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1. Task 1: Marketing Environment Analysis (40%) – 1,000 words
[bookmark: _Toc_1_1]1.1 Company Selection and Context
· Select one major metals or mining company (e.g., BHP, Tata Steel, Codelco).
· Briefly introduce the company, its global standing, and its current sustainability trajectory in the context of the metals and mining sector.
[bookmark: _Toc_1_2]1.2 External Marketing Environment Actor 1: The Natural Environment
This section must be given strong analytical emphasis as the primary actor.
· Critically analyse how natural environment pressures (e.g., resource scarcity, climate change, carbon regulation, biodiversity impact) influence the company’s transition toward lower-carbon products.
· Identify specific opportunities and/or threats arising from this actor for your chosen company.
· Support your analysis with relevant industry data, statistics, and academic references.
[bookmark: _Toc_1_3]1.3 External Marketing Environment Actor 2: [Student-Selected Relevant Actor]
· Select one additional relevant external marketing environment actor (e.g., political/regulatory, technological, socio-cultural, or demographic).
· Justify your choice of actor and critically analyse its influence on the company’s marketing environment and sustainability transition.
· Identify specific opportunities and/or threats and discuss implications for competitive positioning.
[bookmark: _Toc_Task2]2. Task 2: Strategic Growth and Competitive Positioning (40%) – 1,000 words
[bookmark: _Toc_2_1]2.1 Strategic Growth Recommendation Using the Ansoff Matrix
· Building on your environmental analysis from Task 1, apply the Ansoff Matrix to recommend a strategic growth approach for your chosen company.
· Identify and justify the most appropriate Ansoff quadrant (Market Penetration, Market Development, Product Development, or Diversification) for the company’s transition to a lower-carbon business model.
· Explain how this strategic growth direction responds to the environmental pressures identified in Task 1.
[bookmark: _Toc_2_2]2.2 Competitive Advantage Through a Lower-Carbon Business Model
· Critically evaluate how the organisation can achieve and sustain competitive advantage while transitioning to a lower-carbon model.
· Where relevant, reference Porter’s Generic Strategies to frame how the company positions itself competitively (e.g., cost leadership through efficiency, differentiation through green products).
· Support your argument with real-world examples and evidence from the industry, including data and academic references where appropriate.
[bookmark: _Toc_Task3]3. Task 3: Critical Reflection on AI Usage (20%) – 500 words
[bookmark: _Toc_3_1]3.1 Tool Disclosure
· Briefly explain the AI tools used in developing this report and the specific tasks they were applied to.
[bookmark: _Toc_3_2]3.2 Critical Evaluation of AI Output
· Discuss the methods you used to verify the accuracy of AI-generated content.
[bookmark: _Toc_3_3]3.3 Contribution Analysis
· Clearly distinguish between content generated or structured by AI and your own original critical analysis.
· Explain what was AI-generated or structured and what represents your own original analytical thinking and structure.
[bookmark: _Toc_3_4]3.4 Ethical and Professional Reflection
· Reflect on the ethical implications of using AI in marketing analysis activities.
· Consider issues such as academic integrity, over-reliance on AI, bias in AI-generated content, and the professional responsibilities of a marketer when using AI tools.
[bookmark: _Toc_References]4. 


References (Not included in the word count)
· Use UWTSD Harvard referencing format (Cite Them Right) consistently throughout.
· Include a minimum of 10–15 references from a variety of credible sources (academic journals, textbooks, industry reports, company documents, and reputable news sources).
· Sources should be current and up-to-date, mostly published within the last five years, though seminal works may be older.
Further Guidance
· Submit your work in the form of a single Microsoft Word file.
· The work should be written in an academic style, demonstrating clarity, accuracy, conciseness, objectivity, formality, and consistency.
· Apply Arial font style, size 12, 1.5 line spacing, and page numbering.
· Name and mention the tables, charts, diagrams, graphs, and images appropriately.
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