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[bookmark: _Toc235743565]Introduction
The global mining industry is accelerating its transition towards lower-carbon production because environmental expectations, regulatory requirements, and investor pressure increasingly influence long-term competitiveness. Among the largest mining companies globally, BHP is investing in renewable energy and operational decarbonisation, as well as sustainable resource development (BHP, 2025). Demonstrating the increasing strategic significance of sustainability, the company aims to reduce greenhouse gas emissions, which are associated with its operational activities.


[bookmark: _Toc235743566]Task 1: Marketing Environment Analysis
[bookmark: _Toc235743567]1.1 Importance of the External Marketing Environment
External marketing environment actors significantly influence how mining companies formulate sustainability strategies and maintain competitive advantage (Amoah and Eweje, 2023). In the case of BHP, the Natural Environment is the most dominant actor since climate change has a direct impact on operational continuity, stakeholder expectations, and availability of resources. The Political Environment is also a significant complementary factor, with a significant impact on environmental regulations and decarbonisation policies. 
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Figure 1: BHP’s greenhouse gas emissions
Source: (Statista, 2025) 
The company’s mining activities play a significant role in greenhouse gas emissions, as they contribute 9.2 million metric tons of carbon dioxide once operations and downstream activities are involved (Statista, 2025). All these marketing actors, collectively, guide BHP's shift to lower-carbon products and responsible mining. 
[bookmark: _Toc235743568]1.2 Natural Environment
[bookmark: _Toc235743569]Climate Change and Operational Sustainability
The Natural Environment has risen to become the dominant influence on the marketing and operations decisions of BHP. Rising temperatures, unpredictable weather conditions, water shortages, and depletion of biodiversity pose a direct challenge to the productivity of mining. Mainly as they are also raising pressure on sustainable operations. Global clean energy investment more than doubled, reaching $2.155 trillion in 2025, as shown in Figure 2 (Stille, 2026). Thus, implying that mining companies have to trade off growth in production and environmental protection.
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Figure 2: Global energy investment
Source: (Stille, 2026) 
BHP has reacted through significant investments in renewable power, electrification of its fleets, water recycling and carbon-cutting technologies in its processes. The company invested  $41.5 billion of funds as invested over the past years in climate-related efforts and sustainable activities (BHP, 2024). This has boosted its standing among greener investors and industrial customers. These projects decrease emissions in operations but promote brand positioning as a responsible supplier of necessary transition minerals. 
[bookmark: _Toc235743570]Market Opportunities
The Natural Environment has brought great market opportunities by creating more demand for commodities, which underpin renewable energy technologies. Indispensable products in electric vehicles, battery storage systems and sustainable agriculture are copper, nickel and potash. Clean energy technologies may cover over 40% of the prospective advancements in copper demand by 2040 (IEA, 2025). The graph in Figure 3 below shows that copper demand remains showing only modest index variations.  This will provide BHP with favourable market circumstances in the long term.
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Figure 3: Copper Demand
Source: (IEA, 2025) 
This increasing demand allows BHP to enhance relations with customers who want responsibly sourced minerals with lower carbon bases. Sustainability investments enhance corporate reputation, as well as the value to customers in the long run (Ardiansyah and Alnoor, 2024). Environmentally sustainable production is increasingly acting as a marketing advantage since industrial buyers are introducing environmental performance in their purchasing decisions. 
[bookmark: _Toc235743571]Environmental Challenges
Irrespective of all such opportunities, environmental risks are still high. Australian government has put pressure on mining companies to lower their impacts on the environment. As well as making their processes more efficient and resource-saving.
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Figure 4: Australia mining companies capitalisation
Source: (Sasu, 2025) 
BHP Group is valued at over AUD 216 billion (Sasu, 2025).  Hence, a lack of fulfilling the demands of stakeholders in terms of environmental management may affect the company's image negatively and decrease investor trust (Khalid et al., 2023). Moreover, all the physical climate risks like flooding, droughts and heatwaves can interfere with the production schedules and make the operations more expensive. As such, environmental management has now taken shape as a sustainability factor as well as a strategic marketing need. 
	Environmental factor
	Marketing implication

	Renewable energy transition
	Supports promotion of responsibly sourced minerals

	Operational emissions
	Enhances sustainability positioning and investor confidence

	Resource efficiency
	Encourages investment in cleaner production technologies


Table 1: Influence of the Natural Environment on BHP
[bookmark: _Toc235743572]1.3 Political Environment
[bookmark: _Toc235743573]Government Regulation and Climate Policy
The Political Environment was selected as the second external actor because government regulation directly shapes environmental compliance, carbon pricing and investment decisions.  Compared with technological or economic factors, political decisions determine the regulatory framework within BHP. Governments are also placing growing demands on mining companies to report on emissions, enhance environmental performance and aid the national decarbonisation goals (Noor, 2026). 
Adherence to environmental laws builds the credibility of BHP with governments, investors and industrial customers. At the same time, when the regulation is stricter, it becomes more expensive to operate since a company has to invest in cleaner technologies (Long et al., 2022). However, compliance with regulations provides a chance to make BHP stand out from the competitors who have poorer sustainability results. 
[bookmark: _Toc235743574]Stakeholder Confidence and Competitive Advantage
Infrastructure support for renewable energy by the government also adds to the demand for the minerals extracted by BHP. Electric cars, renewable electricity and battery production are stimulated by public investment programmes and support large amounts of copper and nickel. The estimated energy transition global investment is about more than $2.3 trillion in 2025 (Statista, 2026). This is supporting the market forces' long-term need to produce economic products of low-carbon mining.
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Figure 5: Investments in energy transition
Source: (Statista, 2026) 
By adjusting corporate strategy in line with changing government priorities, BHP can reinforce corporate relations with policymakers and minimise regulatory risk. Transparent reporting also enhances trust among stakeholders and improves brand reputation (Sari and Muslim, 2024). Mainly among institutional investors who are integrating more environmental, social and governance parameters in their investment choices. 
	Political factor
	Marketing implication

	Net-zero policies
	Increases demand for sustainable mining practices

	Energy transition investment
	Expands markets for copper and nickel

	Environmental regulation
	Encourages continuous sustainability innovation


Table 2: Influence of the Political Environment on BHP
Source: (Self-developed)
[bookmark: _Toc235743575]1.4 Critical Evaluation
[bookmark: _Toc235743576]Interaction Between Marketing Environmental Actors
Natural and Political environments reinforce each other in accelerating BHP's sustainability transformation. Climate change becomes the subject of increasing societal concern about the performance of society in terms of the environment, with the increis asing regulations and climate policies (Sarfraz et al., 2023). Therefore, environmental responsibility is a law and an asset of competitive marketing. Thus, aim to detail the regulatory compliance aspects and improve relations with customers and corporate image in BHP. This places the firm in a position to tap into future growth of the externalities in the fast-growing global low-carbon economy. 


[bookmark: _Toc235743577]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc235743578]2.1 Strategic Growth Using the Ansoff Matrix
External marketing environment shows that increased demand for low-carbon minerals and strict environmental guidelines offer opportunities to enable BHP to seek sustainable growth. Ansoff Matrix presents a suitable model used to identify growth schemes, as it considers the opportunities in terms of the available current and new products in the current and new markets (Puyt et al., 2024). Based on the robust resource base and international business, Product Development can be discussed as the most appropriate strategy for BHP. 
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Figure 6: Ansoff Matrix
Source: (Self-created) 
(a) [bookmark: _Toc235743579]Market Penetration
Market Penetration focuses on increasing sales of existing products within existing markets; however, this strategy offers limited long-term opportunities for BHP. S&P (2026) estimates that demand for copper utilised in clean energy technologies will grow by about 50% by 2040. This helps the value of sustainable mineral production at the commercial level.  Creating lower-carbon mining products and greener manufacturing processes can help BHP to empower its competitive advantages coupled with satisfying stakeholder expectations.
(b) [bookmark: _Toc235743580]Product Development Strategy
Product Development is the process of offering new or enhanced products into the already existing markets (Chen and Chen, 2023). Instead of geographic expansion, BHP can develop the environmental performance of its current mineral portfolio by adopting cleaner technologies in production, renewable electricity and low-carbon logistics. At the same time, there is increasing demand among customers to get minerals sourced in a responsible manner that can help them decarbonise themselves. BHP has stated that its operational greenhouse gas emissions had decreased by 36% compared with FY2020 (Knaus and Morton, 2026). This is a tangible change that it is making towards sustainability goals. The company has already made massive investments in renewable energy agreements and electrification initiatives that decrease operational emissions and enhance product differentiation.  Many nations have set net-zero goals, which have provided a more vigorous regulatory expectation throughout global mining activities.
(c) [bookmark: _Toc235743581]Market Development
The creation of certified low-carbon blast furnace modification products allows BHP to react immediately to the modification of customer options (BHP, 2026). Manufacturing companies in the automotive sector, renewable energy and construction spheres have been progressively incorporating the concept of sustainability in the selection of suppliers. On this basis, environmentally differentiated products enable BHP to assert greater customer relations and generate greater long-term value amid greater production investment. 
(d) [bookmark: _Toc235743582]Diversification
Diversification involves introducing new products into new markets, but this strategy would expose BHP to higher financial and operational risks during its transition to a lower-carbon business model. Lower-carbon technologies are also hard to develop and necessitate a lot of capital expenditure before they can bear commercial profits (Mani et al., 2024). International inflation and disruption in supply chains only continue to raise the cost of equipment and capital expenditure in mining.
The acceptance of the material market also requires the customers to realise the extra value in favour of sustainability-produced minerals. Unless buyers are no longer price-sensitive, there might be no premium pricing opportunities. Moreover, there is uncertainty about technologies that will make the implementation process challenging, as some decarbonisation technologies are still being developed. BHP should thus invest in innovation projects and maintain financial discipline at the same time, ensuring that operations remain efficient. 
[bookmark: _Toc235743583]2.2 Competitive Advantage
[bookmark: _Toc235743584]Achieving Differentiation
According to Porter’s Generic Strategies, differentiation generates competitive advantage by providing unique value in competition against price (Bhat et al., 2024). The reduced-carbon business model of the company develops distinctive value of responsible sourcing, reduced operating emissions and open reporting of its ESG procedures rather than price warfare. This distinction enhances dealings with industrial buyers, who are in search of sustainable vendors.  Decarbonisation has become one of the key strategic priorities of 70% of mining executives (ABB, 2024). This means that the industry becomes more competitive in terms of sustainability.
Investment in digital technologies, renewable electricity and monitoring of emissions enhances the effectiveness of operations and environmental credibility. These abilities reinforce the brand image of BHP as well as promoting high-calibre business ties with large multinationals that are dedicated to environmental, social and governance goals. Sustainable differentiation also mitigates reputational risks about climate change and increases confidence of the investors in long-term corporate performance (Arhinful et al., 2025). 
[bookmark: _Toc235743585]Innovation and Technology
Technological innovation enhances Product Development as it provides the continuity of raising efficiency and environmental performance of mining. Using artificial intelligence, automation, predictive maintenance and digital twins maximises the use of energy and minimises waste production (Abadi et al., 2025). BHP has increased the number of autonomous mining operations, which enhances productivity as well as consumes less fuel in several Australian locations. The use of autonomous haulage systems has shown productivity gains of more than 10% (Chen and Khan, 2025). This portrays the role of technology in creating sustainable competitiveness.
Novelty also helps in responsible management of resources by enhancing water recycling, biodiversity tracking and the accuracy in extraction mechanisms. Such programs diminish the environmental effects, besides showing leadership in the international mining markets (Hodge et al., 2022). Ongoing technological enhancement thus helps not only to enhance operational excellence but also to ensure efficient sustainability marketing. It can provide the organisation with competitive advantage. 
[bookmark: _Toc235743586]2.3 Recommendation
[bookmark: _Toc235743587]Sustainable Competitive Growth
Product Development is the best strategic choice as it will build on the prior existing capability of BHP and respond to environmental and market changes found in Task 1. Production of low-carbon minerals, growth of renewable-powered activities, and technological innovation help increase competitive advantage and achieve long-term profitability (Faig et al., 2025). The plan is also complementary to rising world demand for transition minerals that are important in renewable energy infrastructure. Considering sustainability in developing products, BHP creates value for its customers, improving its regulatory performance and corporate reputation at the same time. Product Development therefore allows the firm to gain a sustainable competitive advantage in addition to contributing towards the world moving into a low-carbon economy, which has been adopted globally. This approach helps to build market resilience, facilitates future investments, boosts stakeholder confidence, fosters innovation, and promotes continued business expansion on a global scale.


[bookmark: _Toc235743588]Task 3: Critical Reflection on AI Usage
Artificial Intelligence (AI) supported the development of this report by improving research efficiency, organising ideas and refining academic writing. Nevertheless, the results of AI should be reviewed with scrutiny since generative AI systems can provide false information, unfounded assertions or false references. Thus, essential critical judgement was needed throughout the process of preparing the report to be an academic and trustworthy marketing analysis. 
[bookmark: _Toc235743589]3.1 Tool Disclosure
[bookmark: _Toc235743590]AI Applications
Initial definitions of marketing concepts and report structure suggestions were generated by generative AI tools, such as ChatGPT, to enhance academic language and summarisation of publicly available information on sustainability initiatives at BHP. AI was also used to help ensure coherence and propose suitable headings. All these applications were reported by filling out the AI Use Acknowledgement in accordance with academic integrity standards at the university. 
[bookmark: _Toc235743591]3.2 Critical Evaluation of AI Output
[bookmark: _Toc235743592]Verification and Error Identification
ChatGPT initially suggested unsupported statistics relating to mining sustainability and provided references that could not be verified. These were removed and replaced with evidence from BHP Sustainability Reports, the IEA and Statista before being incorporated into the report.  Before inclusion, statistical evidence, strategic recommendations, and environmental information were cross-checked. Most of the AI-generated figures do not have any evidence to support them or contain outdated and wrong information during the verification. Such inaccuracies were eliminated, and new data were used instead based on credible corporate reports and internationally recognised organisations, so the final analysis would be evidence-based and academically sound. 
[bookmark: _Toc235743593]3.3 Contribution Analysis
[bookmark: _Toc235743594]Original Contribution
The basic types of tasks that AI aided were language refinement, structural organisation and initial content generation. Nevertheless, the choice of Natural and Political environments, rationalisation of Product Development with the help of the Ansoff Matrix, the implementation of Porter's Generic Strategies and all the critical analysis was done independently and after studying the academic literature. The ultimate choices made on report structure, choice of sources, statistical evidence and scholarly arguments were created and modified alone to meet assessment expectations. 
[bookmark: _Toc235743595]Ethical and Professional Reflection
Use of AI has to be done responsibly through transparency, accountability and external validation (Bell, 2023). Even though AI enhances productivity and aids in marketing analysis, overuse can decrease the critical thinking process and introduce misinformation in academic work. Improving ethical practice means therefore considering AI help, verifying generated material and leaving original judgement at the heart of the decision-making process. Integrating AI functionality with human analysis generates a more accurate, skilled and morally sound marketing analysis without compromising academic integrity or intellectual honesty. This balanced approach promotes responsible innovation, strengthens research credibility, encourages continuous learning, supports informed decisions, and maintains professional ethical standards.
[bookmark: _Toc235743596]Conclusion
[bookmark: _heading=h.ehd4hca1la1c]The changes in environmental and political forces which change customer expectations and competition are the main factors that impact the shift of BHP towards lower-carbon mining. Product Development would be the best strategy to use for growth, as it facilitates sustainable innovation and differentiation. The quality of the reports was improved through careful use of AI, and independent verification guaranteed the quality of analytical research, academic integrity and conclusions drawn in the research. 
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