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Introduction
Sustainability is no longer just an environmental issue, but a marketing necessity for the global metals and mining industry as it endures the biggest challenge to reduce carbon emissions while still being competitively viable. BHP Group plc is a leading global mining group in the world and strives to reduce carbon footprint of its products and technologies for its production processes to meet the changing expectations of its stakeholders, regulatory requirements and market opportunities. The report critically examines the impact of the two broad categories of the marketing environment which are the Natural Environment and the Technological Environment on BHP's sustainability transition and marketing environment (Pant, 2025). Based on this assessment, it proposes a suitable growth approach and competitive position to enhance BHP's long-term competitive edge in the evolving world of low carbon economy.
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BHP Group plc is one of the world's biggest diversified mining companies, providing the world vital natural resources that are critical for industrial development and the shift towards a low carbon economy. It is one of the few companies in the world to have a core portfolio of iron ore, copper, metallurgical coal, nickel and potash for which it serves as customers in Asia, Europe and the Americas (Wilczyński, 2022). Understanding the growing pressure for sustainability from the environment and stakeholders, BHP has integrated sustainability into its corporate strategy by committing to decarbonisation, responsible resource extraction and emissions reductions. Such programs position the company to produce a more environmentally friendly product and allow it to be more competitive in the long run and address market expectations.
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Climate change, resource scarcity and the increasing expectations of stakeholders have made the natural environment the most influential external factor influencing BHP's marketing environment, turning the nature of the demand for its mining products and the assessment of the mining companies into a fundamental change. Mining operations are still carbon-intensive and disruptive for renewable energy technologies and electrification, despite being a necessary element for technologies that rely on these metals (De Donno, 2024). As a result, BHP is under growing pressure to prove that growth and sustainability can go hand-in-hand. In marketing terms it is not longer about corporate social responsibility, it's about the potential of sustainability as a source of brand credibility, customer value and competitiveness.
Table 1: PESTLE Analysis – Natural Environment Influencing BHP
	PESTLE Factor
	Key Environmental Issue
	Marketing Implication

	Political
	Climate and mining policies
	Greater demand for sustainable operations

	Economic
	Rising cost of carbon and energy
	Increased importance of efficient, lower-carbon production

	Social
	Growing ESG awareness
	Preference for responsibly sourced minerals

	Technological
	Clean mining technologies
	Opportunity to strengthen sustainability positioning

	Legal
	Emissions and environmental regulations
	Need for regulatory compliance and transparent reporting

	Environmental
	Climate change, biodiversity and water scarcity
	Accelerates transition towards lower-carbon products



Climate change is the biggest environmental challenge as it adds regulatory demands and is changing the demand of customers. As the automotive sector, construction, renewable energy and other industries become increasingly looking for suppliers to reduce emissions throughout the value chain, the country must evolve to meet these demands. As companies in sectors like automotive, construction and renewable energy enterprises are increasingly looking for suppliers that can reduce emissions throughout the value chain, the country needs to evolve to meet those demands. This change requires BHP to be far more efficient in their operations and be able to prove measurable environmental performance if they are to be able to sell lower-carbon commodities (Krüger, 2025). Thus, sustainability credentials have emerged as an integral part of value creation and not simply a compliance.
There are also significant commercial opportunities due to environmental pressures. As global investment in transition minerals infrastructure, EV and energy storage surges to meet growing demand, BHP is able to diversify its product mix to better serve the transition markets. The opportunities will need to be sustained with ongoing investments in emissions reduction, water stewardship and biodiversity protection, however, if the reputation is damaged as a result of an environmental failure, even though the market conditions are great, it can create a lack of trust from stakeholders.
At the same time, the rising demands of investors, governments and the local community demand more information on the environmental performance. Good governance of the environment can help BHP's corporate image and position access to sustainable finance, as well as long-term partnerships with industrial customers looking for sustainable suppliers in line with their ESG criteria (Yang, 2024). However, these expectations also make the company more vulnerable to higher levels of attention, leading to possible antagonisms between their sustainability pledges and their operations, which might affect brand credibility and competitiveness.
Essentially, the natural environment should not only be seen as a barrier but also a key component to marketing transformation. It enables BHP to be more competitive in an increasingly low carbon economy, communicate with its stakeholders and position itself more effectively in the market, and to create long term-value for customers and investors.
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The mining industry has been transformed by technological developments, which have become an important source of competitive advantage, not only in making mining operations more efficient, but also in the way mining firms design and deliver the value to customers. Automation, artificial intelligence (AI), digitalisation and low-carbon technologies are being invested in to become a key enabler for BHP's strategy to continue to provide responsibly produced resources to industries that are decarbonising (Mishra et al., 2025). Technological innovation has, accordingly, become more than an operative solution, and has become a key part of the company's marketing environment and market positioning in the long-term.

Table 2: Technological Developments Influencing BHP's Marketing Strategy
	Technology
	Business Impact
	Marketing Impact
	Strategic Significance

	Automation
	Improved productivity and safety
	Enhances operational reliability
	Strengthens competitiveness

	Artificial Intelligence
	Data-driven decision-making
	Improves customer confidence
	Supports innovation leadership

	Renewable Energy
	Lower operational emissions
	Reinforces sustainability image
	Supports low-carbon transition



Automation and AI have had a positive impact on mining productivity, maximising equipment usage, predictive maintenance and operational safety, while minimising downtime and operating costs. These technologies will help BHP to remain efficient throughout its value chain, to ensure reliable supply to its industrial customers (Olusegun Samuel Ojuekaiye, 2024). From a marketing standpoint, reliable operations boost confidence in the company and its reputation among its customers as a reliable supplier in highly competitive global commodity markets.
Real-time Data Analytics, remote monitoring and Integrated Supply Chain Management are further advantages of the Digitalisation in the organizational capabilities. These digital technologies enhance transparency of the production processes, and environmental impacts, allowing BHP to deliver credible sustainability information to customers and investors (Haroon et al., 2025). This increased visibility throughout operations also fosters the trust of stakeholders which has become even more critical as environmental, social and governance (ESG) factors are becoming a factor in procurement and investment.
BHP is also investing in renewable energy, hydrogen technologies and carbon capture projects to further lower operational emissions as they strive to progress towards a low carbon mining industry, in addition to digital transformation. These technologies contribute to meeting the increasingly stringent environmental regulations, but also help to improve the company's capacity to provide commodities that are in line with global decarbonisation targets (Singh, Anipeddi Manjusha and Lal, 2024). Sustainable sourcing is becoming a key consideration for customers, delivering additional value to BHP with these investments showing it is not only operating at its best, but doing so in an environmentally responsible way.
But there are strategic difficulties when it comes to technological leadership, too. Implementation challenges and slow ROI may be due to significant capital investment, cyber security issues and the rate of technology evolution (Burton and White, 2023). In addition, there is a tendency for competitors to quickly follow suit with new comparable innovations, so technology-based benefits must be matched with constant innovation and effective communication to the stakeholders. So, ability to technologically do better isn't enough to create sustainable differentiation. BHP's ability to remain competitive relies on technology and sustainability initiatives, and the effective sharing of these with customers, investors and other stakeholders, further strengthening their reputation as innovative and sustainable mining company globally.
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The analysis shows that the sustainability of the environment and technological innovations are becoming increasingly intertwined with BHP's competitiveness. The growing interest, and availability, of responsibly sourced minerals and new digital and low carbon technologies offers great potential to improve market positioning and meet new stakeholder expectations (M. Shestakov, 2025). Rising regulation, growing investment demands and heightened competition are part of these opportunities, though. Thus, BHP must develop a strategy which maximises its sustainability capacity and technological know-how to support sustainable growth and ensure that it remains a key differentiator and has competitive advantage in the international mining sector.
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The results of the environmental analysis suggest that BHP should adopt a Product Development course in Ansoff's Matrix to capitalize on the growing global trend towards sustainable mining products. Product development is not only about expanding current products and markets, but also about taking advantage of existing operation capabilities and adapting to changing customer needs due to decarbonisation and technological developments (Wan et al., 2022).

Table 3: Evaluation of Ansoff Matrix for BHP
	Strategy
	Suitability
	Key Justification

	Market Penetration
	Moderate
	Limited growth in mature commodity markets

	Market Development
	Moderate
	Geographic expansion opportunities remain available but involve regulatory and political risks

	Product Development
	High
	Supports lower-carbon products and strengthens competitive advantage

	Diversification
	Low
	High investment and greater strategic uncertainty
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Figure 1: Ansoff Matrix
Market penetration has limited potential for the long term, due to BHP's current strong presence in existing mining markets around the world. Operational efficiency and customer relationship management approaches to sales and sustainability will help to achieve profitability, but are not necessarily sufficient to overcome the structural change to sustainability and low carbon resource use. Likewise, geographical expansion has the potential to boost revenue for business development, but it can also present the business with geopolitical risks, regulatory obstacles, and a significant capital investment.
Product development is more closely related to market demand and BHP's skills, however. An increased demand for transition minerals (copper, nickel), and rising consumer expectations for responsibly sourced products and production processes, drive opportunities to reduce carbon use and develop environmentally-friendly products and processes (Song et al., 2025). The industry's sustainable energy, emissions reduction, and digital mining investments help BHP deliver improved value in its products and stand out from the competition. This approach enables the organisation to better align with industrial customers that want to establish more close ties with suppliers that can help them achieve their sustainability goals.
Diversification is the least desirable, as spreading the company into unrelated business would demand the financial investment of the company, and would carry with it a strategic risk. Diversification might also pull resources away from BHP's main skills and knowledge of mining and resource development, leading to a decrease in the extent to which the organisation focuses on its business (Amoah and Eweje, 2023). Also, in an age where technology and environmental impact are increasingly the drivers of competitive success, it may be a diversion of resources from BHP's core capabilities.
The strategic fit, in general, is best for Product Development, as it relates directly to the environmental and technological drivers found in the previous analysis. The Company's commitment to developing lower carbon commodities, and leveraging sustainable production processes into its current product mix, can deliver value to customers and cement its reputation as an innovative and sustainable mining company (Sharma et al., 2023). Thus, Product Development is the best means of ensuring sustained long-term development, and maintaining competitiveness in the changing global mining industry.
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Organisations that strive for sustainable competitive advantage can do so by pursuing the strategies of cost leadership, differentiation or focus which can be identified by using Porter's Generic Strategies. With a growing focus on environmental performance and technological innovation in the mining sector, BHP's ability to remain competitive over the long term relies on the generation of value in areas other than price (Adomako and Tran, 2022). Thus, differentiation is the most suitable competitive stance that the company can adopt.

Table 4: Evaluation of Porter's Generic Strategies for BHP
	Strategy
	Suitability
	Justification

	Cost Leadership
	Moderate
	Large-scale operations reduce costs but commodity price competition limits sustainable advantage.

	Differentiation
	High
	Supports lower-carbon products, sustainability leadership and technological innovation.

	Focus
	Low
	BHP serves diverse global markets rather than a narrow customer segment.



While BHP is able to achieve economies of scale and good efficiencies in mining, a pure cost leadership strategy is not likely to secure long-term differentiation as other companies could seek similar efficiencies. In addition, a primary focus on cost competitiveness can be incompatible with the significant investments needed to be environmentally sustainable and technologically innovative and emissions reducing.
A focus strategy is also unlikely to be appropriate as BHP is involved in a number of commodities and international markets. Operating within a niche market or customer segment would potentially lead to lower gains for the company on expanding global demand for transition minerals as well as lower potential for revenue diversification (Nygaard, 2022).
Differentiation is the best strategic fit, as BHP is able to stand out by delivering products that are less carbon intensive, innovative technologies and publishing sustainability reporting in a transparent way, while focusing on responsible mining. The company's green initiatives and innovative solutions become a competitive advantage as it is becoming increasingly important for industrial customers to consider ESG metrics in their procurement processes (Kumar et al., 2024). This positioning also builds stakeholder confidence, fortifies corporate image and fosters high value relationships with customers in the long-term.
There is a high degree of alignment between the opportunities for differentiation identified in previous analyses and the opportunities that are recommended in the Product Development strategy, and also close alignment with those identified in the environmental and technological opportunities analysis. All of these strategies place BHP in a good position to provide superior customer value, enhance market leadership and ensure it has sustainable competitive advantage in the changing global mining industry.
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BHP needs to further boost investment in lower carbon mining technologies and product innovation to enhance competitiveness in the long term (Sun, 2025). There should be increased production of transition minerals, especially copper and nickel, to support the global demand for transition minerals due to decarbonisation. In addition, BHP should improve the communication with its stakeholders by making it available to the public in a transparent way, giving an account of its environmental performance and technological achievements, strengthening customer trust, corporate reputation and its differentiation.
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Artificial Intelligence (AI) was used as a research and drafting tool and not a replacement for my own academic research for this assessment. To brainstorm ideas and understand the marketing theories that would be relevant to this project, utilized AI to help with this. Also it was good to me that it helped me to practice the construction of sentences, and also find some points to be developed. But I knew that it wasn't something to take at face value as it could have inaccuracies, be out of date or not be specific enough. So, I didn't use AI as a source of knowledge but rather as a starting point.
All AI-generated content has been independently verified with peer-reviewed journal articles, and academic textbooks and BHP's annual and sustainability reports to ensure academic quality. Factual data about the company's environmental efforts and technologies and its strategic goals has been cross-checked before being incorporated into the report (Iso-Karvia, 2026). If inconsistencies were found, I have altered the text in line with dependable academic and corporate sources. This verification process added to the credibility of my analysis by ensuring that the report had as much as possible an actual up-to-date evidence base, and not just being based on AI-generated report.
AI was used to help organize ideas and clarify writing but the analysis within the report was done by me. I carried out analysis of BHP's external market before choosing the most important external factors that affect BHP as the Natural Environment and the Technological Environment. In the same way, I critically analysed Ansoff's Matrix and Porter's Generic Strategies before making the strategic recommendations: Product Development and Differentiation. I have also paraphrased the academic literature, analyzed the different strategies and created the final arguments myself, without copying things created by AI. Therefore, the report is my understanding, critical thinking and application of marketing theory in the real world business scenario.
The use of AI also helped me to be more aware of the ethical implications of academic work. I realised that over-reliance on AI might diminish the value of honing critical thinking abilities and lead to potential plagiarism and information inaccuracies. As a result, I have made sure to cite all external sources and I have used AI tools as a means to enhance and extend my own learning. Through this experience, we have been able to gain the value of AI, when used alongside critical thinking, research and evidence-based decision making, as a valuable academic aid (Noor et al., 2025). In the future, I plan to further leverage AI tools in a way that is respectful to academic honesty and that my own ideas and analysis are always at the heart of my work.
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In this report, it has been concluded that BHP's marketing strategy and long term competitiveness is significantly influenced by the Natural Environment and Technological Environment. To face these external pressures, it was decided Product Development was the most appropriate growth strategy coupled with a Differentiation competitive positioning. BHP's focus on lower carbon products, combined with technological innovation and transparency of sustainability, will place it in a strong position to add value to its stakeholders and realise sustainable competitive advantage in the global mining sector.
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