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[bookmark: _Toc242798833]Introduction
The metals and mining industry is a key player in the global transition into energy, but it is under increasing pressure to limit its negative environmental impact. This study analyzes BHP Group, formerly known as Broken Hill Proprietary Company Limited, and its marketing environment considering issues related to sustainable growth and reduced carbon emissions in mineral production. Three external environments affecting BHP's production decisions and competitiveness include: natural, political, and technological. The natural environment includes physical factors, such as climate, geology, geography, minerals, topography, and weather. The political environment includes the political structure of countries where BHP operates, and the laws and regulations that affect BHP's operations.
[bookmark: _Toc242798834]Task 1: Marketing Environment Analysis 
[bookmark: _Toc242798835]1.1 BHP’s Strategic Position
BHP has always enjoyed a diversified range of massive mining investments. On the other hand, economics underlying the transition towards an entirely new energy system on a global scale is changing the attractiveness of commodities. For instance, copper becomes increasingly strategic, as it is used for electricity grids, renewable energy, electric vehicles, and energy storage. The IEA expects that there will be a significant increase in demand for copper in the future; however, the total capacity of the announced mining projects implies that the supply of copper might be under-supplied by about 30% in IEA’s Stated Policies Scenario (2035) (IEA, 2025). This is an important opportunity for BHP (BHP, 2026). In FY2026, the company manufactured approximately 2 Mt of copper, 	and it is expecting its existing copper growth potential to further contribute around 40% to the attributable copper production by FY2035 (BBHP, 2026a). 
Table 1: Selected BHP strategic and environmental indicators
	Indicator
	Latest reported position
	Strategic significance

	FY2026 underlying EBITDA
	Approximately US$33bn
	Provides financial capacity for transition and growth

	Copper production
	Approximately 2 Mt
	Positions BHP strongly in energy-transition minerals

	Copper contribution to EBITDA
	>50%
	Demonstrates changing portfolio economics

	Operational GHG reduction
	33% versus FY2020 baseline
	Evidence of progress towards decarbonisation

	FY2026 economic contribution
	US$50.8bn
	Demonstrates wider economic importance

	FY2026 government payments
	US$12.4bn
	Increases political and regulatory significance

	Medium-term annual capex
	Approximately US$11bn
	Provides capacity for copper and technology investment

	Copper growth aspiration
	Around 40% by FY2035
	Creates long-term market-development opportunity


Source: compiled from BHP (2026a; 2026b; 2026c).
[bookmark: _Toc242798836]1.2 External Actor 1: Natural and Environmental Environment
The most significant external factor impacting BHP's marketing strategy is the natural environment. According to Kotler et al (2024), environmental conditions and resource constraints are basic elements of the marketing environment as business rely on the natural resources and influence them. The tie is especially close for mining companies: the very product being mined comes out of the natural world, and the mining process can have substantial environmental side effects. BHP has two types of climate risks: physical and transition. More metals are needed to decarbonise the world but the production of metals produces emissions (BHP, 2026b).
This opportunity is well demonstrated with copper. The IEA estimated the copper demand from clean technologies to be about 7.7 Mt in 2024, with growth to about 10.9 Mt by 2030 in its Stated Policies Scenario. The demand for copper is expected to be about 31.3 Mt by 2030 (BHP, 2026c).  But environmental expectations have reached a point where increased production might be not enough. So far BHP has been able to decrease its Scope 1 and 2 operational emissions by 33% relative to its adjusted FY2020 baseline. But the path of decarbonisation chosen by BHP is not an easy one. Some of the technologies for displacing diesel fuels developed slower than expected, causing changes in the timing of BHP's expenditures on decarbonisation. In its FY2025 report, BHP mentioned that it will be spending around US$0.5bn on decarbonisation initiatives until FY2030, and will spend more in the 2030s, when these technologies will develop further (BHP, 2026d). 
Table 2: Copper’s relevance to the energy transition
	Indicator
	2024
	2030 STEPS

	Total copper demand
	26.7 Mt
	31.3 Mt

	Clean-technology copper demand
	7.7 Mt
	10.9 Mt

	Primary supply requirement
	22.5 Mt
	25.9 Mt

	Top three mining countries’ share
	48%
	50%


Source: IEA (2025a).
[bookmark: _Toc242798837]1.3 External Actor 2: Political and Regulatory Environment
The second major external factor is government and regulatory institutions. The use of pricing carbon, limiting emissions, mandating disclosure requirements, and employing trade policy is increasingly being employed by governments to influence corporations' actions. The first important news is the European Union's Carbon Border Adjustment Mechanism (CBAM) (European Commission, 2026). The final CBAM regulation will come into effect on 1 January 2026 for industries like iron and steel, aluminum, cement, fertilizers, electricity, and hydrogen. It links the price of carbon to the embodied emissions of imported products. BHP is not a steel firm, but CBAM is simply a manifestation of the dynamic industry environment for carbon-intensive raw materials. The regulatory landscape has three key implications for BHP (IEA, 2025). The first one is that carbon intensity can start to be a market attribute increasingly. In the past iron ore was classified primarily by quality, grade, reliability and price. Procurement decisions will increasingly be influenced by increasing embedded carbon. Thirdly, there is a need for good information on emissions. To show that they are complying with the new requirements in carbon emissions, customers will have to have good data on their scope 1 and certain scope 3 emissions. 
Firms like BHP, thus, should be able to maintain close relations with the governments, but at the same time should not depend too much on one type of the government. They have substantial exposure to government decisions and regulations, considering the US$12.4 billion worth of government payments it is expected to make in FY2026 and its operations in different jurisdictions such as Australia and Chile (BHP, 2026). 
[bookmark: _Toc242798838]1.4 External Factor 3: Technological Environment
Technological environment is another external factor influencing BHP’s marketing strategy, as developments in the mining industry and in processing and emissions monitoring can affect production costs, the quality of products and their environmental performance. As part of the PESTLE analysis, the technological factors include automation, digital monitoring, artificial intelligence and innovations in reducing carbon footprint of the production process. Technological advancements can help BHP increase its operational efficiency and collect better data regarding the environmental performance of the mineral products (IEA, 2026). This data servse as an advantage for the company, considering the interest of the clients and the government to monitor emissions and responsible production. However, technological developments also bring about challenges that need to be overcome. The delays of BHP with regards to diesel displacement technologies indicate that there is uncertainty regarding the implementation of operational changes. As a result, BHP needs to evaluate the readiness of technologies, costs and environmental advantages before introducing any innovations (BHP, 2026). 
[bookmark: _Toc242798839]1.5 Integrated Environmental Assessment
These three environments intersect with each other and together affect the marketing strategy that BHP chooses to adopt. The environment increases pressure on the organization to cut down emissions and manage natural resources sustainably, while the political environment provides certain conditions for the reporting of carbon footprints. The advancement in technology allows BHP to be more efficient in operation, monitor emissions and produce minerals in low carbon ways. Therefore, BHP should take into account the environmental performance of the organization, regulatory compliance and technological feasibility while positioning its products in the marketplace. 
Table 3: Opportunities and challenges created by the external environment
	External factor
	Key opportunity
	Main challenge
	Marketing implication

	Natural/environmental
	Growing demand for responsibly produced transition minerals
	Climate impacts, water stress and emissions
	Position BHP as a responsible supplier of transition minerals

	Political/regulatory
	Critical-mineral policies and carbon-related regulation
	Compliance costs and policy uncertainty
	Strengthen emissions accounting, disclosure and regulatory engagement

	Technological
	Automation, digital monitoring and lower-carbon production methods
	High investment costs and uncertain technology readiness
	Improve operational efficiency and support credible environmental product claims


[bookmark: _Toc242798840]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc242798841]2.1 Ansoff Matrix
The Ansoff Matrix offers four possible growth options – market penetration, market development, product development and diversification. There is the best strategy which is product and market development to us ethe selective market penetration for BHP. Market penetration should be achieved by gaining market share with current copper and iron-ore customers by means of reliability, digital services and transparency of emissions.  Thus, product development has more strategic potential. The development of products should be based on verified lower carbon copper and iron-ore products and backed by the environmental data on the product level. Market developments should be directed at the value chains of clean energy, EVs, electricity grid and low carbon steel in new countries and customers (World Bank Group, 2024). Selectively, over time, diversification into recycling, processing, and circular mineral solutions via technology be considered, but not at the expense of BHP's best capabilities.
Table 4: Ansoff Matrix for BHP’s lower-carbon transition
	Ansoff strategy
	BHP application
	Assessment

	Market penetration
	Increase share with existing copper and iron-ore customers through reliability, digital services and emissions transparency
	Medium opportunity

	Product development
	Develop verified lower-carbon copper and iron-ore products and associated environmental data
	Highest priority

	Market development
	Target clean-energy, EV, grid and low-carbon steel value chains in new geographical/customer segments
	High priority

	Diversification
	Move into recycling, processing and technology-enabled circular mineral solutions
	Selective long-term opportunity


[bookmark: _Toc242798842]2.2 Recommended Strategy: Product Development
Product development is the main recommendation. The firm needs to develop a portfolio of different, lower carbon mineral products rather than treat sustainability only as a PR exercise. In terms of copper, this could involve supplying customers with independently verified information on emissions intensity, renewables used, water performance, and responsible sourcing. BHP will possibly be able to offer differentiated propositions for iron ore based on the needs of DRI and lower carbon steelmaking. It is consistent with the company’s investment strategy. Copper has been the biggest contributor to EBITDA for BHP and has accounted for more than 50% of the firm’s FY2026 results. The company believes that over 50% of its medium-term annual capital expenditure will go to copper projects (IEA, 2025). Competitive advantage will be based on “scale, low cost, quality, environmental performance and technical collaboration”. Green or environmentally friendly labeling must apply to a product as a whole and not just raw materials (BHP, 2026e). Rather the company should specify environmental attributes of a product and independent verification of those where it is commercially feasible. 
[bookmark: _Toc242798843]2.3 Market Development
Market development is the second recommendation. BHP's emphasis on customer segments that benefit from electrification would only get stronger in the future through renewable-energy developers, electricity-grid supply chains, EV manufacturers and low-carbon infrastructure. According to analysis from the IEA, energy technologies are behind the growing demand for critical minerals, and there might be a medium-term squeeze in energy supplies for copper. BHP needs to make sure that it negotiates long term commercial contracts with those customers who are interested in acquiring minerals responsibly (Ravichandran et al., 2023). Even though revenue generation is currently restricted to commodity markets only, it can increase its stake in contracts which have elements of sustainability, traceability and security of supply. In the case of iron ore, market development must be aimed at the development of low carbon production by steelmaker. The China Baowu partnership is a good example of such partnerships going beyond the traditional supplier-buyer dynamics to joint technology development. 
[bookmark: _Toc242798844]2.4 Competitive Advantage: Porter’s Generic Strategies
According to the framework of Porter’s Generic Strategies, cost leadership, differentiation, and focus are three strategies that can be used to obtain competitive advantages. Cost leadership means obtaining the cost advantage in comparison to other firms, whereas differentiation involves providing unique value for customers to see. Focus strategy is aimed at focusing on some market segment or group of customers (Porter, 1985). Concerning BHP, cost-efficiency combined with differentiation is more relevant than just applying one of the competitive advantages. The company can use its major scale of operations and manufacturing process for cost efficiency, but its investments in lower-carbon production, digital monitoring, and reliable environmental information can help with differentiation (Lopez et al., 2023). However, for differentiation, it is necessary to prove that BHP provides certain environmental benefits. Therefore, BHP should apply differentiation based on cost efficiency. The company can build a competitive advantage by keeping a reliable production process, controlling its operating costs, and providing information about environmental issues (BHP, 2025; Porter, 1985). 
[bookmark: _Toc242798845]Task 3: Managerial and Professional Reflection 
[bookmark: _Toc242798846]3.1 Rationale for Selecting BHP
BHP is chosen as it is a good example of a mining company that is confronted by both an environmental pressure and a structural growth. The firm has been highly exposed to iron ore and steel production, areas where the reduction of carbon footprint has proven difficult, as well as a copper division that has become more and more influenced by the process of electrification. Such choices have been made even in light of the information for FY2026. In FY2026, the percentage of copper within BHP's underlying EBITDA has exceeded 50% and the production of copper has remained stable at around 2 Mt for the second year running. As for BHP, it stated that adjusted FY2020 baseline emissions decreased by 33%. 
[bookmark: _Toc242798847]3.2 Rationale for Selecting the Three Environmental Actors 
The natural environment was prioritised as environmental conditions are a fundamental element to mining, and impact BHP's licence to operate, operating costs, reputation and future product demand. Political and regulatory forces were chosen since they are becoming increasingly the main drivers for decarbonisation via policy frameworks like emissions regulation, carbon pricing and critical-mineral strategies. CBAM shows that the environmental performance increasingly influences international trade. Customers and stakeholders were chosen because they are not capable of transition without BHP (BHP, 2026). Specifically, the emissions of steelmaking have mostly downstream effects, which makes customer cooperation a key success factor. The China Baowu partnership is proof that BHP is already on the path towards this joined-up approach. 
[bookmark: _Toc242798848]3.3 Reflection on the Strategic Recommendation
It was decided to consider the natural environment because mineral mining is linked to natural resources and has an impact on emissions, water availability, and environmental sustainability. Political and regulatory aspects were considered since governmental policies, carbon regulations and disclosures have an impact on operational decisions and the marketing position of BHP. The technological environment was chosen because automation, digitalization, and reduced carbon emission production technologies may have an impact on operating effectiveness and environmental performance. This way, the chosen aspects are relevant for PESTLE analysis and are directly linked to the marketing environment of BHP. Their consideration allows identifying the opportunities and threats that are related to responsible mineral mining. Nevertheless, the advantages of technological development will be dependent on commercial viability, costs, and accuracy of environmental performance. 
[bookmark: _Toc242798849]3.4 Limitations 
There are several caveats to be noted. First, there is only secondary data and no interviews with BHP managers, customers, investors, or regulators. Thus, it will be impossible to test customer willingness to pay for decarbonised products as any assumption will be risky. Second, commodity prices have very high volatility. While copper contribution is very good at FY2026 and looks good now because of market situation, this cannot be assumed in the future. Third, the report lacks the project-level NPV analysis of specific decarbonisation technologies. The senior management needs to engage in customer willingness to pay research, product-level carbon assessment, benchmarking of competitors, copper price and demand scenario analysis, regulatory scenario analysis (Australia, Chile, China, EU), technology readiness assessment, Scope 3 emissions assessment, and stakeholder sentiment research and financial assessment of proposed low-carbon products. 
[bookmark: _Toc242798850]Conclusion
A move towards low-carbon economy has raised several environmental concerns, as well as strategic advantages, for BHP. In view of analysis, the development of products appears to be the best option when it comes to market development. Development of mineral products with the proven lower carbon footprint, building customer relations, and increased copper production will help enhance competitive advantages. However, BHP should maintain cost efficiency and credibility in environmental reporting, in addition to investing in technologies that make sustainability commercially feasible.
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