainability, and providing keywords for additional database searches using Google Scholar. Google Gemini was also employed during the proofreading aspect to aid in the improvement of grammar and readability. Nonetheless, Google Gemini was not employed to write the final report or structure it since the guidelines provided for the use of generative AI require the final content and organization of arguments to be independently done by the author.
[bookmark: _Toc235619855]3.2 Critical Evaluation of AI Output 
Despite the usefulness of Google Gemini during the research process by helping to find relevant literature and provide important concepts, the output needed to be critically evaluated before being used in this report. At times, some of the summaries produced using AI were lacking adequate context about the sustainability activities and regulatory requirements of BHP. Moreover, some references recommended by the system had to be verified in order to confirm their accuracy and relevance. All this information was verified from the official reports of BHP, OECD and the original journal articles. The statistics, authorship and citations were also verified in order to meet the UWTSD Harvard (Cite them right) referencing criteria.
[bookmark: _Toc235619856]3.3 Contribution Analysis 
Google Gemini was used to support the research process at the very early stage of developing the report through its help in identifying literature and refining concepts and language. It identified literature on such topics as sustainability, low-carbon business model, generic strategies of Michael Porter, Ansoff matrix and industry reports which were then assessed in terms of their relevance and reliability. However, the content of analysis of this report is an original work of the author himself. The selection of the case company (BHP), the assessment of the natural and political/regulatory environments, the choice of product development as a strategic recommendation and the differentiation as a preferable competitive strategy were done due to critical assessment of the data presented in the literature.
[bookmark: _Toc235619857]3.4 Ethical and Professional Reflection 
The issue of academic integrity should be addressed while using the generative AI responsibly. Although the usage of AI tools can help researchers to work more efficiently and discover new data, the excessive usage of these AI products may result in reduced possibilities to conduct research and think critically, as well as reproduce false information. This means that marketers and businesspeople should critically evaluate AI products and verify the information by credible sources, as well as identify responsible use of AI in their professional practice. The transparency of AI usage is also crucial for both academic integrity and professional integrity. In this report, the AI was used as an auxiliary tool for research and proofreading.
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