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[bookmark: _Toc234454722]Introduction
This report critically examines BHP's external marketing environment, comprising the Natural Environment and Political-Legal Environment, through the PESTEL framework to highlight external opportunities and challenges impacting BHP's lower-carbon transitions. It then critically reviews the four types of growth strategies in the Ansoff Matrix and makes a recommendation of which one would be best for the business to gain sustainable competitive advantage. Finally, the report reflects on the use of Artificial Intelligence (AI), evaluating its contribution, limitations, verification process and ethical implications in developing the analysis.
[bookmark: _Toc234454723]Task 2: Strategic Growth and Competitive Positioning – BHP's Transition Towards a Lower-Carbon Business Model
BHP is one of the world's largest mining companies, supplying iron ore, copper, nickel and potash to global markets. In a bid to meet rising demand for sustainable resource, BHP has been looking at ways to cut its carbon emissions and invest in cleaner mining technology. Organisations need to be aware of the external marketing environment that makes up factors outside their control before they are able to develop marketing growth strategies for their business. This analysis, which critically examines the most significant factors that impact BHP's transition to lower carbon products using the PESTEL Framework, and the significant influence on BHP's sustainability strategy and market competitiveness in relation to the Political and Legal Environment.
[bookmark: _Toc234454724]PESTEL Framework
PESTEL is used to identify external macro-environmental factors and understand their impact on an organisation's long-term performance and marketing plans. The Natural Environment and the Political-legal Environment are the most important influences as climate change and sustainability requirements and environmental laws and regulations have a direct impact on BHP's operations and customer demand and investment decisions.
[bookmark: _Toc234454725]Natural Environment
The Natural Environment is the most influential external marketing actor because the activities of understanding the basis of the natural resources and at the same time leads to environmental degradation. Reducing the mining and metals industry's GHGs is a significant priority across the globe, with impact representing around 7% of global emissions. Meanwhile, the demand for transition minerals is on the rise. According to the International Energy Agency, demand for copper, nickel, lithium and cobalt could increase by around 3.5 times by 2035 under announced climate commitments (IGF, 2025). This provides BHP with a huge market opportunity to market as an ethical miner.
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Figure 1: Minerals used in selected clean energy technologies
(Source: IGF, 2025).
In response, BHP has enhanced its sustainability strategy. The company's Climate Investment Program has dedicated over $US400 million to low-carbon technologies, renewables electricity, battery-powered mining equipment and low-carbon steelmaking to help achieve net zero operational GHG emissions by 2050 (BHP, 2019).  The investments help BHP make a positive impact in its brand image among Governments, investors and industrial customers who look for suppliers with a responsible environmental attitude.
This opportunity is further enhanced by the importance of copper. BHP has been generating about 1.87 million tonnes of copper in the 2024 financial year and is one of the global's biggest copper producers (Dyer, 2024).  Copper is a key material for EVs and renewable energy power plants/grids, making BHP a critical market player in global energy transition.
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Figure 2: Average GHG emissions intensity for production of selected commodities
(Source: IGF, 2025).
But there are equally significant challenges due to the environment. The warmer temperatures, with fewer of the rains, pose threats to mining activities and disrupt production while adding operating costs. In addition, there is an increasing demand among consumers and investors for actual results, not just claims, of environmental performance. As a result, BHP must continue to invest in cleaner technology to ensure an efficient and profitable operation.
Political and Legal Environment
BHP's transformation is also strongly influenced by the Political and Legal Environment, which continues to be a source of new and increasingly stringent climate policies and environmental legislation. Legally, Australia has committed to a national 43% reduction by 2030 in its greenhouse gas emissions (GHG), this is putting pressure on the mining industry to increase their energy efficiency and reduce operational GHG emissions (Department of Climate Change, 2025).  Compliance improves BHP's market transparency and guarantees international 'green' markets.
Moreover, BHP's revenues amount to US$55.7 billion during 2024, which indicates a good leaders' and management's financial condition to invest in sustainable options for its mining operations and to meet the changing environmental regulations (BHP, 2024). The company has excellent financial strength that enables more resources to be allocated to the issue than those of smaller agencies facing the same strain. Despite all the possibilities, stricter environmental regulations lead to higher costs of compliance, an extension of the model permitting process, and on-going expenditures for documenting emissions and implementing environmentally friendly production processes. Not doing so can have consequences for BHP reputation, investor confidence and access to markets. For this reason, Government policies can be a burden and an enabler to BHP, adding to its competitiveness through sustainable mining practices.
[bookmark: _Toc234454727]Task 2: Strategic Growth and Competitive Positioning
BHP needs a growth strategy based on building stronger competition and preparing for a more carbon efficient business model. Ansoff Matrix offers four growth strategies which are applicable in critical evaluation to choose the most suitable strategy for BHP with regard to their sustainability objectives, market position and future profitability.
[bookmark: _Toc234454728]Ansoff Matrix Overview 
Market Penetration, Market Development, Product Development and Diversification are the four strategic alternatives of the Ansoff Matrix for a firm's growth. While each strategy presents growth opportunities, the appropriateness of the strategy will vary with the market condition, customer demand, organisational ability and competitive pressures. It is therefore essential to evaluate each strategy carefully before deciding on the best choice.
[image: BHP Ansoff Matrix]
Figure 3: Ansoff Matrix
(Source: Self-developed). 
[bookmark: _Toc234454729]Market Penetration 
Market Penetration is a strategy aimed at growing sales of the current product in the current market. For BHP this strategy can help build relationships with existing customers and existing manufacturing customers by establishing sustainability partnerships and long-term supply contracts. But the strategy, though it gives some competitive edge, does not offer prospective global customers the volume of a traditional mineral when they want the lower-carbon materials. BHP reported revenue of US$55.7 billion in FY2024, indicating a solid market position, but additional sales would not ensure decarbonisation needs are met, as greater demand would not translate to expanded product portfolio (Nasdaq, 2024).  As a result, Market Penetration have limited strategic value for BHP's long term sustainability transition but play an important role in supporting short term growth. 
[bookmark: _Toc234454730]Market Development 
Market Development is a strategy of introducing the same products into new geographical markets or industrial applications. BHP may be positioned to continue additional exports of copper and nickel into fast-growing Asia- and Europe-based markets for renewables and EV components (Harahap, Soemitra and Rahma, 2025).  However, there are many international governments that already ask suppliers to prove that their production is less carbon based rather than it being more available. Without improvement of environmental performance, BHP would be losing the competitive edge when going into new markets. Additionally, international environmental laws are becoming more stringent thus elevating entrance barriers and compliance risks. Hence, Market Development provides growth opportunities, but alone fails to provide the required sustainable competitive edge in the presently carbon conscious global mining industry.
[bookmark: _Toc234454731]Product Development 
Product Development relies on new products being launched to new markets. The recommended solution fits well into BHP's sustainability goals due to a growing demand by customers for responsibly sourced minerals (Kruachottikul et al., 2023).  Through collaboration with customers (which accounts for around 20% of all global steel production), BHP has pledged to meet its target of obtaining 50% of its operational emissions from lower-carbon steelmaking technologies and 50% from the elimination of landfill and other operational waste by 2050 (Foss and Koelsch, 2022).  Developing certified low-carbon iron ore, copper and nickel would differentiate BHP from competitors while increasing customer value. Product Development is an innovation requiring significant investment and technological capability, yet is directly relevant to meeting changing customer expectations and is far more likely than traditional mining products to provide lasting competitive advantage. 
[bookmark: _Toc234454732]Diversification 
Diversification – means launching products in untouched markets, and is the most risky strategic option. BHP might spring into green hydrogen, renewable energy infrastructure or carbon management options to be part of the potential industrial decarbonisation effort. But diversification will require a big capital investment, and specialized talents and new lines of business (Manduva, 2024).  Although BHP has significant access to financial resources, diversifying the business too much may mean that there is less management focus on the Company's primary business, which is being involved in mining. Diversification can lead to the potential of additional sources of income in the future, but it introduces uncertainty and complexity into investments. Thus, this strategy will have potential for the long-term and is less feasible than building on BHP's current sustainable mining platform.
[bookmark: _Toc234454733]Recommended Strategy and Justification 
Product Development is best suited for BHP's growth strategy as it helps shift the company from a higher carbon business model, with the benefit of leveraging BHP's current operational advantages. Product Development as opposed to Market Penetration helps BHP to produce goods that are different and meet evolving customer needs rather quickly. But as with Market Development, increasing geographical reach alone is not enough and successful market penetration increasingly requires environmentally responsible minerals. Diversification will present opportunities for BHP in the future, but with far more risk if BHP, with its present expertise, is to gain the new capabilities necessary for diversification.
Product Development is the clear strategic match as BHP already has operational experience, financial strength and industry connections to market low carbon mining products. BHP, for instance, generated around 1.87 million tonnes of copper in FY2024, ensuring that the company maximizes the opportunities arising from the growth in demand for minerals essential for renewable energy technologies and electric vehicles (Green Stocks Research Team, 2024)  Meanwhile, the company is investing in equipment that is more environmentally friendly in the mining industry, renewable electricity, and technologies in low-carbon steelmaking, which are reinforcing the differentiation of the products. 
Besides, Product Development provides the sustainable competitive advantage not by competing on the basis of costs but on the basis of difference. Increasingly, Industrial customers are considering Environmental, Social and Governance (ESG) factors when weighing a supplier as well as the quality and reliability of the products (Grabowska, Adamski and Goliński, 2024).  BHP can gain a competitive advantage by identifying lower carbon minerals and reporting on emissions in a clear and transparent way, which may help to build better customer relationships in the long term, and boost investor confidence and corporate image.
[bookmark: _Toc234454734]Task 3: Critical Reflection on AI Usage
The preparation of this report was assisted with the help of Artificial Intelligence (AI). It assisted in the generation of initial ideas, content organising and suggestions on the use of marketing frameworks. But the report wasn't a completely AI-generated one. I have carefully analysed and filtered out all the ideas generated by the AI and included only the most relevant information along with a final analysis, based on my knowledge about the company and the assessment requirements and academic resources.
[bookmark: _Toc234454735]Tool Disclosure
The main AI tool used for this report was ChatGPT. It mostly served to help brainstorm ideas, define the concepts of report writing, and enhance the process of academic writing and explain concepts from marketing like PESTEL framework, Ansoff matrix. ChatGPT was also used to help identify potentially-discussable issues concerning BHP's approach to moving away from a 'high carbon' business model. Some statistical information provided by ChatGPT was also used as kick-off information and then verified against adherent information such as BHP's Annual Report and other verified industry publications. I had kept the final choice of evidence to myself, as well as its structure and written arguments.
[bookmark: _Toc234454736]Critical Evaluation of AI Output
AI helped me come up with ideas, but I knew that AI can sometimes give me wrong information or an outdated statistic or an unsupported claim. Before making use of the data or company information in the report, I provided it with great care, verifying accurate statistical information and company information from reliable sources. I deleted or adapted information provided by the AI, when it handed me things that I could not find in official data or reliable publications (Pattanayak, 2022). I also compared the AI-generated explanations with the assessment requirements to make sure that the conversation was relevant to the marketing environment and an analysis of strategic growth. This validation process minimised the chance of being misled by AI hallucinations and logical mistakes, enhancing the trustworthiness of the report.
[bookmark: _Toc234454737]Contribution Analysis
The AI offered suggestions and ideas for the report, helped with the initial writing, and edited the report for clarity and flow. The key analysis, on which is based the whole report, is my personal one, though. I chose the right frameworks for marketing and evaluated them by every strategic option, and backed up with my personal analysis of the evidence the uptake of the last recommendations (Ivanov, 2023).  I also decide what data would be of importance in my essay and what the data contributes to my overall essay. This final report is a compilation of my opinions, thinking and understanding of what BHP's marketing environment is rather than just using the outcomes of AI written products.
Ethical and Professional Reflection
AI in marketing analysis offers several advantages, such as increased efficiency, idea generation, and writing assistance. But the ethical and professional duties are also a part of the puzzle of using AI. Students are not allowed to directly copy work produced by AI without revision for correctness or as their own. If information provided by AI is not verified, it can result in incorrect information, biased answers or fabricated references (Peltomaa, 2025).  Thus, it should be depended only as a support tool not in place of independent research and critical thinking. In this report, I relied on credible academic and corporate resources to verify information (co-responsible AI), made my own editorial judgment in finalizing the content, and cited the analysis based on my own perspective. This not only preserves academic integrity but also allowed for the utilization of AI as a learning and productivity tool.
[bookmark: _Toc234454739]Conclusion
BHP's successful transition to operating the business as a "low-carbon enterprise" relies on the effective management of external environmental factors and the adoption of a suitable growth strategy. Product Development was determined to be the best strategic option that can be used for achieving the sustainable competitive advantage. Additionally, the responsible use of AI aided the composition of the report, yet critical evaluation and judgmental decision were still crucial to make sure the accuracy and the academic integrity of the report.
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