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[bookmark: _Toc833963295]Executive summary
This report evaluates Tata Steel's external marketing environment and strategic positioning to identify appropriate growth opportunities and long-term competitive strategies. The analysis begins by examining the Natural and Political dimensions of the marketing environment, highlighting how environmental sustainability, climate policies, and government regulations influence the company's strategic decisions. The findings demonstrate that Tata Steel has responded to these external pressures by investing in low-carbon steel production, renewable energy, resource efficiency, and sustainable manufacturing practices.
After using the Ansoff Matrix to assess Tata Steel's growth strategy, the report comes to the conclusion that product development is the best strategic choice since it allows the company to launch cutting-edge and environmentally friendly steel products while utilising its current markets and clientele. Additionally, the company's competitive stance is evaluated using Porter's Generic Strategies, which indicate distinctiveness as Tata Steel's main source of competitive advantage through innovation, high-end products, and sustainability programs. Strategic proposals to improve long-term competitiveness through ongoing investments in digital technologies, R&D, and green steel production are included in the report's conclusion. The proper use of AI-assisted writing tools to enhance research while upholding academic integrity, independent analysis, and evidence-based decision-making is finally covered in a critical perspective.


[bookmark: _Toc2056977083]1. Introduction:
Organisations function in dynamic business contexts where long-term organisational performance, competitive advantage, and strategic decision-making are constantly influenced by external influences. Businesses may recognise opportunities, address external difficulties, and create plans that promote sustainable growth by having a thorough understanding of the marketing environment. One of the top steel producers in the world, Tata Steel Limited, is the subject of this article. It is renowned for its dedication to sustainability, innovation, and global market presence.
To investigate how environmental sustainability, climate policies, and governmental laws affect Tata Steel's marketing strategy and commercial operations, the report first examines the Natural and Political aspects of the marketing environment. After that, it uses the Ansoff Matrix to assess the company's strategic growth options and determine which growth strategy is best given to the organization's present market position. Additionally, Tata Steel's competitive positioning is evaluated using Porter's Generic Strategies, which also describe how differentiation helps the business generate value for customers and sustain a competitive edge. To improve future competitiveness through innovation and sustainable development, strategic recommendations are then put forth. The article concludes by offering a critical analysis of the appropriate use of AI-assisted writing tools during assignment preparation, emphasizing their advantages, drawbacks, and ethical issues in academic writing and research.



[bookmark: _Toc105961590]2. Task 1: Marketing Environment Analysis:
[bookmark: _Toc794613146]2.1 Company Overview:
One of the top steel producers in the world, Tata Steel Limited was established in 1907 and has its headquarters in Mumbai, India. It operates in Europe, Asia, and other foreign markets. For the automotive, construction, engineering, and infrastructure sectors, the company manufactures a broad variety of steel products.
Tata Steel has accelerated its shift to sustainable production by investing in low-carbon steel technologies, renewable energy, and circular economy practices in response to growing environmental constraints and changing stakeholder expectations (Tata Steel Ltd., 2025). Because of these initiatives, the company is a good candidate to investigate how elements of the external marketing environment affect competitive positioning, sustainable growth, and strategic decision-making.

[bookmark: _Toc105891808]2.2 Marketing Environment Analysis:
[bookmark: _Toc1858525975]2.2.1 Natural Environment:
Kotler and Armstrong (2010) state that, an important part of the macro-marketing environment is the natural environment, which includes ecological elements like pollution, climate change, the availability of natural resources, and environmental sustainability, all of which have a big impact on organisational marketing strategy. Organisations are under increased pressure to implement sustainable production and marketing strategies due to growing global concerns about greenhouse gas emissions and resource depletion. Businesses are under increasing pressure from stakeholders, including governments, investors, and consumers, to reduce their environmental effect while providing long-term value (Belz et al., 2025). Therefore, in order to stay competitive and satisfy changing market demands, companies in carbon-intensive sectors, such as steel manufacture, must incorporate environmental sustainability into their strategic decision-making.

By making investments in low-carbon technologies and sustainable steel production, Tata Steel has acknowledged the environment as a major driver of its long-term economic change (Tata Steel Ltd., 2025). Xu et al. (2023) argue that the iron and steel sector is essential to the decarbonisation of the world's energy systems, necessitating the development of sophisticated climate mitigation techniques. Jha and Arora (2013), argue that businesses can achieve the traditional competitive advantages of cost leadership and market differentiation through environmental and social responsibility by integrating long-term profitability with their efforts to protect the ecosystem in a synergistic way. In response, Tata Steel has stepped up efforts to lower greenhouse gas emissions by boosting the use of renewable energy, growing steel recycling, enhancing resource efficiency, and creating low-carbon steel production technology (Tata Steel Ltd., 2025). As a result, Tata Steel's competitive positioning is strengthened and the shift to a low-carbon economy is aided by incorporating environmental sustainability into its business strategy.
For Tata Steel, the shift to environmentally friendly steel production offers both operational and strategic opportunities. Peng et al. (2025) states that Low-carbon innovation in supply chains is mostly driven by consumer demand for low-carbon products. Decision-making processes are greatly impacted by market strategies, especially their sensitivity to consumer preferences. These environmental demands have spurred Tata Steel to invest more in sustainable manufacturing techniques and green steel technology, allowing the business to adapt to shifting consumer demands while preserving its competitive position in international steel markets (Tata Steel Ltd., 2025). However, attaining these advantages necessitates significant investments in clean technology, infrastructure for renewable energy, and process innovation, which may raise production costs and pose short-term financial risks Xu et al. (2023). Kim and Sohn (2022) argue that additionally, the industry's rate of decarbonization may be impacted by doubts about the practical scalability of cutting-edge technologies like carbon capture and hydrogen-based steelmaking. To remain competitive over the long run, Tata Steel must thus strike a balance between economic performance and environmental sustainability.
In general, Tata Steel's marketing and business initiatives are now greatly influenced by the natural environment. The company has been motivated to incorporate sustainability into its value offering and long-term strategic planning due to growing environmental awareness, changing consumer preferences for sustainable products, and rising expectations for corporate environmental responsibility. Tata Steel's market competitiveness and corporate reputation are strengthened by these activities, but sustaining this advantage will depend on its capacity to consistently innovate and adapt to shifting environmental standards and legislative developments (Tata Steel Ltd., 2025). As a result, the natural environment's impact goes beyond operational sustainability to become a crucial factor in determining marketing success and long-term company resilience.
[image: ]Fig.1., Tata steel’s decarbonisation initiatives.



[bookmark: _Toc1646917121]2.2.2 Political Environment:
Lees-Marshment (2014) argues that political marketing is a ubiquitous force in our lives; it affects the ideas that politicians pursue, the chances they provide for people to participate in campaigns and party organisations, the personnel they hire, their communication style, and how they lead and rule. By influencing investment choices, international trade, environmental laws, and industrial progress, political issues have a big impact on how businesses operate. To lower carbon emissions and encourage greener industrial methods, governments have recently enacted more stringent climate policies and sustainability rules. Therefore, it appears that a key factor in determining industry acceptance of market environmentalism has been the compatibility of tools and policy procedures with existing practice (Bailey, 2007).
Tata Steel's shift to sustainable steel production and global market competitiveness has been greatly impacted by government policy. Prechel (1990) argues that because unutilised capacity hampered accumulation on the downside of the business cycle, the steel sector opposed growth during times of economic upswing. In other words, the steel industry had its own particular interests and political and economic needs due to its unique position in the social process of production. Initiatives like the National Steel Policy and the National Green Hydrogen Mission in India promote investment in greener production methods and aid in the decarbonisation of the steel industry (Government of India, 2023). Tata Steel has strengthened its sustainability plan to fulfil both domestic and international regulatory expectations in reaction to these political events, increasing investment in low-carbon technology, renewable energy, and resource-efficient manufacturing processes (Tata Steel Ltd., 2025).
Hermawan et al. (2024) suggest that the adoption of sustainable manufacturing techniques in the manufacturing industry and discovered that government rules are crucial for encouraging and upholding sustainable practices. They underlined how crucial government assistance and incentives are in motivating businesses to use sustainable production practices. Prechel (1990) highlights that the steel sector has specific interests and political and economic needs of its own. Because of this, the steel industry's goals conflicted with those of other capitalist groups during specific historical periods. Furthermore, export competitiveness may be impacted by variations in environmental rules across international markets, which could lead to further compliance issues. In order to strike a balance between long-term profitability, market expansion, and regulatory compliance, Tata Steel must constantly modify its strategy and marketing choice.
All things considered, Tata Steel's marketing choices and strategic orientation are now heavily influenced by the political climate. While increasingly strict environmental rules necessitate ongoing investment and organisational adaption, government policies that support sustainable industrial development foster innovation and improve the company's competitive position. Therefore, Tata Steel's capacity to adapt proactively to shifting political priorities while providing customers with sustainable value and being competitive in international steel markets will be crucial to its long-term success.
[image: ]
Fig.2, External Political Drivers Influencing Tata Steel's Marketing Strategy Source: Developed by the author based on Kotler et al. (2024), Government of India (2023),

[bookmark: _Toc1071697376]3. Task 2: Strategic Growth and Competitive Positioning:

[bookmark: _Toc1618695772]3.1 Growth Strategy Using the Ansoff Matrix:
[bookmark: _Toc822828280]3.1.1 Overview of the Ansoff Matrix:
The Ansoff Matrix is a strategic planning framework to help organisations identify opportunities for business growth by considering products and markets. Ansoff (1957) suggests that those who are currently at the top have little motivation to stay there other than to stay up to date with innovation and competition. A company can choose from four fundamental growth options. Increased market penetration, market development, product development, or diversification are some of the ways it can expand. Because it fosters innovation and solidifies its position in well-established markets with sustainable steel solutions, Tata Steel views the product development strategy as the most appropriate.

[bookmark: _Toc921199502]3.1.2 Product Development Strategy:
Ansoff (1957) demonstrates that Product development is the process of bringing new or enhanced goods to current markets in order to meet evolving consumer demands and bolster competitive advantage. For Tata Steel, this approach is in line with the growing demand for high-performance, sustainable steel products around the world, which is fueled by consumer expectations and environmental regulations. By broadening its range of cutting-edge steel products, Tata Steel can capitalise on its existing clientele in the automotive, construction, engineering, and infrastructure industries rather than venturing into uncharted territory.
This research has theoretical and practical ramifications, such as insights into how green steel technologies might help the steel sector become carbon neutral, impact regulations, and stimulate investment in renewable energy infrastructure Teixeira (2025). Tata Steel is able to satisfy the sustainability demands of clients who are looking for eco-friendly materials while upholding strict performance and quality standards thanks to these developments. 
Additionally, the company is investing in breakthrough steel grades for electric vehicles, renewable energy infrastructure, and contemporary construction projects, where recyclable, lightweight, and durable materials are becoming more and more crucial.
From a marketing standpoint, Tata Steel may improve its value offer by introducing sustainable steel products in response to consumer demand for eco-friendly solutions. Additionally, this approach helps set the company apart from rivals in the global steel market by enhancing its reputation as a creative and ethical manufacturer. Additionally, sustained investment in R&D fosters long-term product innovation, allowing Tata Steel to adjust to evolving market trends and technology breakthroughs while preserving solid client relationships.

[bookmark: _Toc936159681]3.1.3 Critical Justification:
Tan (2010) highlights that manufacturing firms have historically concentrated their efforts on creating, developing, and manufacturing tangible goods for the market. However, today's global competition, outsourcing, and laws demand that businesses take more responsibility for their goods. Product development is the best choice for Tata Steel among the four growth strategies in the Ansoff Matrix since it strikes a balance between growth prospects and reasonable risk. Due to fierce rivalry and established demand in many steel markets, market penetration offers limited growth, whereas market development would necessitate large expenditure to start operations in uncharted territory. On the other hand, product development allows Tata Steel to meet the growing need for sustainable steel solutions while leveraging its existing customer relationships, technical know-how, and manufacturing capabilities.
[image: ]
Figure.3, Ansoff Matrix Highlighting Tata Steel's Recommended Product Development Strategy source: Ansoff (1957).

[bookmark: _Toc1539030999]3.2 Competitive Positioning Using Porter's Generic Strategies:
[bookmark: _Toc844742995]3.2.1 Overview of Porter's Generic Strategies:
Islami et al. (2020) explain that the goal is to show how Porter's generic strategies (low-cost, distinctiveness, and focus) affect business performance. Three key aspects of competition are being impacted by the information revolution, it modifies industry structure, which in turn modifies the laws of competition. It gives businesses new methods to surpass their competitors, giving them a competitive advantage. It creates entirely new companies, frequently from within an organization's current operations (Porter and Millar, 1985).

[bookmark: _Toc300927126]3.2.2 Differentiation Strategy:
By providing superior steel products, technological innovation, and sustainable production solutions that set the company apart from its rivals, Tata Steel mainly employs Porter's differentiation strategy. By manufacturing specialist steel for sectors including automotive, construction, engineering, and renewable energy, Tata Steel adds value rather than just competing on price. The business makes large investments in R&D to boost customer-specific solutions, create advanced steel grades, and increase product quality, all of which reinforce its position in the market (Tata Steel Ltd., 2025).
Similarly, Islami et al. (2020) argue that the businesses that use differentiation strategies have a higher chance of increasing organisational performance through value creation and innovation. Furthermore, the organization enhances client pleasure and loyalty by offering long-term collaborations with industrial customers, digital services, and value-added technical assistance. Through these activities, Tata Steel is able to maintain a competitive position in the global steel market, increase customer trust, and build its brand reputation.

[bookmark: _Toc1055291909]3.2.3 Critical Justification:
Rather than depending only on price rivalry, Tata Steel's differentiation strategy allows the company to compete through innovation, greater product quality, and sustainable manufacturing.By meeting the increasing consumer demand for high-performing and ecologically friendly steel goods, this strategy promotes long-term competitive advantage (Islami et al., 2020).However, differentiation requires substantial investment in research, technology, and sustainability initiatives, which can increase operating costs and reduce short-term profitability. Despite these challenges, the strategy remains suitable because it enhances brand reputation, customer loyalty, and long-term business resilience in an increasingly competitive global steel industry.

[bookmark: _Toc140228886]3.3 Strategic Recommendations:
[bookmark: _Toc344175783]Teixeira (2025) argue that to preserve its competitive edge, Tata Steel should keep bolstering its differentiation strategy by boosting investments in digital technologies, low-carbon steel manufacturing, and research and development. Increasing the use of circular economy and hydrogen-based steelmaking techniques would help the business fulfil more stringent environmental requirements and meet its sustainability goals. Additionally, Tata Steel can improve customer connections by offering digital services, bespoke steel solutions, and strategic alliances in important sectors like renewable energy and automobiles. In an increasingly competitive global steel market, these measures will boost long-term growth, strengthen brand recognition, and increase operational efficiency (Tata Steel Ltd., 2025).

4. Task 3: Critical Reflection on AI Usage:
[bookmark: _Toc1767893879]4.1 AI Tool Disclosure:
This project was prepared with the help of an AI-assisted writing tool that produced preliminary concepts, enhanced sentence structure, recommended report headings, and explained marketing theories. Additionally, the program helped find relevant keywords for literature searches and enhanced academic writing consistency and clarity. It wasn't the only source of information, though. According to recent research, generative AI can enhance learning and writing productivity when it is utilised sensibly in conjunction with autonomous critical thinking rather than in place of it (Perkins, 2023). Therefore, before being included in the final report, all AI-assisted outputs were thoroughly examined and validated against peer-reviewed journal articles, official Tata Steel publications, and other reliable academic sources. This made sure that my knowledge and academic judgement were reflected in the work I turned in.

[bookmark: _Toc1542991454]4.2 Critical Evaluation of AI Output:
The report was drafted more quickly thanks to the AI-assisted writing tool, but its results needed to be carefully considered before being used. While some answers were too generic and needed further proof from peer-reviewed literature, others lacked adequate critical examination. According to earlier studies, generative AI can help with academic writing, but it can also generate information that is erroneous, lacking, or unsubstantiated, necessitating human verification. In order to enhance analytical depth and guarantee that the conversation appropriately represented Tata Steel's strategic marketing environment, each AI-generated segment was examined, revised as needed, and backed up by scholarly references.

[bookmark: _Toc96215743]4.3 My Contribution to the Assignment:
My main contributions to Tata Steel were independent research, the selection of pertinent scholarly works, and the application of strategic marketing theories. Before assessing strategic growth using the Ansoff Matrix and competitive positioning using Porter's Generic Strategies, I separately examined the company's external marketing environment utilising the Natural and Political elements of PESTLE analysis. I also looked for peer-reviewed academic publications on Google Scholar, analysed the results of Tata Steel's Integrated Report, and made sure that all sources were cited following the Harvard referencing style. The AI-assisted writing tool was merely a supporting tool; my own analysis and academic judgement were used to finish the report's critical examination, evidence selection, recommendation development, and final presentation.

[bookmark: _Toc648314974]4.4 Ethical Reflection on AI Use:
Transparency, academic integrity, and responsible decision-making are essential for the ethical application of AI in higher education. Instead of depending on unverified AI-generated content, I utilised the technology as a learning aid to structure thoughts and enhance writing quality while still taking ownership of the finished product. According to research, academic institutions are encouraging students to use generative AI in an ethical manner by critically assessing results, recognising its application when necessary, and guaranteeing originality through independent examination (Perkins, 2023).




[bookmark: _Toc441800942]Conclusion
This paper indicates that by incorporating sustainability and innovation into its long-term business plan, Tata Steel has successfully adjusted to changes in the external marketing environment. The analysis shows that the company's investment in low-carbon technology, renewable energy, and sustainable manufacturing has been greatly impacted by environmental and political concerns. Product development was found to be the best growth strategy using the Ansoff Matrix, and Porter's Generic Strategies verified that differentiation gives Tata Steel a long-term competitive advantage through innovation, product quality, and customer value. The company's future competitiveness in the global steel sector is further supported by the suggested strategic objectives. All things considered, Tata Steel is well-positioned for robust and long-term growth in a market that is becoming more competitive and environmentally conscious because to its ongoing dedication to sustainable innovation, strategic adaptability, and customer-focused value creation.
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