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[bookmark: _Toc231660096]Introduction
BHP Group Ltd (Broken Hill Proprietary Company Limited) is a global resource company that is engaged in the production of essential commodities through underground mines to produce iron ore, metallurgical coal, copper, and potash (Global Data, 2026). This report evaluates the external marketing environment affecting the chosen company, BHP, as it shifts towards a low-carbon business strategy, focusing on the natural environment and customers. The growth opportunities were assessed using the Ansoff Matrix to develop a sustainable competitive advantage and to export to its customers worldwide.
[bookmark: _Toc231660097]Task 1: Marketing Environment Analysis
[bookmark: _Toc231660098]2.1 Description of Marketing Environment
The marketing environment encompasses internal and external influences affecting an organization’s capacity to create value and sustain profitable customer relationships. The external marketing environment is composed of micro and macro environments, as suggested by (Gini and Agala, 2023). The micro environment includes customers, suppliers, intermediaries, and competitors, which have a direct impact on the performance of the organization. On the other hand, the macro environment involves political, economic, social, technological, environmental, and legal environments. 
[bookmark: _Toc231660099]2.2 Natural Environment Actor
Climate Change and Decarbonisation Pressure
From the operations, BHP aims to reach net-zero operational GHG emissions by 2050 and has invested in clean energy and emissions-reduction technologies. For example, BHP is developing lower-carbon steel-making technology, including steel-making with hydrogen and carbon capture, by working with dominant steel makers in China, Japan and South Korea. (BHP, 2026)
These new low-carbon technologies require substantial amounts of capital, and the commercial viability of green steel is technically unproven and also costly. According to Gozlugol, and Ringe, (2022), the mining industry is operating under an old, carbon-intensive business model, and all the promises made about cutting climate change emissions from above are unlikely to materialize on time. Thus, the mining industry is also presented with financial and operational risks, while potentially having opportunities for climate-change strategic management.
Environmental Regulations and Sustainability Expectations
The EU's Carbon Border Adjustment Mechanism (CBAM) helps to create environmental changes in the competitive market for the resource-intensive sectors (OECD, 2025). The environmental regulatory changes include the implementation of carbon pricing and emissions trading schemes. The effect of the Paris Agreement and Carbon taxes on the marketing environment of BHP is directly increasing the need for low-carbon product offerings. As an example, European steel manufacturers will be able to source from importers the used raw material as evidence for preferring low-embedded-carbon suppliers to secure the supply chains, which could have become more competitive (Ellersdorfer et al., 2024). Due to this BHP invested in its environment reporting systems and sustainability schemes.
However, Coase(2025), states compliance will have a positive impact on the cost of production. These strategies have thus put high pressure on costs and could possibly endanger the competitiveness of cost-intensive domestic firms, while regulations allow for differentiation strategies in a global context with higher cost pressure.
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Figure 1: Paris Climate Agreement
(Source: YALE, 2021)
Growing Demand for Minerals Supporting the Green Transition
The renewable sources of energy and increased electrification will drive up significantly the demand for many of the commodities, such as nickel and copper, in particular in BHP's portfolio worldwide. Also, critical minerals will play an integral role in the production of EV's, renewable generation, battery storage, and electricity transmission. Based on IEA (2024) study, the demand for minerals could be over double by 2040, while they follow a net-zero-emissions pathway. This presents a great opportunity to leverage BHP's business model with sustainable trends, thus growing the anticipated demand for products.
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Figure 2: Global cobalt demand in the Net Zero Scenario, 2023-2040
(Source: IEA, 2024)
However, mining operations create an impact on the environment due to the use of land, water, and air, as well as other lives and greenhouse gases (Gopinathan et al., 2023). Therefore, a long-term winning competitive advantage would be in balancing resource consumption with conservation and the concerns of other stakeholders.
[bookmark: _Toc231660100]2.3 Customer Actor
Due to environmental pressures, customer expectations are an external environmental marketing actor that is relevant in BHP's transition towards lower carbon products. Lepistö et al., (2024) define external stakeholders, such as customers for the organization, who cannot survive without their satisfaction with the products. 
Rising Demand for Sustainable Supply Chains
The customers for BHP involve steel makers, automotive manufacturers, the construction industry, and the general manufacturing industry. Most of these industries face growing demands for a reduction in carbon emissions throughout their supply chain from governments, investors, and customers. For example, the global auto manufacturers Volvo and Mercedes-Benz have ambitious sustainability targets to produce automobiles with lower-carbon inputs that will replace 70% by 2025 (Peng et al., 2023). This can lead to demands for lower carbon inputs to the steel producers from the customers. Hence, the mining and metal extraction company, such as BHP, needs to work with the steel customers along the entire value chain.
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Figure 3: Global supply chain becoming CO2 neutral
(Source: Zero Carbon Charge, 2022)
Therefore, BHP is aware of this trend with some large steel producers and is exploring technologies that can reduce emissions from steel production. This helps to build customer loyalty and move the industry.
Critical Evaluation of Customer Influence
Despite the growth in demand for sustainable products, customer requirements are often multi-dimensional and conflicting. Although cost, reliability and quality are often still considered by industrial customers as a result of the environmental aspect, willingness to pay for a cheaper carbon-free alternative is not a given in many market segments (Yadav et al. 2026).
However, customers are likely to be more willing to accept environmentally friendly supply chains with increased concern toward environmental impact but only if customers believe the value of the product justifies the higher cost (Wang et al. 2022). Besides, price sensitivity may bring unprofitable outcomes in ultra-competitive markets like construction and manufacturing, as pointed out by Warraich, and Siddiq, (2025).
Therefore, customer impact constitutes a source of both opportunity and difficulty for BHP. While demand for sustainable supply chains fuels the shift to lower-carbon products, the ultimate adoption of BHP's new strategy rests on the market's ability to perceive sustainable practices as creating value. 
[bookmark: _Toc231660101]2.4 Summary of Environmental Analysis
From the analysis, it can be determined that it is the Natural Environment factor that is the greatest external factor for the transition to lower carbon products at BHP. Issues of climate change and the scarcity of resources have prompted the company, as well as the expectations from various stakeholders, to decrease emissions and take on responsible practices within the Natural Environment. Moreover, the environment that has driven this transition more rapidly is the Regulatory and Political Environment due to factors such as increasing strict environmental controls, policies toward emission reduction, and sustainability reporting initiatives. 
[bookmark: _Toc231660102]Task 2: Strategic Growth and Competitive Positioning 
[bookmark: _Toc231660103]3.1 Introduction to Ansoff Matrix 
The Ansoff Matrix helps organisations to discover strategies consisting of four strategies, such as market penetration, product development, market development, and diversification. This matrix focuses on growth options by considering new or existing products and markets, which allows companies to develop strategies suited to their business environment. However, BHP faces increasing pressure from the growing regulations concerning the environment, climate change, and customer needs.
[bookmark: _Toc231660104]3.2 Evaluation of Growth Options
	Ansoff Growth Strategy
	Suitability for BHP
	Justification

	Market Penetration
	Medium
	The strategy offers limited support for the transition towards lower-carbon products.

	Market Development
	High
	It helps in entering new geographical markets or targeting emerging renewable energy for BHP's products

	Product Development
	Very High
	It helps to develop lower-carbon minerals and sustainable mining technologies directly supports BHP's decarbonisation objectives. 

	Diversification
	Medium
	It involves substantial investment, high risk, and may divert resources from core sustainability priorities.


Table 1: Ansoff Growth Strategy
(Source: Self-developed)
Market penetration seeks to expand sales of existing products to existing markets. BHP can achieve deepened relationships with existing customers by optimizing the efficiency of existing operations (Kusuma and Furinto, 2022). However, market penetration will fail to meet growing sustainability concerns and required product innovation, and will also likely be insufficient to assist BHP in achieving lower carbon operations.
Market Development refers to re-positioning current products to alternative geographies or market segments (Ebepu et al., 2024). While market development may lead to revenue growth, it fails to adequately address increasing environmental concerns and stakeholder pressure for mining sustainability (Ebepu et al., 2024). Additional markets expose BHP to higher levels of regulatory complexity and political risks.
The product development is to explore the possibility of a new product in the existing market. The emphasis is much in line with the sustainability objectives of BHP, because the focus will be placed on the development of low-carbon minerals, sustainable mining solutions, and a green supply chain for existing clients (Gasimov et al., 2025). Hence, innovative new products can be found, and more attention will be given to green products.
Diversification means creating new products and selling them in new markets, and is the highest-risk growth option. It does have good long-term prospects, and the investment needs to be huge due to significant uncertainties (Razak, 2022). The already-significant challenges of decarbonisation mean that resources could be diverted away from BHP's core sustainability agenda. Therefore, Product development is the most appropriate strategic option to serve environmental and business interests.

Figure 4: Ansoff Matrix
(Source: Self-developed)
[bookmark: _Toc231660105]3.3 Recommended Growth Strategy: Product Development 
In the analysis of the Ansoff Matrix, it can be recommended that product development seems the most suitable strategy for the BHP industry, as it directly leads to achieving their goal to move toward a lower carbon business. As a customer-oriented company, it utilizes its relationship with customers, where BHP is likely to create a low-carbon iron ore solution and innovative mining technology by applying a product development strategy (BHP, 2026). It has a low impact on the environment and responsibly sourced critical minerals that would be needed for new renewable energy systems, along with electric vehicles.
Moreover, the strategy is also consistent with rising customer desire for more sustainable supply chains. For instance, with a target for reducing carbon emissions themselves, steel makers are targeting the procurement of low-emission feedstocks (Xinyu et al., 2025). BHP is adding value for its current customers and also building a foundation for future leadership globally, by building green steel alliances, implementing renewable power, and focusing on low-emission technology (BHP, 2024).
Therefore, the benefits gained from long-term growth opportunities, such as addressing the changing environmental expectations and remaining, while product development requires substantial investment of capital and ingenuity that is relevant in the global market. 
[bookmark: _Toc231660106]3.4 Achieving Competitive Advantage Through a Lower-Carbon Business Model
BHP can develop a competitive advantage by focusing on a differentiation strategy were sustainability leadership is its point of difference. Salieiev (2024) states that differentiation is the act of creating important points in product or service offerings in which customers will assign values. For the mining sector, the new products will focus on providing a lower carbon footprint and more ethical sources that highlight sources of competitive differentiation.
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Figure 5: Lower-Carbon Good will
(Source: Xie et al., 2023)
BHP could position itself as a distinct offering with the help of renewable energy, emissions reduction technology, sustainable mining practices, and give disclosure of environmental (Amegboleza, and Ülkü, 2025). These provide business reputation benefits and solidify customer relationships who require sustainable business partners. As such, the partnership BHP formed with steel manufacturers on reducing value chain emissions moves them from a raw material supplier to a strategic partner for sustainability.
The differentiation based on sustainability has to be developed continuously by innovation, since its competitors, such as Rio Tinto and Vale, are also investing considerably in low-carbon solutions (Chua, 2024). Consequently, R&D, operating efficiency, and demonstrably environmental performance have to be continuously tracked and investment to maintain its advantage over competitors.
[bookmark: _Toc231660107]3.5 Strategic Conclusion 
According to the Ansoff matrix, the growth strategy that makes sense for BHP as it moves to a lower-carbon business model is the “product development” strategy. In comparison to market penetration, market development, and diversification, product development is the most suitable growth strategy for meeting the sustainable objective and adapting to market needs. It offers growth in developing lower carbon products and investing in green technologies and sustainable supply chains, which helps to reinforce the market position of BHP while meeting pressure in terms of environmental regulation and demand. Therefore, product development is aligned with differentiation based on a leading position in sustainability. 
[bookmark: _Toc231660108]Task 3: Critical Reflection on AI Usage 
[bookmark: _Toc231660109]4.1 Tool Disclosure
[bookmark: _GoBack]AI was deployed to support research activities when producing this report. Generative AI systems, such as ChatGPT, which help to study alternative viewpoints about the environmental considerations and strategic growth strategy relevant to the mining sector (Bukar et al., 2024). The systems were not employed in the writing of the final report but in research and editing efforts by following university guidance on the use of AI. Moreover, research also involved exploring information in university databases such as Google Scholar, Scopus, and company sustainability reports, which could be confirmed and cited with other academic research. This tool is basically used to boost efficiency when collecting background information.(ChatGPT : https://chatgpt.com/)
[image: ]
Figure 6: Generative Artificial Intelligence
(Source: Storey et al., 2024)
[bookmark: _Toc231660110]4.2 Critical Evaluation of AI Output
Adel and Alani, (2025) reported that several limitations were encountered in this phase, including the threat of hallucinations by using AI tools to conduct research, in which an AI will generate false facts, unsupported claims, or unfeasible reference links. To avoid this from happening, all information received from the AI's responses has been compared with relevant journal articles, BHP's official documents, industry-based reports, or other organisational websites, and where any conflict was present, the report either included a correction or eliminated that data. Also, statistical figures and sustainability assertions have been corroborated with more recently published articles so that the figures included are factually correct and current (Kautish et al., 2024). This has demonstrated that even when using an AI tool, human intelligence is still required.
[bookmark: _Toc231660111]4.3 Contribution Analysis
It was useful in helping to establish the related concepts that should be looked into, as well as in summarising background details and potential areas of investigation. However, the evidence analysed was by myself, and the final theories selected were my own for a critical examination of the BHP's marketing environment, and the evaluation of strategic growth alternatives. It was possible to construct the report in line with the requirements of the assignment and academic advice obtained through the module. All the arguments put forward, conclusions, and recommendations are the result of my own evaluation of evidence derived from academic and industry-based research.
[bookmark: _Toc231660112]4.4 Ethical and Professional Reflection
The expanded adoption of AI in marketing analysis generates several ethical and professional concerns. Some ethical issues with AI include academic integrity, since AI could hinder the ability to learn, as well as needing an explicit definition of how it can be used (Qadhi et al., 2024). Another ethical concern is the possibility of bias from the AI system and how this bias would affect the final output based on the quality of the data input. For marketing professionals to view these results as factual or unbiased, they will need to be skeptical of all AI-driven outputs. Accountable professionals may use AI to speed up their decision-making process, but ultimately will still be responsible for their use of AI. Through this activity, I learned that AI can serve as an effective research assistant in analysis when properly and ethically utilized, and what is required by human interpretation.
[bookmark: _Toc231660113]Conclusion
In this report, it can be concluded that the External environment that is influencing BHP to move toward lower-carbon product are Natural environment and regulation. The most appropriate growth strategy for BHP under the Ansoff Matrix in response to these external forces was product development. For BHP to thrive as a company on its own and through long-term sustainability, it will have to commit to investment in sustainable innovation and differentiation through environmental leadership.
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