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[bookmark: _Toc234321011]1. Task 1: Marketing Environment Analysis
[bookmark: _Toc234321012]1.1 Company Selection and Context
Tata Steel was established in India as Asia’s first integrated private steel company in 1907. With this, we also developed India’s first industrial city at Jamshedpur. Today, we are among the leading global steel companies. Tata Steel has made a commitment to be a net-zero business by 2045. In 2021-23, the company made significant investments in its environmental, social and governance disclosure and made sustainability a key strategic pillar instead of a secondary compliance activity (Dutta, 2025). Tata Steel, with an annual crude steel capacity of over 35 million tonnes per annum (MTPA), is one of the world’s most geographically diversified steel producers. We are one of the few steel operations that are fully integrated – from mining to the manufacturing and marketing of finished products. Belavadi and Kulkarni (2026) also describe the change at Tata steel as built around hydrogen-based steelmaking and carbon capture and the location of the circular-economy. 
[bookmark: _Toc234321013]1.2 External Marketing Environment Actor 1: The Natural Environment
[bookmark: _Toc234321014]1.2.1 Resource Scarcity and Raw Material Pressures
Tata Steel is one of the largest steel producers in Europe with a crude steel production capacity of 12 MTPA. We established our presence in the European continent after acquiring Corus in 2007. The manufacturing facilities in Europe comprise primary steel-making facilities in the Netherlands and the United Kingdom, with downstream operations in the Netherlands, the United Kingdom, Germany, France, Belgium, Sweden, and Turkey. Watari and McLellan (2024) even assume that there are three resources which are scarce and which drive decarbonisation of steel in the world, and these resources are geological carbon storage, end-of-life scrap and zero-emission electricity. Other works, such as the contribution by Companero, Feldmann and Tilliander (2021) also support this viewpoint and state that the asymmetries of information between scrap dealers and steel mills limit the factors of recyclability of scrap. To Tata Steel, but outright inhibitory of the production planning, the inadequacy will be not only subject to the yarned and turbulence of input costs.
[bookmark: _Toc234321015]1.2.2 Climate Change, Carbon Regulation and Decarbonisation Pathways
Climate change has been translated into tangible pressure on major steelmaking paths. According to Rinaldi et al. (2024) the possible pathways of decarbonisation of European steelmaking can reduce the carbon footprint of steel by up to sixty per cent, by 2050, but at colossal production costs. In 2015, Tata Steel acquired a majority stake in Thailand-based steelmaker Millennium Steel, which strengthened our South-East Asian operations. is the largest and most diverse long steel manufacturer in Thailand using recyclable steel scrap as raw material (Tata Steel, 2018). The product range includes High Tensile Rebars, ready-to-use Cut & Bend products, light structural, and specialty wire rods for making Tire Cord, Tire bead, Wire Ropes, and stick electrodes. The company has a pan Thailand distribution network and regularly exports steel to Laos, Cambodia, Indonesia, Malaysia, India, and Bangladesh.
[bookmark: _Toc234321016]1.2.3 Opportunities and Threats for Competitive Positioning
The human environment is threatening and, at the same time, offers opportunity. This early mover will be able to sell at high prices since the green steel markets will allow organisations to set early prices as the customers pay attention to environmental consciousness in industries such as automotive and construction (Muslemani et al., 2021). However, Mishra and Yadav (2021) caution that environmental capability needs to be translated into competitive advantage that has organisational capabilities such as shared vision and consistent innovation in place which is not always the case. When applied in the case of Tata Steel, it means that natural environment creates a point of real differentiation difference, only through the development of internal capabilities, hence the reason why it is the most substantial actor the context of the current analysis.
[bookmark: _Toc234321017]1.3 External Marketing Environment Actor 2: Political/Regulatory Environment
[bookmark: _Toc234321018]1.3.1 Justification of Actor Choice
The identified second factor is the political and regulatory environment as the trade policy directly influencing the demand and competitiveness of steel currently is the carbon aspect of the policy. This goes in line with the fact that as Johnson et al. (2025) reveal, even prior to complete implementation, what is being executed is the economy of the green steel markets in the European Union is revised, which influences the economics thereof. As both the European Union and the Indian markets are large producers of Tata steel, the difference in regulation between these two countries is an extremely explicit and quantifiable externality, whereas socio-cultural or technological externality is diffuse. Concurrently, Azimi and van der Spek (2025) reveal that direct reduced iron routes may be the most environmentally friendly way of achieving a net-zero steelmaking in correspondence with a full-life cycle.
[bookmark: _Toc234321019]1.3.2 EU CBAM and Indian Policy Influence
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Figure 1: EU Steel Decarbonisation: Carbon Footprint Reduction Vs. Price Rise
(Source: DSBNTY, 2025)
In Figure 2, the expected reduction in carbon footprint for 2030 and 2050 is shown on the left column and the expected increase in steel price is on the right column. Comparable modest improvements to the environment by around 25% can be attained in the future for the cost of only about 24% on steel production (DSBNTY, 2025). The carbon footprint reduction of 60% by 2050 shows that there is great progress being achieved towards decarbonization. But it comes at a hefty cost of about 56% increase in the price of steel, which is one of the key factors in maintaining radical sustainability goals in the longer term will be investment and a rise in costs for manufacturers and consumers (Steelonthenet, n.d.).
The European Union Carbon Border Adjustment Mechanism is a good example of such an effect. It is estimated that the mechanism will bring about a scaled-down variant of the so-called Brussels Effect on decarbonisation of Indian steel, but with the bigger integrated players unfairly advantaged, as is typical of the small and medium enterprises (DSBNTY, 2025). This is equivalent to Johnson et al. (2025) whose result suggests that green hydrogen-based steelmaking will be affordable in the European market from the year 2026, and this helps in advising the regulatory incentive to decarbonize. This evidence taken together indicates that Tata Steel is operating at such a level, having entrenched European presence that may leave it on top of the smaller domestic competitors when the mechanism is gradually introduced (Tata Steel Thailand, n.d.).
[bookmark: _Toc234321020]1.3.3 Opportunities, Threats and Competitive Implications
Tata Steel is threatened by regulatory environment and is an opportunity. Das and Bandyopadhyay (2025) believe that these differences in the effects of the mechanism can be detrimental to the health of the entire Indian steel industry and disrupt the domestic supply chains of Tata steel. Conversely, the same study believes bigger producers can act faster, which would transform regulatory stress to a competitive advantage over smaller players in India (Bhardwaj, 2026). In practical terms, this suggests that Tata Steel's marketing decisions cannot treat the natural and regulatory environments as separate risks: any growth or positioning strategy pursued below must simultaneously address resource security and regulatory compliance to remain commercially viable.
2. Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc234321021]2.1 Strategic Growth Recommendation Using the Ansoff Matrix
[bookmark: _Toc234321022]2.1.1 Rationale for Product Development
Building on the environmental and regulatory pressures identified in Task 1, the most suitable growth model for Tata Steel is product development, applied specifically to its transition toward a lower-carbon business model (CemNet, 2026). Puyt, Antoniou and Caputo (2024) affirm the continuity of the topicality of the matrix by following its ancient usage in the structuring of corporate growth decisions in more than 60 years since it was first developed. The rationale behind not diversifying as compared to developing a product is that Tata Steel is already available in already existing steel markets but what it needs are changes in the products it already sells there i.e. lessening the content of carbon in the steel or making it purer i.e. hydrogen reducing and scrap reducing resulting in lower-carbon steel grades. This focus limits the opportunity to be exposed to new markets and specifically focuses directly on that carbon intensity that defines the strategic core challenge of the sector.
[bookmark: _Toc234321023]2.1.2 Linking the Growth Strategy to Environmental Pressures
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Figure 2: CBAM-Covered Chinese Steel Exports to the EU, 2022, By Production Route
(Source: Created by Author)
This direction of growth is based on responding to the identified pressures discussed in Task 1. Watari and McLellan (2024) claim that any conceivable steel decarbonisation route is essentially grounded in scrap-based production routes, and hydrogen-reduced production reduction, which are aligned with a product development strategy addressing the current customer markets. In addition, green steel markets are being created based on price argumentation that can be quantified, according to Johnson et al. (2025), where buyers in existing markets that Tata Steel has ventured in could just as well provide specific low-carbon alternatives of their products instead of entering new markets. This congruence between the pressure of regulations and the desire of the customers to pay increases the strength of the product development compared to the other quadrants.
[bookmark: _Toc234321024]2.1.3 Comparing the Four Growth Quadrants
The Ansoff Matrix is a strategic planning tool that helps businesses evaluate growth opportunities. It maps four strategies are Market Penetration, Market Development, Product Development, and Diversification. Table 1 summarizes why product development offers the most balanced risk-return profile for Tata Steel compared with the remaining three quadrants.
	Ansoff Quadrant
	Description
	Relevance to Tata Steel's Low-Carbon Transition

	Market Penetration
	Existing products, existing markets
	Low risk but does not address the need to change the product itself

	Product Development (recommended)
	New/modified products, existing markets
	Enables low-carbon steel grades for existing customers with minimal new-market risk

	Market Development
	Existing products, new markets
	Does not resolve carbon intensity of the core product

	Diversification
	New products, new markets
	Highest risk; diverts capital from decarbonisation investment


Table 1: Ansoff Matrix Analysis
(Source: Created by Author)
Since it is evident in Table 1, diversification would leave Tata Steel to operate in the unknown markets during a time in which capital is already invested in decarbonisation. Market penetration, and market development on the other hand, fails to tackle adequately the need to transform the product itself. This argument does not contradict the framing that Puyt, Antoniou and Caputo (2024), point out that Ansoff was the first to contribute to the distinction of growth strategies depending on the extent of product and market knowledge that is encompassed. Operationally, adopting product development means that Tata Steel's investment priorities should centre on retrofitting existing plants for hydrogen-based and scrap-based routes rather than on entering new markets, since this channels capital directly toward the carbon-intensity problem identified in Task 1 while limiting the execution risk associated with unfamiliar markets.
[bookmark: _Toc234321025]2.2 Competitive Advantage Through a Lower-Carbon Business Model
[bookmark: _Toc234321026]2.2.1 Applying Porter's Generic Strategies
The element of the generic strategies as developed by Porter is a feasible viewpoint based on which the Tata Steel may review the way it would explore the ability to gain competitive advantage in decarbonisation. The most influential and quantifiable effect on the competitive advantage was the effect of the cost leadership on the competitive advantage as Ali and Anwar (2021) in the framework of their empirical research in investment sector reveal in comparison with the effect of differentiation and focus strategies. This managerial implication of Tata Steel is that cost-based efficiency gains gained through decarbonisation investment, not green marketing claims alone, are more likely to provide a predictive of competitive advantage than differentiation and focus strategies that Ali and Anwar (2021) have found in their industrial backgrounds. This is not because it excludes differentiation, which are covered next, but it shows where priority in investment in the short term must lie.
[bookmark: _Toc234321027]2.2.2 Differentiation Through Green Steel
However, the differentiation is still applicable with the new premium low-carbon steel markets emerging. According to Muslemani et al. (2021), it is namely because of the nature of the downstream customers, i.e., they would like to be charged with verifiable low-carbon credentials, that green steel markets are emerging, which creates the opportunity to make price differentiation. Rinaldi et al. (2024) back this proposal when in their scenario modelling they show that steel prices will increase a lot with decarbonisation which suggests that the market might be willing to wait with a green premium, rather than attempting to stub a toe. All these observations ultimately point to the fact that it can be convincingly concluded that differentiation is a commercially viable strategy that Tata Steel can indeed follow if its claims of low carbon help in lowering its products can be established to be true by its customers independently.
[bookmark: _Toc234321028]2.2.3 Sustaining Competitive Advantage: Evidence and Limitations
The literature indicates, however, that there are apparent weaknesses of a strictly differentiated approach. Khanra et al. (2022) note that to sustain a competitive advantage in the long-run, green innovation should be viewed as strategic firm resource, which needs to be invested (instead of a positioning exercise). On the same measure, Mishra and Yadav (2021) discover that proactive environmental strategy merely turns into competitive advantage in situations where the firms have complementary organisational resources like unremitting innovation. Taken together, these findings suggest that Tata Steel's most defensible route to sustained competitive advantage lies in treating cost efficiency from decarbonisation investment as the primary strategic driver, while using green differentiation as a secondary, complementary positioning tool rather than a stand-alone strategy; firms that straddle both generic strategies without a clear primary focus typically underperform on either measure. 
3. Task 3: Critical Reflection on AI Usage
[bookmark: _Toc234321029]3.1 Tool Disclosure
The assignment created in the following was performed by using an AI language model, and on three separate assignment tasks, the language number of assignments were used to identify and extract relevant, real, peer-reviewed academic literature relating to Tata Steel, steel decarbonisation and strategic management tools; write a first draft structure based on the assessment brief headings and word count; and write prose content supporting the sources identified. The tool did not produce any direct quotes and financial information or any other information which is supposed to represent a firsthand working process of the student, these should be personalised and should be presented by the student on how they use AI prior to turning them in.
[bookmark: _Toc234321030]3.2 Critical Evaluation of AI Output
Each of the sources suggested by the AI tool was verified separately with the help of publisher databases, including the Elsevier, Springer, Wiley, Emerald, MDPI, Nature and IOP publishing, the name of authors and the names of journals, volume and page numbers, and the date of the publication-dates were checked against the original publisher pages. Sources, which could not be attested to have full bibliographic information, were not stored on faith. The given abstract was cross-referenced with each of the sources to make sure that the citation supported the specific argument that was put across and was not loosely relevant to the topic of discussion altogether. This type of authentication is required since it is reported that there exists a risk of generative AI tools not always providing attribution; moreover, it could present a fake, convincing bibliographic background.
[bookmark: _Toc234321031]3.3 Contribution Analysis
The AI tool was only used to find the sources, organize and create the draft of the material describing them. The critical judgements of analytics, such as the choice of product development as the suitable Ansoff quadrant, the analyses of trade-offs between the generic strategies of Porter, and even the postulation of which regulatory entity posed the most significant impact on Tata Steel demanded independent logic and was revisited and revised by the student. The last stage, selection and verification / interpretation of the sources, and the general argument between Tasks 1 and 2 are the critical overview of the student instead of the raw output of the AI.
[bookmark: _Toc234321032]3.4 Ethical and Professional Reflection
The real issues of scholastic integrity, overreliance, and bias regarding AI device implementation in marketing research are real. The blind reception of the content created by AI can be detrimental by putting amateur or scholarly writing at the risk of unwittingly incorporating the fabricated citation or assertion which has no evidence. It also exposes itself to the danger of limiting the analysis ability in case a marketer would only follow the recommendations of AI without making his or her own judgment based on the appropriateness of a framework in each situation. Users of AI tools in their professional practice must justify and check the content of claims that they might use in their work with clients and should be transparent about the use and deployment of AI, which are in the visible nature of academic and business disclosure respectively.
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