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ELEMENT 2 — STDP ANALYSIS
Segmentation, Targeting, Differentiation and Positioning Analysis for BHP Battery Recycling
Market Segmentation
Market segmentation is the process of dividing a heterogeneous market into distinct groups of buyers who share common needs, characteristics or behaviours (Kotler et al., 2024). For BHP Battery Recycling, a structured STDP analysis is essential to identifying viable commercial opportunities within the rapidly evolving sustainable materials market.

Table 1: Brand development strategies   Source: Kotler et al. (2024)
	
	Existing product
	New product

	Existing brand
	Line extension
Same brand, existing category
	Brand extension ✓
BHP Battery Recycling
Existing brand name → new product category (battery materials recovery)

	New brand
	Multibrands
New brand, existing category
	New brands
New brand, new category


Note: BHP Battery Recycling occupies the Brand Extension quadrant — an existing brand name entering a new product 

Geographic Segmentation
The European Union is the main market of BHP Battery Recycling, and European battery regulation 2023/1542 requires a minimum of 15 percent recycled nickel content of electric vehicle batteries by 2036 and therefore has a legally binding demand on recycled battery materials (European Commission, 2023). Asia-Pacific is a major secondary market, especially Japan, South Korea and China, where most of the EV battery production in the world is concentrated (IEA, 2025). North America is a developing tertiary market, with rising EV adoption and new critical minerals policy frameworks.
Demographic Segmentation
BHP Battery Recycling is a business-to-business (B2B) brand extension. Demographic segmentation, therefore, targets organisational and not individual buyers. Large-scale EV battery producers, automotive original equipment manufacturers (OEMs), and industrial energy storage companies with the purchasing volume to bulk-buy recycled nickel are target organisations. Companies operating within or supplying into EU-regulated markets are of particular commercial relevance due to the imminent compliance deadlines. 
Psychographic Segmentation
Target organisations, psychographically, have high environmental, social and governance (ESG) commitments, and publicly declared net-zero ambitions. Amegboleza and Ülkü (2025) point out that companies in the mining sector are under growing investor and regulatory pressure to show ESG leadership and commitment to the circular economy. Kemper, Hall and Ballantine (2019) also claim that sustainability is no longer a marginal issue but an element of business strategy in all industries. Target buyers are thus characterised by values based on responsible sourcing, supply chain transparency and alignment with the concept of a circular economy.
Behavioural Segmentation
The most commercially viable segment, behaviourally, includes organisations that are currently planning to comply with regulation and have shown previous involvement with sustainable procurement. According to Kirchherr, Reike and Hekkert (2017), the implementation of the circular economy is motivated by both regulatory and strategic business pressure. The current business relationship that BHP has with Tesla, namely the battery-grade nickel supply agreement signed in 2021 (BHP, 2024a), indicates that a portion of highly relevant buyers already exists in the commercial network of BHP and the barriers to its acquisition are significantly lowered.

Table 2: Market segmentation summary for BHP Battery Recycling
	Variable
	Key characteristics
	Primary relevance

	Geographic
	EU (primary), Asia-Pacific (secondary), North America (tertiary)
	EU Battery Regulation 2023/1542 creates legally binding demand for recycled nickel content (European Commission, 2023)

	Demographic
	B2B — EV battery manufacturers, automotive OEMs, industrial energy storage companies
	Organisational buyers with EU compliance obligations and procurement capacity at scale (Kotler et al., 2024)

	Psychographic
	ESG commitments, net-zero ambitions, circular economy values, responsible sourcing priority
	Amegboleza and Ülkü (2025); Kemper, Hall and Ballantine (2019)

	Behavioural
	Compliance-driven procurement, prior sustainable procurement engagement, existing BHP supply relationships
	Kirchherr, Reike and Hekkert (2017); BHP (2024a)



Target Audience
The main audience of BHP Battery Recycling is manufacturers of EV batteries and automotive OEMs with presence or supply in EU-regulated markets. This segment is chosen based on three criteria.
First, the size of the business opportunity is large. The global EV battery recycling market is projected to reach approximately USD 15.6 billion by 2030, at a compound annual growth rate of approximately 32% (IEA, 2025). This growth is supported by even more exponential growth in EV adoption, as Jung, Schröder and Timme (2023) have shown, EV adoption rates have doubled nearly every 15 months in 17 key economies analyzed. Second, non-discretionary demand is a result of regulatory urgency. EU Battery Regulation 2023/1542 will entail minimum recycled nickel content, compelling manufacturers to use certified recycled materials or face market exclusion (European Commission, 2023). Third, BHP has strong brand relations with battery producers that reduce business tensions. As confirmed by Hesse et al. (2022), brand extensions are most successful when perceived fit is high between the parent brand and the new product category - a fact that is evident when the presence of BHP battery supply chain already exists.

Differentiation
BHP Battery Recycling also stands out among the rivals such as Umicore, Redwood Materials and Glencore with three substantive benefits. To start with, the Kwinana refinery delivers battery-grade nickel sulphate with 99.99% purity, with a capacity of 100,000 tonnes per year (BHP, 2024a), a size and technical level that the competitors in pure-play recycling have not yet matched. Second, recycling lowers greenhouse gas emissions by more than 50 percent than traditional mining, as evidenced by the lifecycle analysis (Machala et al., 2025), which offers measurable environmental credentials that can be claimed by competitors but proven by BHP. Third, Moravcikova et al. (2017) posit that a competitive advantage in green marketing can be created only when backed by proven sustainable practices, which BHP reports publicly as net-zero (BHP, 2024b).

Positioning
BHP Battery Recycling is positioned as the world's most credible and technically advanced supplier of certified recycled battery-grade nickel, providing manufacturers with a supply-chain-secure, regulatory-compliant and environmentally-proven alternative to primary mining. This is a three-dimensional positioning. First, the premium sustainability positioning is taken, PwC (2024) confirms consumers are willing to pay a 9.7% premium for sustainably produced goods, a trend mirrored in B2B procurement. Second, BHP Battery Recycling is positioned as the EU-compliant choice, allowing manufacturers to achieve their regulatory requirements by 2036 through one reliable supply chain (European Commission, 2023). Third, Górska-Warsewicz et al. (2021) affirm that green brand equity creates lasting competitive advantage - BHP's established credibility in mining positions it ahead of new-entrant recycling competitors who lack equivalent brand history.
ELEMENT 3 — MARKETING MIX (4Ps)
Marketing Mix Analysis for BHP Battery Recycling
Marketing mix suggests a strategic framework by which an organisation realises its brand positioning and delivers value to the target market (Kotler et al., 2024). In the case of BHP Battery Recycling, each of the 4Ps (Product, Price, Place and Promotion) should be critically aligned with the overall sustainable brand extension strategy to make sure that there is coherence, commercial viability and regulatory relevance.

Table 3: Marketing mix summary for BHP Battery Recycling (4Ps)
	Element
	Strategy
	Sustainability alignment

	Product
	Certified recycled battery-grade nickel sulphate at 99.99% purity, with independently verified lifecycle assessment data and blockchain supply chain traceability (BHP, 2024a)
	Closes the critical materials loop; reduces GHG emissions by over 50% compared to conventional mining (Machala et al., 2025; Kirchherr et al., 2017)

	Price
	Value-based premium pricing, justified by the regulatory compliance value embedded in the product, green brand equity, and demonstrated willingness to pay a 9.7% premium for sustainably sourced goods (PwC, 2024)
	Green brand equity reduces buyer price sensitivity and legitimises the premium (Górska-Warsewicz et al., 2021); structural cost advantage from lower energy use in recycling (Machala et al., 2025)

	Place
	Direct B2B supply from Kwinana refinery hub to Asian-Pacific markets; hybrid distribution model for EU markets via strategic alliances or tolling arrangements with established European processors (IEA, 2025)
	Aligns with BHP supply chain sustainability commitments; distribution scales progressively in line with the projected 14 million end-of-life batteries by 2040 (BHP, 2024b; IEA, 2025)

	Promotion
	B2B-specific communication: Battery Show Europe, sustainability investment conferences, direct technical briefings to procurement teams, and ESG reporting integration as content marketing (Amegboleza and Ülkü, 2025)
	Substantiated credentials prioritised over general green messaging; authentic green marketing generates competitive advantage only when backed by verified sustainable practices (Moravcikova et al., 2017)



Product
The core product of BHP Battery Recycling is certified recycled battery-grade nickel sulphate, recovered from end-of-life electric vehicle batteries and re-processed to the same 99.99% purity standard as the primary nickel output of BHP at Kwinana (BHP, 2024a). This parity in quality is strategically critical - it makes the product that is being recycled an actual working alternative to virgin nickel, eliminating the performance risk that tends to cause industrial consumers not to use recycled inputs.
But there is more to the product than the material itself. BHP Battery Recycling provides independently verified data on lifecycle assessment, which proves a reduction of greenhouse gas emissions of more than 50 percent in comparison with nickel mined conventionally (Machala et al., 2025). This environmental certification is a concrete product attribute that allows buyers to make their own sustainability claims to investors and regulators. The augmented product layer will also feature blockchain-based supply chain traceability - a capability already piloted through BHP's Tesla supply agreement (BHP, 2024a) - that gives buyers end-to-end visibility of spent battery collection to refined output (BHP, 2024a).
Kirchherr, Reike and Hekkert (2017) believe that to provide the real systemic value, products of the circular economy should be able to close material loops altogether. The product design by BHP Battery Recycling delivers this by re-using the recovered nickel directly into the battery manufacturing supply chain and removing the necessity of new extraction and compliant to the EU Battery Regulation 2023/1542 recycled content requirements (European Commission, 2023). This circular design is not merely an ethical choice but a commercially necessary one as regulatory deadlines approach. The commercial and ecological appeal of this product design is further bolstered by IEA (2024) which estimates a potential for a reduction in critical mineral demand for new metal mines of up to 25% in 2050 through battery recycling.
Price
BHP Battery Recycling uses a value-based pricing strategy where recycled nickel is sold at a higher price compared to commodity-grade virgin nickel. This approach is justified on three grounds. To begin with, the product regulatory compliance value is very high - when manufacturers use certified recycled nickel provided by BHP, they meet the EU 2036 recycled content requirements (European Commission, 2023), and they will not risk a ban on the market, which would significantly exceed the price premium. Second, PwC (2024) shows that customers are ready to pay the average premium of 9.7% on sustainably sourced products, a trend now reflected across B2B procurement. Third, Górska-Warsewicz et al. (2021) affirm that green brand equity supports higher pricing as it decreases buyer price sensitivity, and BHP has strong brand credibility that justifies the premium but not other entrants in the recycling industry.
A pricing tension is something that must be critically accepted. Kemper, Hall and Ballantine (2019) warn that sustainability pricing should not be above commercially viable levels to eliminate adoption and compromise the overall transition to the circular economy. BHP will thus need to strike a balance between premium positioning and the cost-effectiveness rationales of recycling, especially considering that recycled nickel costs much less energy and water than primary production (Machala et al., 2025), which provides a structural cost advantage and will partially absorb market resistance to price in the long term.

Place
BHP Battery Recycling's distribution strategy is based on the direct B2B supply relationships with EV battery producers and automotive manufacturers, through the existing BHP commercial network. The Kwinana refinery in Western Australia is the main processing and distribution centre, and it is strategically located to serve the Asian-Pacific manufacturing centres in Japan, South Korea and China -markets that make up most of the EV battery manufacturing in the world (IEA, 2025).
In the case of European markets, where regulatory pressures are most intense, the distribution strategy of BHP should either involve strategic alliances with European recycling collection systems, or tolling contracts with the well-established European processors. This aligns with a hybrid distribution model where BHP owns refining and certification, with a partnership in feedstock logistics a viable requirement due to the more established battery collection infrastructure in Europe as compared to Australia. The place strategy also needs to consider the stages of end-of-life battery volumes; IEA (2025) estimates that by 2040, 14 million EV batteries will have reached end-of-life, and distribution infrastructure will have to increase in a gradual way depending on the availability of feedstock.
In its Climate Transition Action Plan, BHP (2024b) identifies the sustainability of the supply chain as a strategic objective, confirming the idea that the place strategy should reduce carbon emissions throughout logistics by optimising routes and using low-emission transport partners, keeping the product with its ecological reputation throughout collection to delivery.

Promotion
The B2B-based promotional strategy of BHP Battery Recycling is aimed at industrial procurement decision-makers and sustainability officers, as well as investor relations groups. Amegboleza and Ülkü (2025) emphasise the importance of conveying sustainability credentials by companies operating in the mining and materials industry via plausible and substantiated platforms in order to develop actual stakeholder trust instead of exposing themselves to accusations of greenwashing.
Based on this, lifecycle information and third-party certification that is found in peer-reviewed materials should take precedence in terms of promotional activity rather than general green messaging. The key promotion tools include trade fairs like the Battery Show Europe, sustainability-oriented investment conferences, and direct technical briefings to procurement teams. ESG reporting integration as content marketing whereby buyers can cite the data of BHP Battery Recycling in their own sustainability disclosure forms a high-value promotional mechanism, with a tangible utility to the target audience.
According to Moravcikova et al. (2017), the creation of competitive advantage is seen only in authentic green marketing in which sustainability statements are supported and not proclaimed. The current net-zero commitments of BHP, Climate Transition Action Plan (BHP, 2024b), and the track record of responsible nickel supply put the promotional narrative on the aspect of verified performance into the focus of the industry where the sustainability claims of the competitors are not supported by the same evidential basis.
ELEMENT 4 — REFLECTION
Reflection on Developing a Sustainable Brand Extension Marketing Strategy
This reflection uses Gibbs' (1988) reflective cycle to describe, evaluate, analyse, and engage in action planning to reflect on the significant learning outcomes that have arisen from this portfolio. This brand development portfolio has been a truly demanding and eye-opening professional experience as a marketing consultant for BHP Battery Recycling. The task of developing a cohesive marketing plan based on a sustainable brand extension meant that I needed to go past the superficial use of theoretical frameworks and critically address the intricate, reality-based commercial tensions, in particular, the strategic implication of the BHP October 2024 suspension of Western Australia Nickel operations (BHP, 2024a). Instead of evading this complexity, integrating it into the analysis enhanced the plausibility of the strategy, as well as my comprehension of the way in which marketing decisions could not be viewed outside of the greater organisational and environmental contexts.
The analysis of STDP posed certain intellectual difficulty. I started segmentation as a description activity - I classified buyers by geography or industry. Nonetheless, reading Kirchherr, Reike and Hekkert (2017) about the adoption of a circular economy and Hesse et al. (2022) about the credibility of brand extensions made me think in a different way. I realised that successful segmentation at this level should question the behavioural and psychographic bases of buying behaviour, and not simply group buyers by demographic proxy. This is a change towards analysis that I will continue to apply to my practice in the future when analysing market entry opportunities.
The marketing mix analysis also enhanced my strategic tension recognition and articulation skills. The pricing part asked me to strike a balance between the sustainability scorecard and the premium positioning argument on one side and the warning of Kemper, Hall and Ballantine (2019) that sustainability pricing should be commercially viable. The ability to negotiate conflicting imperatives, such as premium value and accessibility, aspiration and pragmatism, and reach a position of justification is indicative of the type of finely-tuned judgement professional consultancy requires.
Another valuable albeit different experience was preparing and presenting the poster. Reducing a complicated brand extension plan to a one-page visual representation meant I had to be ruthless in my selection of arguments that were more convincing to investors and customers than the one most scholarly in nature. This exercise highlighted the fact that effective professional communication is not only what is said to be effective but also what is not said. I would also spend more time in rehearsal of the spoken story separately from the visual material in future presentations because I did not feel comfortable with combining the two into a three- to five-minute time slot.
Career-wise, the portfolio has enhanced my ability to implement strategic marketing models to business situations that focus on sustainability - a skill becoming increasingly important as organisations in all industries grapple with mounting regulatory and shareholder pressure to demonstrate credible environmental action. The opportunities to pursue are further developing my understanding of B2B procurement dynamics and gaining a better acquaintance with lifecycle assessment practices, which were central to this analysis and which would be better developed through a systematic study.
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