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Executive Summary
This report evaluates the BHP’s external marketing environment using Kotler’s Macro-Marketing Environment Framework. This report is focusing on the natural and political factors influencing its transition to a lower-carbon business model. The analysis also identifies opportunities arising from increasing demand for critical minerals and supportive government policies, alongside challenges related to environmental regulations, climate risks and investment costs. Based on the Ansoff Matrix, a product development strategy is recommended to expand BHP’s portfolio of lower-carbon mineral products. Porter’s Generic Strategies are further applied to strengthen competitive advantage through cost leadership and differentiation. Therefore, it can be stated from the analysis that responsible and ethical use of artificial intelligence throughout the research process is performed.
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[bookmark: _Toc234854819]Introduction
Macro-environmental analysis involves focusing on understanding key factors threatening or boosting business performance. The chosen company involves Australia-based Broken Hill Proprietary Company (BHP), a silver and lead mining venture. In this regard, focus of the report involves analysis impact of macro-environmental factors, along with building a strategic approach based on Ansoff and Generic Strategic Framework. 
[bookmark: _Toc234854820]Task 1: Marketing Environment Analysis 
[bookmark: _Toc234854821]External Marketing Environment - Kotler Framework
Macro-marketing environment analysis is crucial for assessing the wider external factors impacting an organisation's marketing activities, and Kotler et al. (2024) provided a useful framework to identify these factors, which can help BHP identify opportunities and threats for its decarbonisation efforts and transition to sustainable resource production.
	Macro-Marketing Actor
	Illustration
	Opportunity or Threat

	Demographic
	Global population growth will reach 9.7 billion by 2050, driving demand for minerals used in building, infrastructure and renewable energy technologies (UN, 2026).
	Opportunity: Long-term market growth is provided by the growing demand for copper, nickel and potash.

	Economic
	The International Energy Agency (IEA) estimates global mineral demand for clean energy technology to rise by 3.5 times by 2030 to reach net zero emissions (IEA, 2026).
	Opportunity and Threat: Investment in clean energy drives a rise in demand for BHP’s transition minerals, whereas economic downfalls are a risk.

	Environmental/ Natural
	BHP’s Climate Transition Action Plan involves committing to be net operational greenhouse gas emission by 2050 (BHP, 2026).
	Opportunity and Threat: Sustainable programs bolster competitive advantage whereas climate risks and environmental degradation raise operating expenses.

	Technological 
	BHP implements the FutureFit™ initiative, focusing on automation, artificial intelligence, digital operations and electrification at its mining operations (BHP, 2026).
	Opportunity: Emissions reduction, operational efficiency and productivity are enhanced as a result of advanced technologies.

	Political
	The Safeguard Mechanism Reforms (2023) introduce significant changes to the industrial emissions (Gov AU, 2026).
	Opportunity and Threat: Compliance with regulations raises investment barriers, however, stimulates innovation and improves the corporate reputation.

	Cultural
	The Task Force on Climate-related Financial Disclosures (TCFD) suggestions and the growing expectations of ESG aspects have a strong impact on investor and stakeholder decision making.
	Opportunity: Stakeholder trust, investor confidence and brand reputation are enhanced by strong sustainability performance.


Table 1: Kotler Framework for BHP
(Source: Created by author) 
This study concentrates on the Natural Environment and the Political Environment as two external marketing factors which impact BHP. These two are chosen because BHP’s external drivers that are influencing its transition to lower carbon products, investment decisions and long-term competitive advantage are predominantly environmental sustainability pressures and climate related regulations.
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Environmental or Natural Environment Actor
The natural environment impacts market demand, operational business decisions and corporate sustainability goals. BHP’s environmental pressures have changed from compliance to drivers which inform the shift to lower carbon products. According to Ma et al. (2026), the environmental issues can affect operational performance as well as value to customers and positioning of the brand. In order to react to the rising environmental issues, BHP implements the Climate Transition Action Plan (BHP, 2026). It aims to achieve operational GHG emissions (Scopes 1 and 2) as a net zero by 2050 by at least 30% reduction from FY2020 by 2030 (BHP, 2026). These concrete commitments help build BHP’s environmental credibility and foster better relations with its industrial customers and investors who demand minerals responsibly produced. However, it requires significant capital investment in renewable energy, electrification and low carbon technologies, resulting in lower immediate profitability and financial risks.
The natural environment also presents a great growth opportunity as the global demand for critical minerals will keep rising because of the increasing renewable energy system. The move to a new way of doing things presents BHP with a golden opportunity to tap into growing global markets with its rich copper, nickel and potash investment portfolio. However, it is subject to the changing commodity prices and changing environmental laws and regulations which may impact ultimate investment performance. Regardless of these opportunities, there are significant environmental issues that still need to be addressed. BHP’s Water Stewardship Strategy enables it to manage its water resources in a responsible manner, minimise the environmental impacts and foster stakeholder confidence (BHP, 2026). Hence, water scarcity, environmental protection needs, and climate changes remain a threat to projects and operations, leading to ongoing need for innovation to maintain project competitiveness. 
Political Environment Actor
The political environment is another most crucial macro-environmental actor as it has a direct impact on the strategies of businesses and on the competitiveness of markets. Political decisions are becoming part of the investment agenda of operations and the lower carbon products (Samuel, 2025). In order to meet stringent climate policies, mining companies are facing the necessity of making their production processes aligned with the new environmental requirements while still staying profitable. The Safeguard Mechanism, a major political tool, allows for the progressive cut of greenhouse gas emissions and adherence to a reduction in emissions set from large industrial facilities (Gov AU, 2026). This policy would incentivise BHP to invest more rapidly in renewable energy (RE) and electrification and operational decarbonisation. The sustainability pledges of BHP help to boost the regulatory compliance and corporate image, however they also demand significant amounts of money, putting pressure on operating costs and capital investments.
The political support for critical minerals also provides great market opportunities. The Critical Minerals Strategy 2023-2030 will boost Australia’s critical supply chains of minerals that are vital for clean energy technologies (IEA, 2026). BHP is one of the world’s biggest producers of copper and nickel and is well-positioned to take advantage of government investment and higher international demand (BHP, 2026). However, uncertainty over political changes at the national and local level, such as new trade policies, resource taxation, and environmental legislation, can stall investment decisions and diminish the projects’ profitability. The complexity of regulations and compliance costs are rising, and while government policy can facilitate sustainable innovation and bolster long-term competitiveness, BHP needs to ensure profitability and lower carbon products. In conclusion, the political environment has a significant impact on BHP’s strategic direction as government policies and regulatory frameworks are critical to maintain competitiveness and future growth in the low carbon mining industry.
[bookmark: _Toc234854823]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc234854824]Building on environmental analysis, recommend a strategic growth approach for the company using the Ansoff Matrix
The Ansoff Matrix is a strategic tool which can be used to help organisations recognise growth opportunities, which is oriented within the intersection of existing and new products and existing and new markets. The Ansoff Matrix framework includes four strategic alternatives, such as, market penetration, market development, product development and diversification (Aditiya and Kirana, 2025). Additionally, product development is the most suitable approach for BHP as it addresses a growing demand for lower-carbon minerals and sustainable resource solutions while meeting traditional global mining customers' needs. BHP can instead expand its market footprint by creating more low-carbon products and low-carbon production processes to meet changing environmental requirements.
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Figure 1: The Ansoff Matrix
(Source: Influenced by Aditiya and Kirana, 2025)
Product Development Strategy for Lower-Carbon Products 
Product development is the introduction of new or improved products to an existing market. Unlike most of the other strategies, the BHP position is strengthened by its supply of key minerals like copper, iron ore and nickel to existing industrial customers, as well as potash. BHP has pledged to reach scope 1 and 2 (operational GHG) net zero by 2050 and at least 30% reduction from 2020 emissions by 2030 in accordance with their Climate Transition Action Plan (BHP, 2022). Through these environmental pledges, BHP brings operational changes to create products that can be developed with lower carbon footprints and satisfy customer and regulatory requirements. The increasing demand for products around the world reinforces the need for product development. The International Energy Agency projects a need for critical minerals to grow almost 3.5 times by 2030 as demand for these is needed in clean energy technologies to reach global net-zero emissions (IEA, 2026). Additionally, the rise in demand for electric vehicles is projected to increase copper demand by approximately 2.5 times compared with internal combustion engine vehicles, and there is also a significant demand for copper in renewable electricity networks (CNBC, 2022). Thus, BHP can grow its range of responsibly sourced transition metals and provide its current customers with a better and more efficient service.
Implementation Priorities
Development of lower carbon mineral products
BHP should persist in investment in technologies to lower emissions associated with extraction and processing processes, such as electrification of mines, integration of renewable electricity and hydrogen in industrial processes. Such investments deliver environmental benefits to the product and make it more appealing to producers looking to have low-carbon supply chains.
Increase in renewables infrastructure
Renewables today are making a growing contribution to the electricity supply in mining. A growth in solar, wind and battery storage activities throughout all Australian operations would shorten the long-term energy cost and mitigate the risk of fossil fuel price volatility, whilst lowering operating emissions.
Business alliances to produce green steel
BHP already has partnerships with key steel makers, such as China’s Baowu Steel Group, HBIS Group, South Korea’s POSCO and JFE Steel to help advance low-carbon steel making technologies (BHP, 2026). This expansion of these partnerships will provide the company the opportunity to produce high-quality low-carbon iron ore products that will add value for customers and help decarbonise the steel industry, which emits the majority of the world's carbon dioxide emissions.
Strategic benefits and competitive positioning
The proposed product development strategy allows BHP to enhance its competitive advantage by being innovative, sustainable, and aiming towards customer relationships in the long run. Making lower carbon mineral products sets the company apart from others which still heavily depend on traditional mining (Hodge et al. 2022). BHP's Environmental, Social and Governance (ESG) profile is further enhanced by its strong environmental performance, making it more appealing to institutional investors, governments and multinational manufacturers who are increasingly focusing on sustainable sourcing. Additionally, the introduction of ‘environmentally differentiated products' allows it to capture premium prices and to increase customer loyalty in already established markets. Demand for responsibly sourced minerals is likely to continue to grow as governments tighten carbon regulations, and companies pledge to achieve zero-carbon supply chains. Thus, the product development aspect can be a viable, evidence-based growth strategy for BHP that will help drive commercial expansion and enhance market competitiveness. 
[bookmark: _Toc234854825]Proposing the ways organisation can achieve competitive advantages while transitioning to a lower-carbon business model.
Implementing Porter’s Generic Strategies seems to be advantageous for BHP in enhancing its competitive edge through the development and integration of a lower-carbon business model. In accordance with the statement of Ștefan et al. (2023), cost leadership, differentiation and focus are the core dimensions of Porter’s Generic Strategies. Hereby, the key strategies in relevance to enhancing BHP’s competitive advantages are as follows:
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Figure 2: Overview of the core elements of Porter’s Generic Strategies
(Source: Influenced by Ștefan et al. 2023)
Cost Leadership
Implementing cost leadership can help BHP to gain competitive advantages by offering carbon-free services to clients at lower prices as compared to its competitors. As per the opinion of Gartner et al. (2024), the adoption of cost leadership practices enables business firms to lower costs and positively offer competitive prices to consumers. In this regard, BHP might look forward to embracing the cost leadership approach to implement its lower-carbon business model and attract new consumers through the implementation of Porter’s Generic Strategies. Thus, leveraging Porter’s Generic Strategies seems to be favourable for BHP in the context of gaining competitive advantages by lowering service prices in an effective manner.  
Differentiation
Implementing the lower-carbon business model is likely to be a major differentiation strategy for BHP, which might enable the organisation to enhance its competitiveness by attracting the interest of consumers. Based on the depiction of de Oliveira Lima et al. (2024), companies adopt differentiation tactics in an operational market to enhance competitive advantages and successfully acquire customer attention. In this regard, BHP might look forward to the strategy of differentiation in order to accelerate the organisation’s competitiveness by introducing the new lower-carbon business model through the implication of Porter’s Generic Strategies. 
Focus
Focusing on the transition to the lower-carbon business model is expected to play a determining role in terms of enhancing BHP’s competitive advantages by maximising the margin of environmental sustainability in an effective manner. In this regard, BHP might emphasise the implementation of the differentiation tactics and cost leadership approaches to ensure its positioning in the market through increased consumer acquisition. 
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In accordance with the AI policy in this module, Artificial Intelligence (AI) technologies were only used to assist in the preliminary stages of this report. I used AI to gain better understanding on the assignment, to create an initial report structure and to understand the use of marketing theories, such as Kotler’s Macro-Marketing Environment Framework and the Ansoff Matrix. Marketing theories help to examine a firm’s shift towards lower carbon products while staying competitive in the market (Aditiya and Kirana, 2025; Kotler et al. 2024). Grammar, clarity of sentences and overall readability were also assessed by AI in proofreading. However, I used AI to research but did not include the AI-developed content directly. I have used academic journal articles, BHP’s official reports, and credible industry publications to independently develop all critical analysis and company specific evaluation to draw effective conclusions. In order to provide transparency on the level of AI support, AI use acknowledgement was added.
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Prior to incorporating AI-generated data into the report, the accuracy of the information was thoroughly examined. All the factual statements, all the numbers, all the company initiatives and all the policy references have been checked using BHP’s official Reports. Some answers provided by the AI were outdated, included unsupported statements or general information without specific examples from the company (Magesh et al. 2025). I detected these issues by cross checking with reliable sources and rectified them by replacing the inaccurate information with valid information. This process helped me to minimise the chances of hallucinations and helped assure that the final report contained evidence-based, accurate, and academically sound analysis.
[bookmark: _Toc234854829]Contribution Analysis
I used AI to assist in the organisation of ideas however the final report is my own independent work and critical thinking. I carried out my own research with the help of academic literature, company reports to evaluate the actors of the Natural Environment and the Political Environment. I also applied Kotler's macro-environment and Ansoff Matrix to come up with strategic recommendations. I also chose appropriate evidence, interpreted organisational response to its initiatives, assessed the opportunities and threats and structured the report according to the evaluation requirements. Thus, the critical discussion, interpretation and conclusion of the Report is the original contribution of my academic work and not generated by AI.
[bookmark: _Toc234854830]Ethical and Professional Reflection
The use of AI needs to be used responsibly and with transparency, respect for academic integrity, and professional judgment. AI can assist with research, language editing, and idea generation, however relying significantly can lead to a decrease in critical thinking skills and inaccurate or biased information (Zhai et al. 2024). This method ensured academic integrity, enhanced the credibility of the report, and ensured adherence to ethical standards in post-graduate research and practice in marketing. Thus, AI is meant to be used as a support tool and not a substitute for independent learning and analysis. 
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In conclusion, the environment is a significant external marketing factor for BHP to balance the sustainable management to ensure competitiveness and success in the global transition towards lower carbon production. In this regard, applying Porter’s Generic Strategies might prove to be beneficial for BHP in enhancing its competitive edge through the development and integration of a lower-carbon business model. Thus, BHP can achieve success in maximising its competitiveness by focusing on cost leadership and differentiation. Lastly, all the information used from AI platforms has been thoroughly checked and verified on credible academic and organisation sources, and attention has been paid to the use of AI. 
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