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[bookmark: _Toc235729290]Task 1: Marketing Environmental Analysis
[bookmark: _Toc235729291]1.1. Company Selection and Context
Tata Steel is an India-based mining company that has become one of the leading players at the global stage. According to the statements by Tata Steel (2026), it has emerged as the 10th largest steel producer across the globe with a production capacity of 34 MnTPA and manufacturing facilities in countries such as India, the United Kingdom, Thailand, the Netherlands and Canada. On the other hand, the company has also mentioned that it has operations in more than 100 countries across six continents with an employee base of 6,60,800 at different levels (Tata Steel, 2026).
[image: ]
Figure 1: Footprints and manufacturing bases of Tata Steel
(Source: Tata Steel, 2026)
The figure below demonstrates how Tata Steel has contributed in the GDP growth of India by multiplying the steel demand by 1-1.5 times and enhancing the overall capacity of steel manufacturing to 27.4 metric tons per annum (Tata Steel, 2026). Considering Tata Steel, it is evident that the company is all set to reduce 40% of its carbon and greenhouse emissions by 2030 while targeting to become net zero by 2045 (Tata Steel, 2024). This strategy by Tata Steel certainly violates the deadline of 2030 set in the Paris Climate Agreement by the United Nations. UNFCCC (2026) clearly states that the global GHG emissions need to decline by 43% by the end of 2030 so that the global average temperature can be maintained under 2°C by limiting the same to 1.5°C.
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Figure 2: Contribution of Tata Steel on India’s growth
(Source: Tata Steel, 2026)
[bookmark: _Toc235729292]1.2. External Marketing Environment Actor 1: The Natural Environment
According to the findings by Tomaňová (2026), the mining and metal sector has contributed 11% which is equivalent to 6Gt CO2Eq in the global greenhouse gas emissions. According to Grand View Research (2026), the metal mining sector is set to reach $711.1 billion in 2033 from $555.3 billion in 2025 with of CAGR of 3.1% per annum. The main rationale of analysing the Indian and the United Kingdom markets is that Tata Steel is having manufacturing bases in these countries and hence, will have to comply with the government policies accordingly.
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Figure 3: Metal mining market size and growth
(Source: Grand View Research, 2025)
[bookmark: _Toc235729293]Initiatives by the Indian Government to reduce GHG emissions
The government of India has taken some active steps towards curbing the greenhouse gas emissions from the iron and steel sector by amending the Greenhouse Gases Emission Intensity (GEI) Target (Amendment) Rules, 2025 that covers all the 255 iron and steel units so that the commitments of 2015 Paris Climate Agreement can be met. According to the reports of The Economic Times (2026), failure to meet the GEI target will attract an environmental compensation of twice the amount of average carbon credit per year. On the other hand, PIB (2026) has claimed that in order to achieve the target capacity of 500MT of steel production by 2047, the Indian government has postponed the decarbonisation target of the steel sector to net-zero emissions to 2070. Hence, the target of Tata Steel to become net-zero by 2045 is certainly fulfilling the deadline set by the Indian government. In this context, it is also claimed that India’s steel exports have increased from 0.45MT in 2025 to 0.58MT in 2026 while the imports have decreased from 0.58MT to 0.52MT (PIB, 2026).
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Figure 4: Trade dynamics of India’s steel
(Source: PIB, 2026)
[bookmark: _Toc235729294]Initiatives by the UK Government to reduce GHG emissions
It can be observed that a target of 2050 has been set by the UK government to become net zero (Gov.UK, 2026). In this context, the concerned government has also taken some steps considering the steel sector and set a target of reducing 95% emissions from steelmaking by 2050 which also violates the deadline set in the Paris Climate Agreement (UK Steel, 2022). Therefore, the net zero target of Tata Steel by 2045 will surely meet the UK standards despite failing to meet the deadline of 2030 as per the Paris Climate Agreement. As per the reports by Grand View Research (2026), the mining sector in the UK is expected to reach $7,073.5 million in 2033 from $5,265.8 million in 2026 with a CAGR of 4.3% per year. Hence, Tata Steel needs to abide by the policies and initiatives of the UK government for better operations in the concerned market.
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Figure 5: UK metal mining market size and growth
(Source: Grand View Research, 2026)
Opportunities and Threats
In this scenario, Tata Steel will certainly have a proper opportunity to comply with both the government policies, regulations and deadlines of India and the UK, and hence enhance its brand image in the concerned markets. Considering the threats, Tata Steel will not be able to meet the deadline of the Paris Climate Agreement, therefore, may have negative impacts on its brand image at the global level.
[bookmark: _Toc235729295]1.3. External Marketing Environment Actor 2: Social and economic perspectives
According to the reports of Carboncopy (2025), 89% of the Indian citizens have experienced a serious climate change and want the government to act and intervene in this matter. On the contrary, 78% of the citizens in India are of the opinion that the concerned government needs to act fast to combat the seriousness of the degrading climate condition. The fact is, consumer perspectives and opinions can be quite influential in compelling an organisation to revamp its strategies towards being more sustainable (Chen, 2024). Further, it is observed that failing to meet the needs and demands of consumers can be quite consequential in terms of instigating economic losses for an organisation in the form of loss of brand image and sales simultaneously (Hautamäki and Aarikka-Stenroos, 2026).
According to the findings of Office for National Statistics (2025), the net greenhouse gas emissions in the United Kingdom have reduced by 54% from 1990 to 371 million tonnes of CO2 in 2024. These statistics indicate that Tata Steel will have to take some active steps for complying with the country’s pace of reducing GHG emissions.
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Figure 6: Reduction in greenhouse gas emissions in the United Kingdom
(Source: Office for National Statistics, 2025)
In this context, the reports by KPMG (2024) have found that almost 49% of the adults in the United Kingdom are looking forward to a low-carbon home so that overall emissions of carbon and greenhouse gases can be reduced. Further, YouGov (2025) has claimed that 60% of the UK adults are influenced by the brand reputation and 17% of them consider packaging materials in case of purchasing products.
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Figure 7: Factors influencing the purchasing decisions of UK adults
(Source: YouGov, 2025)
Opportunities and Threats
Considering the socio-economic perspectives from both India and the United Kingdom, it can be considered that the sales of Tata Steel may fall following its failure to comply with the sustainability goals set during the Paris Climate Agreement. Therefore, this factor can certainly turn out to be a threat for the company in future.
[bookmark: _Toc235729296]
Task 2: Strategic Growth and Competitive Positioning
It is observed that proper strategic planning can be quite effective and beneficial in terms of ensuring growth for an organisation while achieving competitive position simultaneously (Gandrita, 2023).
[bookmark: _Toc_2_1][bookmark: _Toc235729297]2.1 Strategic Growth Recommendation Using the Ansoff Matrix 
Since Tata Steel will be operating in the existing market with its existing product, market penetration from this framework will be applicable in this case. In case of market penetration, the main aim of Tata Steel will be to focus on encouraging the existing customers to buy the same product in more volumes. In the words of Natasiah (2024), proper encouragement for the customers can prove to be quite effective in influencing their purchasing decisions. In this case, relationship marketing can be extensively used by Tata Steel through the means of personalised cross-selling and upselling for meeting the customer expectations and requirements. As per the viewpoints of Vatavwala, Kumar and Sharma (2023), personalised cross-selling and upselling can be crucial in meeting the needs and requirements of the customers in the market. Moreover, fulfilling customer needs through proper personalisation can certainly fuel strategic growth as well as competitive positioning (Tojiri, 2023). Apart from relationship marketing, the strategies of customer loyalty incentives and expanded distribution channels can also be incorporated by Tata Steel in case of both Indian and the UK markets. As found by Machine Edge Global (2024), Tata BlueScope Steel has launched ShelterChamps loyalty program in order to empower fabricators. Tata Steel has also launched Shaktee Kosh Rewards for different stakeholders, fabricators and dealers where they will receive points for purchasing products from different Tata brands. Tata Steel can certainly use such loyalty programs for its customers in both the Indian as well as UK markets for ensuring better market penetration in the long run.
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Figure 8: Ansoff Matrix
(Source: Lecture 2; Slide 11)
[bookmark: _Toc_2_2][bookmark: _Toc235729298]2.2 Competitive Advantage Through a Lower-Carbon Business Model
In order to achieve competitive positioning, Tata Steel can also implement differentiation from Porter’s Generic Strategies so that its products can be easily differentiated by the customers. As per the viewpoints of Butarbutar, Purnamasari and Safitri (2023), differentiation strategy can be quite effective for an organisation in terms of making its product unique in the market. Hence, this strategy can surely make Tata Steel able to retain the existing customers as well as attract new ones in both India and the United Kingdom. In case of differentiation, Tata Steel can take some aggressive steps towards revising its emission targets and goals so that the completion period can be reduced by at least 5 years, i.e. 2040. In this case, strategies such as ethical sourcing of raw materials and sustainable usage of energy sources can be quite beneficial for the company in reducing its emission levels. As mentioned by Herrington and Gordon (2024), ethical usage of energy sources and ethical sourcing of raw materials can be crucial in maintaining sustainability and lowering carbon emissions. On the other hand, strategies such as incorporation of a circular economy can also be initiated by Tata Steel so that the level of wastage can be reduced through the means of recycling and reusage. For example, BHP has initiated its strategies of circular economy by tungsten circularity mapping, multi-mine circular resource recovery facility and full value realisation of metallurgical coal tailings (BHP, 2025). In this regard, Aiguobarueghian et al. (2024) have argued that circular economy can be crucial in reducing wastes with the help of recycling and reusing used products. All the above strategies can certainly benefit Tata Steel to differentiate its product line and enhance its brand image in both Indian and the UK markets.
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Figure 9: Porter’s generic strategies
(Source: Lecture 11; Slide 15)
SERVQUAL Model
Reliability: The COMPASS platform of the organisation can provide it with effective supply chain transparency (Tata Steel, 2026). It was launched by the firm for the B2B segment and it has assisted the firm in improving supply chain visibility for consumers resulting in improved customer relationships. It is noted that the company has 83.3 out of 100 regarding Customer Satisfaction Index.
Responsiveness: The governance structure of the firm consists of cross-functional teams known as impact centres that focuses on structural issues and effective usage of materials, reducing spending and optimising supply chain (Tata Steel, 2024). There are about 21 impact centres, and the firm also has TQM initiatives such as small group activities (kaizens) as well as Suggestion management that focuses on improvements, resulting in enhanced responsiveness increasing Customer satisfaction index to 86.1 in 2024 (Tata Steel, 2025).
Assurance: The digital e-DRIVE VAVE workshops plays a crucial role for TATA Steel in instilling confidence, offering expert virtual engineering assistance (Tata Steel, 2024).
Empathy: The firm can focus on providing highly personalised services through AI utilisation to consumers to improve this factor (Inavolu, 2024).  
Tangibles: The Deming Prize for TQM indicates the firm’s high physical excellence (Dhurandhar and Kumar, 2024). On the other hand, the firm can focus on replicating the Luchiana Scarp-based EAF model as it operates on about 50% renewable energy resulting in a low carbon footprint of less than 0.3 tCO2/tcs (Tata Steel, 2026).
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Figure 10: SERVQUAL Model
(Source: Mulder, 2026)
[bookmark: _Toc235729299]Task 3: Critical Reflection on AI Usage
[bookmark: _Toc235729300]3.1. Tool disclosure
In order to execute this task, Google Gemini has been used for generating pictures and surfing information regarding different points of this report. Further, this particular AI tool is also used for finding out basic information regarding factors such as benefits of low carbon business model, market penetration and brand differentiation. Using this AI tool has certainly been quite effective and useful in ensuring low time-consumption accessing information and explanations, though later the same was cross-checked and justified through appropriate citations.
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Figure 11: Prompt 1 on Google Gemini
(Source: Created by Google Gemini LLP)
[bookmark: _Toc235729301]3.2. Critical evaluation of AI output
In several cases, it has been observed that Google Gemini has answered in a generic way where the references used were not authentic in nature. In such a situation, a cross-checking of the facts and statistics was prioritised so that proper authenticity and reliability can be maintained in the most appropriate manner. In certain instances, it is also observed that the numericals and statistics were wrong while compared to the authentic sources such as news websites, annual reports, company reports and sustainability reports. Hence, it can be concluded that AI tools can be helpful in finding out the basic information but cannot be blindly trusted as far as the numerical and statistics are concerned.
[bookmark: _Toc235729302]3.3. Contribution analysis
Considering the structure created by Google Gemini, it can be observed that an introduction was included in the structure even if there were no such instructions mentioned in the brief. Further, the AI-generated structure also did not provide any detailed guidance but only repeated the same words mentioned in the assignment brief. On the other hand, considering my own critical structure, I have considered both the factors from the external environment while incorporating the market information system at the same time based on the two factors. Further, in strategic growth and competitive positioning I have extensively used market penetration from Ansoff Matrix and differentiation from Porter’s Generic Strategies for justifying the benefits in context of Tata Steel in both India and the United Kingdom. Apart from the mentioned models in the brief, I have also incorporated some extra models from the lecture notes such as the SERVQUAL model which Gemini has not suggested in any way.
[bookmark: _Toc235729303]3.4. Ethical and professional reflection
Considering the ethical implications of using artificial intelligence in marketing analysis activities, it can be observed that the data and numericals provided by the AI tool needs to be re-checked and justified through authentic sources such as news articles, websites, annual reports, and other authentic sources. Failing to perform these fact checks may lead to false information which can further degrade the quality of the entire report. In this case, being ethical in using own research and analysis instead of AI-generated content is also another professional term that needs to be maintained. Failure to adhere to these aspects can certainly result in academic misconduct in future.
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