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[bookmark: _Toc233236544]Task 1: Marketing Environment Analysis---Tata Steel
[bookmark: _Toc233236545]Introduction
The universal metals and mining industry is in the middle of a once-in-a-while structural shift impulsed by the need to take charge of climate change. The sector is responsible for approximately 25% of greenhouse gas emissions from the biggest global corporations and is under inspection (Kotler et al., 2024). Tata Steel is a massive universal steel company with significant holdings in India and Europe. It performs its functions in a volatile micro- and macro-marketing environment.
Kotler’s marketing environment framework pertains to an organisation’s marketing environment, as the market drivers and forces outside management impact its capacity to build and maintain prosperous relationships with intended customers. The report vitally evaluates two substantial external macro-environmental components that affect the industrial transformation with respect to Tata Steel, especially the Natural Environment and the Political/Legal Environment.
[bookmark: _Toc233236546]The Primary Actor: The Natural Environment
The natural environment entails the physical atmosphere and natural resources leveraged as inputs by marketers or affected by marketing deeds (Kotler et al., 2024). Currently, Tata Steel relishes the natural environment not only as a passive purveyor of raw materials (iron ore and coking coal) but also as a significant disruptive driver that is varying its product portfolio, cost criteria, and brand equity.
[bookmark: _Toc233236547]Resource Scarcity, Carbon Budgets, and Operational Metamorphoses
Tata Steel’s keen advantage over competitors was formerly mostly due to its access to affordable raw materials. The rapid degradation of ecosystems across the world has driven industrial manufacturers to conduct their business within strict carbon budgets. The prevailing steelmaking approach serves the Blast Furnace-Basic Oxygen Furnace (BF-BOF) approach, which relies on the flaming of coking coal (Gajdzik et al., 2025). Physical climate change has brought about excessive weather events and resource shortages, which have lowered societal and economic adoption of carbon-deepened primary extraction.
[bookmark: _Toc233236548]The Shift to Secondary and Circular Production Models
This natural environmental restriction forces Tata Steel to shift from initial (“virgin”) ore extraction to subsequent circular manufacturing for its product architecture. To that extent is apparent, particularly at its Port Talbot facility in the U.K. and its IJmuiden plant in the Netherlands. The company has established a £1.25 billion framework transformation to replace ancient coal-fired blast furnaces with power-efficient Electric Arc Furnaces (EAF) (Tata Steel, 2025). This alteration allows Tata Steel to majorly alter its input consumption pattern to one that uses scrap steel reusing infrastructure rather than one that uses raw metallurgical coal. This architectural alteration demotes direct (Scope 1) emissions to the same extent as 90%, protecting valuable global carbon budgets and guarding the local natural ecosystems throughout manufacturing centres.
[bookmark: _Toc233236549]Green Insetting and the Commercialisation of “Green Steel”
From a marketing strategy viewpoint, modifications in the natural environment have transfigures in a way Tata Steel generates and spreads value. Commercial B2B shoppers in the automotive, construction, and consumer tool regions are diligently aiming to lower their Scope 3 upstream supply chain emissions.
Tata Steel made the Zeremis brand umbrella to fulfil market demand.
	Product Solution
	Environmental Mechanism
	Market Value Proposition

	Zeremis Carbon Lite
	Det Norske Veritas (DNV) individually validated the inset mass-balanced allocation scheme.
	Permits certified steel with 90% carbon footprint reduction to be procured by B2B users.

	Zeremis Recycled
	30% of authenticated post-consumer recycled content is utilised.
	Directly handles the production objectives of the circular economy.

	Zeremis Delivered
	Carbon-neutral inbound and outbound logistics networks.
	Excludes steps of indirect downstream transportation.



The environment works as a fuel for value formation through these product metamorphoses. In a rising carbon-conscious world marketplace, it allows Tata Steel to displace from selling common, cost-conscious objects to market precious, earth-friendly solutions that secure its market status.
[bookmark: _Toc233236550]The Secondary Factor: The Political and Legal Environment
Alterations in the natural environment have a significant influence over the political and legal macroenvironment; the marketing environment does not act in isolation. The political and legal environment, which contains laws, government agencies, and pressure groups that oblige distinct businesses and people, has a major repercussion on marketing decisions (Kotler et al., 2024). Regulatory conduct acts as Tata Steel’s primary enforcement mechanism, transforming climate change into pivotal benefits and financial accountability.
[bookmark: _Toc233236551]Carbon Border Protections and Trade Defences
International trade conditions have been totally revised in Europe and the UK by legitimate structures like the Carbon Border Adjustment Mechanism (CBAM) of the European Union (Leal-Arcas et al., 2022). Alike to costs pursued by native producers under the Emissions Trading System (ETS), CBAM imposes a carbon price on carbon-intensive articles introduced into the EU. Tata Steel’s visionary drive to EAF technology is a significant compliance route as governments constrict import prohibitions and enhance trade defences against inexpensive, high-carbon steel ditched by multinational competitors. Its Products would face tough monetary fines in the absence of this administrative harmony, excluding them from significant Western markets. 
[bookmark: _Toc233236552]Public Procurement Policies and Market Demand
Simultaneously, regional laws have begun to require sustainable sourcing for programs containing public infrastructure. Governments have levied compulsory requirements for steel logging, firmly choosing native buying with the lowest embodied carbon and a high local recycling content (Rossetto, 2024). Tata Steel preserves its place as a preselected preliminary supplier for offshore wind pipelines, renewable energy facilities, and multibillion-dollar state architecture by restructuring its production core to comply with these legislative delegations. Green compliance is now importantly a necessity to gain market access.
[bookmark: _Toc233236553]Critical Evaluation of Factor Interactivity
Macro-environmental factors function as an interrelated circle and are recognised as not working coherently or independently for Level 7 analysis. Stakeholder dissatisfaction and public stress gave rise to physical realities of the natural environment, like resource depletion and global warming. The Political/Legal Environment is obligated by general pressure to demonstrate strict laws, carbon charges, and discounts for compliance. In sequence of lowering its environmental impact, Tata Steel is obliged by the administrative procedures to alter its production models and publicise environmentally beneficial products like Zeremis (Tata Steel, 2023).
The marketing consultants at Tata Steel perceive that communications in the corporate environment are modified by this environmental interactivity. Marketing is turning into an instrument for steering complex administrative structures and remodelling environmental compliance into actual economic value for corporate buyers, instead of only commercial product features. Enterprises face the challenge of asset obsolescence and market banishment if they don’t predict the relationships between natural limitations and legislative regulations. In diversity, Tata Steel considers environmental interests as a rich source of competitive distinction by ordering its product expansion with these overlaying forces.
[bookmark: _Toc233236554]Task 2: Strategic Growth and Competitive Positioning- Tata Steel 
[bookmark: _Toc233236555]Introduction 
Building upon the macroenvironmental pressure that was found in Task 1, Tata Steel need to formulate a strong strategic framework to shift its industrial model without compromising long-term profitability. Strategic marketing needs to align the internal potential of the firm with the external legislative and ecological shifts. This section evaluates the strategic growth trajectories of Tata Steel using the Ansoff Matrix and establishes its market alignment using Porter’s Generic Strategies. By using these models, this analysis presents how Tata Steel can maintain sustainable competitive rivalry while systematically decoupling steel production from fossil-fuel dependence. 
[bookmark: _Toc233236556]Growth Strategies Using the Ansoff Matrix 
The Ansoff Matrix offers the framework for searching for corporate growth opportunities using the four different product-market combinations: Market Development, Market Penetration, Product Development and Diversification. To achieve this mandated business model emphasising lower carbon emissions, Tata Steel cannot depend on business-as-usual operations. It needs to balance the commercial risk against the strategic sustainability. 
	
	Existing Products
	New Products

	Existing Markets 
	Market Penetration
(Volume expansion of the basic structural steel variants)
	Product Development 
(Zeremis Carbon Lite, XCarb-equivalent tech)

	New Markets 
	Market Development 
(Exporting standard steel to emerging economies)
	Diversification
(Entering green hydrogen or carbon-capture sectors)



[bookmark: _Toc233236557]Product Development: The Core Strategic Imperative 
For the primary business architecture of Tata, Product Development is the most vital vector of growth. This strategy involves creating new or modified products to sell into well-established and existing markets. Tata Steel possesses a deeply entrenched customer base in the highly audited, high-value B2B sectors, including the European automotive, structural engineering segments and aerospace. These existing customers do not need to be introduced to Tata Stell; instead, they need a radical evolution of the material itself to fulfil the mandates of scope 3 environmental compliance. Tata Steel has addressed this demand using the deployment of its Zeremis Carbon Lite brand, which offers about 100% decrease in the intensity of the carbon in comparison to the conventional hot-rolled coil steel (Tata Steel, 2022). As the product is incorporated directly into the existing press shops and industrial manufacturing lines, it offers low disruption in switching for the client while introducing a whole new value proposition. By focusing on Product Development, Tata Steel uses its existing B2B distribution networks, contractual relationships and technical account managers, which dramatically decreases the structural risks that are typically related to market expansion. This approach effectively shifts an operational responsibility (the requirement to remove blast furnaces) into a commercial product offering. 
[bookmark: _Toc233236558]Secondary Strategy: Diversification 
Concurrently, Tata Steel need to engage in vertical diversification- introducing whole new products into the previously unexploited market regions, to secure its clean energy supply chains. By establishing the localised joint ventures in industrial green hydrogen production and commercialising circular scrap-metal recycling aggregators, the organisation moves beyond traditional raw iron ore smelting. This dual-matrix approach is used to stabilise its internal production needs while developing speculative B2B revenue streams in the expanding clean technology sector. 
[bookmark: _Toc233236559]Competitive Positioning through Porter’s Generic Strategies
Michael Porter has presented that sustainable competitive rivalries are achieved using either differentiation, cost leadership or a focus strategy. As the metal industry bifurcates into the high-carbon commodity steel and low-carbon premium alternatives, the historical dependence of Tata Steel on scaled cost economies is no longer viable in the highly regulated areas ( Tata Steel, 2026b).
[bookmark: _Toc233236560]Shifting from the Cost leadership to the Focused differentiation
Historically, the global steel marketing operated on the matrix of cost leadership, in which the profitability relies on processing scale, cheap metallurgical coal and energy accessibility (Federal Steel Supply, 2025). Meanwhile, the introduction of the carbon border adjustment and the capital expenditure needed to develop the modern Electric Arc Furnaces (EAF) make low-cost leadership impossible during the phase of green transition. 

Figure 1: Transition from the cost leadership to the focused differentiation
(Source: Author, 2026)
Consequently, Tata Steel is efficiently pivoting towards a focused differentiation strategy. Under this paradigm, the firm targets a different segment of luxury, eco-conscious B2B consumers, particularly the premium European automotive OEMs and the sustainable construction consortia, who present low price sensitivity in the case of the raw materials if it ensures compliance with the regulations and protects the brand equity. Moreover, by differentiating using the verified carbon neutrality, Tata Steel isolates itself from the direct price wars with the lower-cost, high-emission rivals based on weakly regulated market areas. The value proposition moves from the ‘price per tonne’ to the ‘avoided carbon penalties per tonne’, which allows Tata Steel to command the ‘green premium’ prices that offset the capital costs of its infrastructure overhauls. 
[bookmark: _Toc233236561]Strategic Trade-Offs and Implementation Challenges 
The evaluation of data shows that executing a Focused Differentiation Strategy using Product Differentiation presents vital frictions in the operations. The decommissioning of heavy blast furnaces, like the multi-million-pound shift at the Port Talbot site, leads to the structural production gap (Tata Steel, 2026a). During the multi-year construction of replacement Electric Arc Furnaces, Tata Steel faces challenges of importing the semi-finished steel slabs to feed its downstream mills. This temporary dependence on the cross border logistic presents the form with the disruption and the supply chain and volatile shipping costs, which potentially reduce the margins just as CapEx requirements increase. Moreover, the renewable energy grades fail to extend fast enough to offer affordable green electricity to power these new EAF plants, and the differentiated product lines risk being priced out of the wider market. Navigating through these challenges, the marketing department of Tata Steel should secure long-term, forward volume contracts with the premium consumers. By rapidly locking in volume commitments, the company can stabilise the revenue projections and de-risk the huge capital investment which is required for its green transformation. 
By synthesising the product development strategy along with the Ansoff Matrix, with the Focused Differentiation position under Michael Porter's framework, Tata Steel establishes a resilient path towards a sustainable and low-carbon business model. It is an integrated approach that ensures that the compliance towards the environment is treated not as the operational cost centre, but as the major driver of commercial differentiation and customer lock-in. 
[bookmark: _Toc233236562]Task 3:  Critical Reflection on AI Usage 
[bookmark: _Toc233236563]Tool disclosure 
As per the assessment guidelines for module LCMB7024, generative AI was integrated strictly as an interactive research and proofreading assistant. I have used the large language models to rapidly query, scan and summarise the extensive literature on the industry, with the major emphasis on the global operations of Tata Steel, along with the investor presentations and sustainable product descriptions. Moreover, the AI tool was used by me for the later stage proofreading so that I could refine the syntax of the sentence, the typographical discrepancies within the text and ensure objective academic formatting. Moreover, AI was not permitted to generate the original narrative content, formulate the strategic arguments and dictate the structural outline for this report; those elements were independently created to maintain the academic integrity that is required at this level. 
[bookmark: _Toc233236564]Critical evaluation of AI output
I have tried to navigate through the inherent risk of AI hallucinations. The structural timelines, data points, and corporate events generated by the iis session were treated as speculative hypotheses, and I crosscheck it through empirical proof. For instance, when the AI initially synthesised the formation in relation to Tata Steel UK’s Port Talbot transition, it outputted the conflicting timelines in relation to the decommissioning of the blast furnaces and the exact scale of the UK government's capital subsidy. To remove these errors, I cross-examined everything and each output directly against the primary corporate disclosures and the official and district crisis statements of the company from early 2026. The data streams in relation to the carbon reduction metrics were manually verified against the annual reports of Tata Steel. This rigorous process of verification was undertaken to ensure that there is no artificial fabrication or distorted market interpretation compromising the empirical accuracy of data. 
[bookmark: _Toc233236565]Contribution analysis
A clear line of demarcation has separated the assistance of AI from the original academic synthesis. Every point in this report was entirely written by me. While AI helped me to compile the raw information on B2B marketing transition, the critical evaluation (particularly identifying the transition risk of importing steel slabs during the Port Talbot Electric Arc Furnace Buildup) was a product of my own independent analysis and critical evaluation. 
[bookmark: _Toc233236566]Ethical and Professional Reflection 
Using generative AI in marketing analysis can lead to profound ethical considerations. In the professional B2B marketing practices, an over-dependence on automated tools contributes to the homogenised strategic planning, transition in the geopolitical risks that define the global trade and missing the nuanced human relationships. Professionally, using the AI without any disclosure can lead to plagiarism and copyright infringement, which directly affects and violates the corporate and academic compliance codes. Moreover, from the environmental perspective, running large models of AI consumes substantial computational energy, which leads to an ethical paradox when using the data-heavy technologies to develop sustainable strategies. By keeping the AI in a supportive and administrative role, and focusing on rigorous human oversight, this analysis models the transparent, responsible and ethically balanced use of technology required for a forward-thinking global business leader. 
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Legacy Strategy: Cost Leadership 


Dependent on cheap coal and high processing volumes v/s


Emerging Strategy: Focused Differentiation


Dependent on low-carbon premium (green premium)
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