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[bookmark: _Toc235792009]Task 1: Marketing Environment Analysis
Chosen company name: “Codelco” (Chile)
[bookmark: _Toc235792010]1.1 Overview
This section critically critiques the “Natural Environment” as the first external environment actor, and “Customers and Market Demand” as a second actor that affects Codelco’s journey towards sustainable businesses. Marketing environment analysis explains how analysing external factors can help organisations make decisions, understand customer expectations and become more competitive in the long-term.
[image: ]
Figure 1: Official logo of Codelco
(Source: EITI.ORG, 2026)
As the worlds largest copper producer, “Codelco” is currently working on reducing carbon emissions from its operations to satisfied customers and other stakeholders (Codelco.com, 2026). These external influences have been growing more significant for mining companies due to global market demand being intrinsically related with sustainability and environmental responsibility.
[bookmark: _Toc235792011]1.2 Overview of the External Marketing Environment
	Marketing actor
	Key influence on Codelco
	Marketing implication

	Natural environment
	· Climate change pressures
· Water resource challenges
· Carbon emission reduction
	· Strengthens sustainable brand positioning
· Supports lower-carbon product marketing (Bag et al., 2021).

	Customers and market demand
	· Preference for responsible sourcing
· Demand for supply chain transparency
· Growing sustainability expectations
	· Enhances customer trust
· Encourages differentiation through sustainable copper products


Table 1: Selected external marketing environment actors
(Source: Self-developed)
The external marketing environment is a set of uncontrollable forces that affect the organisational decision-making, the position the organisation occupies in the market and its future competitiveness. Codelco has now made sustainability a business priority since global stakeholders have raised their expectations of mining companies to balance environmental concerns with responsibly produced copper for the energy transition.
[bookmark: _Toc235792012]1.3 External Marketing Environment Actors
[bookmark: _Toc235792013]1.3.1 Natural Environment
The most important external marketing environment actors influencing Codelco is the Natural Environment, in view of the dependency on natural resources, and the increasing pressure on climate change, water supply and carbon emissions. Almeida et al. (2023) argued that environmental sustainability has become strategical since customers and investors are now highly concerned about environmentally friendly organisations. Ekins and Zenghelis (2021) backed their argument by stating that sustainability is long-term competitive values when incorporated at the heart of a company strategy, not promotional activities. The perspectives are relevant since environmental performances has become a vital issue in arriving at any credibility link in the global copper industry.
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Figure 2: Sustainability commitments that lower carbon emissions
(Source: Sepasoft.com, 2026)
Codelco has taken forward measurable sustainability commitments that enhances its lower-carbon market positioning. The company intends to cut down Scope 1 and 2 GHGs by 70% by 2030 as compared to 2019 and switch from Green Diesel-0 to 100% Green Electricity, switch all Mining Machines to Electric equipment, and implement Green H2 technologies. Moreover, the organisation is committed to cut its inland water use by 60%, to recycle 65% of non-hazardous industrial waste and to cut the MP10 particle emissions by 25% by 2030 (Codelco.com, 2026).
The Natural Environment also presents hugged marketing potential because of the increasing need worldwide for copper infrastructure related to renewable energy energies, electric cars and electricity transmission systems. According to Khalufi et al. (2025), adapting the productive to meet customer sustainable expectations can improve their value and competitiveness. This is in line with the concepts of environmental innovation suggested by Abdou et al. (2022), wherein innovativeness is perceived to be a response to the changing expectation of the market, as well as for differentiating their brand. This result in Codelco's environmental investments being part of the company's ability to market copper to its industrial clients so they can source from lower carbon emissions.
In a recent announcement, Codelco announced further decarbonisation efforts, stating that it aims to have more than 60% of its emissions come from its scope 3 emissions, which it plans to reduce by 25% by 2030 (Codelco.com, 2026). The developments show that environmental performance is a relevant element in marketing competitiveness, but it becomes more and more difficult to keep up with ambitious environmental goals with consistent technological innovation, sustainable investment in the environment, and transparent environmental reporting in order to maintain trust from the parties.
	Factor
	Marketing opportunities
	Marketing threats

	Carbon reduction
	· Enhances sustainable brand positioning
	· High investment requirements

	Renewable energy
	· Supports low-carbon copper marketing
	· Technology transition risks

	Water management
	· Strengthens responsible mining reputation
	· Water scarcity in mining regions

	Circular economy
	· Appeals to environmentally conscious buyers
	· Operational implementation complexity


Table 2: Natural Environment Opportunities and threats for Codelco
(Source: Self-developed)
[bookmark: _Toc235792014]1.3.2 Economical Environment
The economical market environments are considered one of the main actors in the external marketing environment of Codelco as industrial customers are placing increasing emphasis on sustainability as part of their procurement process. Multinational manufacturers look at factors such as carbon intensity, environmental transparencies, and responsible sourcing not just as a measure of price and quality, but as a measure in their supply chain (Zhu et al., 2022). This transformation has turned sustainability from a CSR project to a strategic marketing at-play element that affects buyers’ decisions and the customer journey. Majeed et al. (2022) argued that, in a bid to gain value over the product performance, the business customers now take into account the environmental and social features. Fatimah et al. (2023) agreed that sustainable marketing builds trust among customers and will give the company benefits in the long run. These are of particular importance as copper is essential to renewable energy technologies, electric vehicles, electric networks and digital technologies.
However, as industrial buyer furthered develop their trust in environmental commitments when they sign long-terms contracts, they are pushing the vision of what they expect in terms of environmental commitment beyond general sustainability messages. The international customer market has grown increasingly demanding for the recognition of certificates such as The Copper Mark argument Reuters (2025) in its article, which states that “the presence of credible evidence is more trustworthy than claiming it's ‘sustainable’”. This observation backs the ideas of Attanasio et al. (2022), who say that trust in the company is derived when it will consistently provide the promised value to customers rather than relying primarily on promotion communications. 
	Factor
	Marketing opportunities
	Marketing threats

	Green copper demand
	· Higher sales growth
	· Loss of demand if unmet

	Sustainable sourcing
	· Stronger brand image
	· Competitor advantage

	Clean energy growth
	· New market expansion
	· Demand fluctuations


Table 3: Economical Environment Opportunities and threats for Codelco
(Source: Self-developed)
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Figure 3: Market demand curve
(Source: Typof.com, 2023)
Therefore, if environmental marketing is to be evidence-based, there is a need to keep costs under control of unsupported sustainability claims, which can negatively affect the organisation's reputation and customer confidence. As the market for more eco-friendly copper expands, there is increased potential for niche markets, transaction closer bonds and competitive edge.
[bookmark: _Toc235792015]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc235792016]2.1 Overview
The shift towards carbon reductions needs to involve mining companies switching over to growth policies that enable commercial performance and environmental sustainability. However, the marketing strategy is not to concentrate just on making sales; organisations should be able to recognise that customers' demands and desires are evolving as is the environment relating to sustainability and technologies. The “Ansoff Matrix” makes an appropriate use of the environmental analysis results (Task 1) to identify the growth opportunities that are compatible with Codelco’s sustainability goals. This section suggests “Market Development” is the most suitable growth options and discusses the feasibility of the organisation's competitive strategy as it moves towards becoming a low-carbon environment (Schindler and Kanai, 2021).
[bookmark: _Toc235792017]2.2 Recommended Growth Strategy Using the Ansoff Matrix
The four Growth Strategies identified from the Ansoff Matrix are Market Penetration, Market Development, Product Development, and Diversification.
	Ansoff strategy
	Suitability for Codelco
	Evaluation

	Market Penetration
	Moderate
	· Retains existing customers.
· Strong competitions.

	Market Development
	Very High
	· Enters green markets.
· Expand customer bases.
· Supports growth.

	Product Development
	High
	· Develops greener products.
· Adds customer value.

	Diversification
	Low
	· Higher investment risk.


Table 3: Evaluation of Ansoff Matrix for Codelco
(Source: Self-developed)
The most suitable strategic move is Market Development, considering the fact that Codelco has already proven their skills in the field of copper production, and has the expected global market demand. This approach of the organization helps it to reach new target groups of customers while offering new product versions based on improving environmental performance. This continuing global investment in EV manufacturing, in electricity networks, in the production of battery components and in renewable energy continues to drive higher demand for responsibly sourced copper products (Jelonek et al., 2022). Instead of interfering in unrelated sectors, Codelco can consolidate deals by providing the sustainability sensitive markets with the copper with a lower carbon footprint.
[image: ]
Figure 4: Ansoff Matrix for Codelco
(Source: Self-developed)
The organization can thus leverage its production resources and reach customers who are increasingly concerned with sustainability and ethical sourcing. The method also assures that the business faces minimum uncertainty as the company builds on existing knowledge of running a business and venturing into new and unfamiliar markets.
This strategy is backed by the continuous investments by Codelco in the long-term sustainability of the environment and changes to the way the company operates. The organisation is working towards a GHG reduction of 70% by 2030 and to increase the provisions of renewable electricity and cleaner technology. These measures enhance the environmental valued of existing copper products, allowing access to quality markets that place high importance on its sustainability when selecting suppliers (Codelco.com, 2026). The organisational has solidified its approached to climate with transparent reporting and measurable commitments structures to promote carbon neutrality and operational resilience. The effort extends the organizational credibility for multinational manufactures who now consider not only the production capacity of their suppliers, but their verified environmental performance as well.
[bookmark: _Toc235792018]2.3 Achieving Competitive Advantage Through Lower-Carbon Mining
The company can create this market competitive advantage by developing the lower carbon copper as a high-value material for those who seek to commit strongly to 'sustainability' and 'decarbonisation'. Thus, it reinforces the brand's image and allows Codelco to compete on the value of the environment, rather than just production capacity.
In addition, Innovation is key strategy for competitively advantage, helping to increase the efficiency of operations while minimizing environmental impacts due to mining and mineral processing operations. Codelco has opportunity to keeps investing in electrifying mines, green hydrogen technologies, and circular economy operations to reinforce the sustainability results and operational resilience. The technological advances lower its emission of the production process and boosts the efficiency of its resources, allowing the organisation to offer more value to health thanks to the environment it has been producing. Additionally, a steady endeavour to innovate shows industry leadership, thus separating Codelco from other companies that are reacting more slowly to the sustainability expectations from key customers (Tomar, 2023). These investments contribute to long term competitiveness, as it is now common knowledge that environmental innovation is driving action in international markets for industrial goods.
Additionally, by guaranteeing responsible supply chain management and greater cooperation with international companies that are eco-friendly customers, competitive advantage can also be built. The ability to provide digital traceability allows customers to have greater confidence that the environmental reporting is transparent, offering credible proof of sustainability, in the production processes (Woo et al., 2021).
Additionally, the creation of sustainability certification, endorsed by the international community, can enhance customer trust and allow Codelco to stand out from the competition in the offer of traditional copper products. A mixing of renewable energy can increase the proper resiliencies in the segmental mining’s operational process and mitigate negative impacts on operational costs from price risks related to fossil fuel supplies in the longer term. Through investment in low carbon research and development, this group can increase efficiencies that improve not only in terms of environmental but also as a business. The incorporations of the general businesses into directly communication and corporate brandings reinforces the corporate reputation and helps to attract investors and industrial customers with a green orientation. The chloramines in the business borders with these critically measures provide ongoing competitive strengths by supporting business expansion along with the growing global need for responsibly produced and lower carbon copper.
[bookmark: _Toc235792019]Task 3: Critical Reflection on AI Usage
[bookmark: _Toc235792020]3.1 Tool Disclosure
This report was facilitated by the support of Artificial Intelligence, the platform “Perplexivity”, which was used inly as a research tool. The platform was used to research current information about Codelco's sustainability efforts, reduce carbon generation processes, industry growth and trends in the mining world. In addition, Perplexity helped in identifying relevant reports, corporate publications, and trustworthy news sources for gathering current evidence for the analysis of the marketing environment.
The tool was not applied to produce the report as information was required to be interpreted, evaluated and organised carefully if it is going to satisfy the requirements for this assignment. Rather, it served as a research aid that could help to gather adequate information and access cutting-edge developments that might not be found in scholarly research sources. Therefore, when used, the mention of AI indicates that AI is used as a research aid, however, not as an author of the report.
[bookmark: _Toc235792021]3.2 Critical Evaluation of AI Output
Perplexity was helpful for summarizations and references but results produced could need systematic review before being used in the report. The key factual claims of Codelco's sustainability commitments, carbon reduction goals and strategic activities were benchmarked against official corporate sustainability reports, corporate announcements and established business news outlets. This verification process allowed the reported figures, organisational goal settings and recent developments to be accurate and consistent from multiple reliable sources.
In the process of researching, some AI answers reduced intricate sustainability projects to their essentials or drew down conclusions with less supporting detail. The Codelco original publications were reviewed and information contrasted with independent news publications prior to incorporating findings into the report for each of these issues.
[bookmark: _Toc235792022]3.3 Contribution Analysis
Perplexity assisted in conducting the research, locate relevant literature, new development of companies and credible sources of information about the mining industry and the Codelco's sustainability strategy. The AI tool also supported in organizing background information and highlighting important trends in low carbon mining, customers' expectations and environmental sustainability in the evidence collection phase (Bokor et al., 2024).
The identification of external marketing environment actors and the use of the Ansoff Matrix, in addition to the competitive positioning of the Codelco, however, were carried out in an independent way from a critical analysis. The content of the report, synthesis of evidence and strategic recommendations were based on original interpretation and not straight-up results from the AI, preserving the role of academic judgement. For this reason, AI was used as a research aid, and more traditional pieces of research, such as analysis, integration of evidence, and conclusions, were also original work.
[bookmark: _Toc235792023]3.4 Ethical and Professional Reflection
Using AI in a responsible and ethical manner associated with marketing analysis requires transparency, the accountability of information provided by the AI and careful consideration to ensure accurate and reliable information. In this case, as AI can be useful for rapidly locating information’s and generating ideas, it must be cross-checked with any academic and/or organisational resources which are reliable. Also, there is a responsibility to disclose the use of AI assistance but maintain a confidence in own interpretation, critical analysis and recommendations. Thus, AI must be considered as a research aid for analytical efficiency coupled and not over or instead of human reasoning and ethical responsibility. 
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