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[bookmark: _Toc235611152]Introduction
The global metals and mining industry supports the economy by providing key raw materials for infrastructure, manufacturing, renewables and electric vehicles. It is also a sector that accounts for around one-quarter of the emissions of the global giants and is under increasing pressure from governments, investors and customers who care about environmental issues (Kotler et al., 2024). In today's world of climate change, sustainability has gone from being a regulatory requirement to a strategic marketing tool for building brand reputation and trust with stakeholders and future competitiveness. 
This report critically reviews the external marketing environment that affects BHP's efforts to shift to lower carbon products, focusing on environmental and political-legal aspects. From this analysis, the report suggests a suitable growth strategy based on the Ansoff Matrix and assesses the viability of enhancing BHP's competitive edge and enabling sustainable business transition.

[bookmark: _Toc235611153]Task 1: Marketing Environment Analysis
[bookmark: _Toc235611154]1.1 Natural Environment: The Primary External Marketing Environment Actor
One of the most important external factors affecting marketing strategies in the mining industry today is the natural environment. Environmental sustainability has been shifted from a compliance issue to a competitive advantage and a source from which stakeholders are looking for value in the context of climate change and the transition towards a low-carbon economy (Kotler et al., 2024). BHP is one of the world's largest diversified mining companies with high greenhouse gas (GHG) emissions and as such, environmental performance is becoming more relevant for BHP's customers, investors and governments. BHP's marketing efforts are not just about efficiency but also about positioning itself as a leader in sustainability to enhance its brand and future competitiveness.
Climate change has significantly altered demand within BHP's key markets. The growing trends of renewable energy, EVs and low-carbon construction have contributed to rising copper and nickel demand and lower carbon-intensive production processes (International Energy Agency (IEA), 2024). BHP has responded by agreeing to become net zero operational emissions by 2050 and get operational emissions down by at least 30% from their base year of FY2020. These pledges bolster customer and investor relationships with environmental values, and reinforce the company's sustainability positioning.
Business-to-business purchases are also being driven by the increasing pressure to lower Scope 3 emissions. Steel producers, auto makers and renewable energy producers are increasingly looking for suppliers that can offer them lower-carbon raw materials. BHP has therefore invested in renewable electricity, operational electrification and partnerships focused on low carbon steelmaking technologies to help the company stand out on sustainability and deliver further customer value (BHP, 2025).
BHP's competitive position is further enhanced by renewable powered mining and circular economy practices. Through renewable energy, operational emissions are lower and energy costs are lower over time; through circular economy, resource efficiency is enhanced, waste is reduced and environmental performance is strengthened (United Nations Environment Programme, 2024). They are in line with the increasing Environmental, Social and Governance (ESG) expectations that drive ESG-influenced procurement decisions, investment flows and corporate reputation. Hence, ESG performance has shifted from a reporting obligation to a significant marketing tool that boosts stakeholder trust.
Another key environmental dimension that has emerged as a factor in BHP's strategy is carbon pricing. Carbon taxes and emissions trading schemes raise the cost of using carbon intensive processes while providing an incentive for investment in cleaner technologies. BHP is increasingly seeing carbon reduction as a premium product that can help customers' decarbonisation plans, rather than just a burden (World Bank, 2024). This shows that there are opportunities for product differentiation and market value creation in response to environmental pressures.
With all these prospects, however, there are still challenges to overcome. The shift to lower-carbon mining will take significant investment in renewable energy, electrification, and new technologies, which will limit the near-term profit potential. Furthermore, some technologies like hydrogen powered mining equipment and large scale carbon capture are still not commercially viable. Therefore BHP needs to weigh up its sustainability targets with its business viability and shareholder expectations.
Table 1. External Natural Environment Factors Influencing BHP
	Environmental Factor
	Impact on BHP
	Marketing Implication

	Climate Change
	Increases demand for lower-carbon minerals such as copper and nickel.
	BHP can promote sustainable mining products to environmentally conscious customers.

	Renewable Energy
	Encourages investment in cleaner mining operations and renewable electricity.
	Improves the company's environmental image and supports sustainability marketing.

	ESG Expectations
	Investors and customers increasingly expect responsible environmental practices.
	Strong ESG performance can improve reputation and customer trust.

	Carbon Pricing
	Raises costs for carbon-intensive production methods.
	Encourages BHP to reduce emissions and promote lower-carbon products.


Source: Developed by the author using Kotler et al. (2024), BHP (2025), IEA (2024) and World Bank (2024).

[bookmark: _Toc235611155]1.2 Political and Legal Environment
Political and legal influences impact BHP's marketing environment by affecting production standards, investment priorities and customer expectations. The Paris Agreement has boosted global support for decarbonisation, regulatory pressure on mining companies for GHG reductions and a strong performance on sustainability (UNFCCC, 2015). For many, environmental compliance is thus not just a legal requirement, but also an important part of their competitive positioning.
Australia's climate policies promote decarbonization of industry with emissions reduction targets and climate investment programs. Meanwhile, Carbon pricing encourages companies to reduce emissions and invest in cleaner technology (Australian Government, 2024). The developments directly affect BHP's marketing strategy in driving responsible mining demand from environmentally conscious customers and investors.
Likewise, the European Union's Carbon Border Adjustment Mechanism (CBAM) encourages carbon emission reductions in value chains by international suppliers. CBAM will mainly affect industries located downstream, including steel production, but will also have a downstream effect on mining companies, as customers are becoming more demanding for suppliers that can prove lower carbon production. BHP's sustainable mining investment efforts are therefore both compliant and competitive in the international marketplace.
However, the regulatory climate is still unclear. Inconsistencies in climate policies, carbon pricing systems and reporting requirements create complexity and risk for compliance for multinational organisations. As a result, environmental regulation can stimulate innovation and marketing based on sustainability, but at the same time it poses operation challenges that call for constant strategic adjustments.
Regulatory pressure and evolving market expectations collectively illustrate BHP's journey towards lower-carbon products. Political and legal factors encourage BHP to improve sustainability.
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Figure 1: External Marketing Environment Influencing BHP's Lower-Carbon Transition

[bookmark: _Toc235611156]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc235611157]2.1 Strategic Growth through the Ansoff Matrix
The external marketing environment analysed in Task 1 shows that the world mining industry is being transformed by the effects of climate change, tougher environment laws, and changing customer expectations. BHP must use a Product Development Strategy from the Ansoff Matrix to stay competitive over time and to meet these environmental challenges. Product development is the addition of new or improved products to existing markets to meet evolving customer needs and to build on established market relationships (Ansoff, 1957).
To BHP, the development of products is not just about scaling up production, it's also about making minerals with lower carbon footprints. Industrial customers, especially steel producers, automotive companies and renewable energy generators, are increasingly looking for responsibly sourced raw materials that can help them achieve their decarbonisation goals (International Energy Agency (IEA), 2024). For BHP, this means that investing in lower-carbon iron ore, copper and nickel helps them build customer relationships and stand out in markets where sustainability is gaining weight.
Product development is appropriate because BHP needs lower-carbon products. Market penetration is mainly about selling existing products in existing markets, and there are less opportunities to respond to sustainability expectations. Market development (geographical expansion) can help grow revenue, but has no direct impact on BHP's competitive position in the decarbonisation space. Diversification has the potential to attract future growth, but it demands significant investment in new industries and introduces increased strategic risk and uncertainty (Kotler et al., 2024). Thus product development is closer to the market's needs as well as BHP's current operations.
In addition, product development contributes to BHP's long-term strategy of becoming a primary provider of transition minerals for renewable energy technologies and electric vehicles. BHP embeds sustainability into product innovation, and not just as a compliance exercise, so as to add value to customers and enhanced competitive differentiation.
[image: ]
Figure 2: Ansoff Matrix Applied to BHP

[bookmark: _Toc235611158]2.2 Achieving Competitive Advantage through Differentiation
Growth is the key to future market opportunities; competitive positioning strategy is needed to maintain competitive advantage. According to Porter's Generic Strategies, cost leadership, differentiation and focus are the main strategies used by organisations to perform well (Porter, 1985). In the global mining industry, differentiation could be the best approach for BHP, given its raised environmental aspirations.
In the past, the main competition among mining firms was based on their efficiency and size. Today, however, competition has become more complex with sustainability performance, environmental transparency and responsible use of resources. Beyond price, customers are now assessing suppliers based on carbon emissions, ESG performance and supply chain resiliency (Kotler et al., 2024). Consequently, differentiation based on lower-carbon production enables BHP to create value beyond commodity pricing.
BHP's investments in renewable powered mining operations and operational electrification and emissions reduction efforts reinforce this differentiation strategy. Moreover, BHP has developed strategic partnerships to support customers' decarbonisation journeys, moving beyond simply being a raw material supplier to a strategic partner for low carbon steels (BHP, 2025). This helps to build long lasting customer relations and lowers competitive rivalry from commodity markets.
Differentiation also boosts investor confidence. The number of institutional investors that include ESG performance in their investment decisions is rising, and firms with credible climate strategies and reporting on sustainability are being rewarded (Eccles and Klimenko, 2019). This, in turn, enhances corporate reputation and access to long-term funding, further underpinning BHP's competitive position.
However, the differentiation is limited. Sustainability efforts are high-cost, and consumers are still unsure whether they are willing to pay more for reduced carbon minerals in some markets. However, competitors like Rio Tinto and Anglo American are also investing in sustainability, blurring the distinction in the process.But rivals like Rio Tinto and Anglo American are also increasing their investments in sustainability, making it less unique over time. BHP will need to constantly innovate in order to retain competitive advantage, beyond their current sustainability successes.
Table 2: Strategic Recommendations
	Existing Products
	New Products

	Existing Markets
	Product Development (Recommended)

	Traditional iron ore, copper and nickel
	Low-carbon iron ore, green steel inputs, responsibly sourced transition minerals

	New Markets
	Diversification

	Market development into emerging economies
	Expansion into unrelated industries



[bookmark: _Toc235611159]2.3 Strategic Recommendations
BHP should pursue a number of complementary strategic actions to enhance its competitive position and drive sustainable growth.
First, the organisation should step up investment in renewable energy-based mining operations, by increasing the generation of renewable electricity and electrifying heavy mining equipment. This would result in lower operating emissions and better long-term cost-effectiveness and environmental credibility.
Second, BHP should increase research and development collaborations with hydrogen-based solutions and green steel technologies. Such co-operation provides a pathway to new technologies and decreases the technological uncertainty of large-scale decarbonisation.
Third, digital technologies must be at the heart of BHP's sustainability plans. AI, predictive analysis and digital monitoring systems can help to optimise energy use, enhance operational efficiency, and offer customers clear visibility of the environmental performance of their entire supply chain. Greater data transparency also fosters trust amongst customers and helps in doing ESG reporting (World Economic Forum, 2024).
Lastly, BHP should improve marketing communications that focus on sustainability by highlighting tangible environmental benefits instead of general statements. Carbon reduction, responsible sourcing and transparency of the supply chain are increasingly areas of interest for industrial customers that demand proof of credibility. Proven environmental performance can thus reinforce the customer base and help market positioning as premium products.

[bookmark: _Toc235611160]2.4 Critical Evaluation
While product development and product differentiation offer a strategic blueprint for BHP, the success of these initiatives requires factors outside of organisational control. Lower carbon mining projects could be commercially viable depending on the regulatory environment, commodity price fluctuations and technological maturity. In addition, sustainable leadership does not ensure competitive advantage when other companies quickly catch up on their comparable environmental innovation.
However, the complexity of the environmental challenges, political policy and evolving customer preferences makes sustaining the traditional cost-based competitive strategy improbable. Rather, embedding sustainability in the development, operations and strategic marketing of products and services can bring BHP more value to customers and a more resilient economy in a more carbon conscious world. Thus, product development, with a differentiation strategy, is the most suitable strategy for sustainable growth and long-term competitive advantage.

[bookmark: _Toc235611161]Conclusion
Environment and regulatory pressures increasingly impact BHP's marketing environment, compelling mining companies to consider sustainability as part of their decision-making process. Climate change, carbon pricing, ESG demands and increasingly stringent environmental regulations have further driven a need for reduced carbon footprint in the use of these minerals and presented opportunities and operational challenges. The most suitable growth option is product development as this allows BHP to offer new, lower carbon products to current markets. With Porter's differentiation strategy, BHP can reinforce their competitive advantage in the areas of sustainability, innovation, product quality and brand reputation. Continued investment in decarbonisation technologies, renewable energy and strategic partnerships will position BHP for long-term sustainable growth while supporting the global transition towards a low-carbon economy.

[bookmark: _Toc235611162]Task 3: Critical Reflection on AI Usage
It is allowed to use generative AI to support research and proofreading but not to write the report or structure it. In the spirit of the above, AI was not used to write the final product but to aid in the research process. Specifically, AI helped to identify relevant academic research, to add search terms to databases like Google Scholar, summarise long sustainability reports, and check grammar and language clarity. All critical evaluation, report organisation and final written content, however, have been independently produced by author in accordance with assessment requirements. 
All information provided by AI was systematically cross-referenced with authoritative sources, such as BHP's Annual Report 2025 and Climate Transition Action Plan, peer-reviewed journal articles, and publications from organisations like the International Energy Agency and the European Commission, to ensure accuracy. Unsupported claims or inconsistencies were deleted or corrected during the cross-checking process. This verification process minimized inaccuracies or "hallucinations" and provided evidence-based conclusions.
AI has enhanced research efficiency and language refinement, but the choice of marketing frameworks and interpretation of evidence and development of arguments remained the author's. It is crucial to be transparent about the use of AI to ensure academic integrity and uphold professional ethics. Good use of artificial intelligence will need critical thinking, independent verification, and proper attribution to ensure that technology complements, not supplants, scholarly analysis and decision-making.
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FIGURE 2. ANSOFF MATRIX APPLIED TO BHP
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