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Executive summary 
External marketing environment significantly influences Tata Steel’s transition towards lower-carbon products. Natural environment actors involve climate change and global warming, while Tata Steel is focused on reducing carbon emissions and adopting clean production technologies. India’s political environment, including government policies and green energy initiative influencing is strategic decisions of Tata Steel. 
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[bookmark: _Toc234073379]Introduction
The global steel industry is experiencing rapid transformation because of demand for sustainable and low-carbon production from major stakeholders, including governments, investors and customers. Tata Steel is one of the leading steel manufacturing companies in the world and is actively investing in green technologies to reduce environmental impact while maintaining business competitiveness. The report elaborates on external market environment actors influencing the company's transition towards lower-carbon products. Moreover, Ansoff matrix has been used to suggest strategic growth of Tata Steel, focusing on strengthening competitive advantages. The report also critically reflects on AI use during the research process, valuing ethical implications, contribution and others. 
[bookmark: _slfo1l39q8l7][bookmark: _Toc234073380]Task 1: Marketing Environment Analysis
Natural Environment actor: Global warming and climate change 
Environmental conditions have a direct impact on business operations, production processes and customer expectations, indicating the natural environment is a significant external actor. According to the viewpoint of Saeed et al. (2022), currently, adopting socially and environmentally responsible practices has become essential for manufacturing businesses to achieve sustainable performance. Global warming and climate change have become major challenges for the global steel industry because production is highly energy-intensive and generates carbon emissions. In addition, Tata Steel has recognised climate change as a business risk and strategic opportunity in terms of investing in low-carbon products as well as sustainable production to meet changing market expectations. Tata Steel’s low-carbon steel involves using 50% renewable energy and operating with 100% steel scrap as raw material, and 40% scrap supply from recycling plant in Rohtak, Haryana (Tatasteel, 2026). Furthermore, rising global temperatures and extreme weather events have encouraged the company to reduce greenhouse gas emissions throughout business operations. Specifically, traditional steel manufacturing depends heavily on coal-based blast furnaces; Tata Steel faces increasing pressure to lower its carbon footprint.
Environmental challenges have increased production costs and reduced operational efficiency of Tata Steel, while industrial customers now prefer suppliers that demonstrate strong environmental performance. The company has introduced several initiatives to support its transition towards low-carbon steel production, reflecting its commitment to reduce carbon emissions by investing in energy-efficient technologies and renewable energy sources. In partnership with Tata Steel and Kraftblock GmbH, a German energy technology startup, a thermal energy storage system has been operating and capturing high-temperature waste during sintering process (Tatasteel, 2026). These investments demonstrate that Tata Steel is focused on maintaining environmental sustainability while improving operational efficiency. Low-carbon production has also strengthened the corporate reputation of Tata Steel among its key stakeholders, including environmentally conscious customers, investors and others. As stated by Straková and Kostiuk (2023), having a reputation as a carbon-neutral business plays an important role in attracting suitable partners, building successful strategic alliances and business-to-business relationships. More than that, sustainability has become an important part of business operations, and producing greener steel products has helped Tata Steel to differentiate itself from competitors. 
Tata Steel’s transition has significant challenges, including high financial investment and important low-carbon production methods that are still emerging. In other words, hydrogen-based steelmaking remains costly for the company because of minimal availability of renewable hydrogen production. Additionally, carbon emissions reduction technologies require advanced infrastructure and high operating costs, while these financial challenges may reduce short-term profitability. Potential uncertainty regarding future returns on investment can also be recorded, whereas the availability of renewable energy varies across different regions. Using hydrogen makes it easier to control carbon content of steel, reducing the need for additional decarbonisation processes, resulting in lower capital investment and operating costs (Sun et al. 2024). Nevertheless, global warming and climate change provide opportunities for the company to develop innovative products and improve corporate reputation. Investing in renewable energy and carbon reduction initiatives reflects that environmental sustainability is an essential part of Tata Steel’s business strategy. 
India’s political environment 
In the external marketing environment, the political environment is an important factor for Tata Steel because government policies, laws and regulations directly influence its business decisions. The Ministry of Power focuses on achieving a 43.33% renewable purchase obligation by 2030, reaching around 43% renewable energy used in the steel sector (Ministry of Steel, 2025). However, the policy has both opportunities and challenges for the company as it seeks to remain competitive while meeting environmental regulations. Specifically, the Indian government has introduced several initiatives to promote sustainable industrial development, such as the National Green Hydrogen Mission. The mission aims to create a strong green hydrogen ecosystem by providing a comprehensive action plan and promoting clean hydrogen technologies adoption (MNRE, 2026). Furthermore, the government also supports cleaner manufacturing through financial incentives and infrastructure development, which encourages Tata Steel to invest in renewable energy. The political environment brings opportunities for Tata Steel to expand business because governments across the world are increasingly demanding low-carbon materials for infrastructure and construction projects. Compliance with environmental regulations is essential for Tata Steel to strengthen customer confidence, while government support for renewable energy and green technology can reduce production costs over the long-term.
India’s political environment has a significant role in supporting the transition of Tata Steel towards low-carbon products in terms of reducing greenhouse gas emissions. However, challenges can be analysed because environmental regulations require Tata Steel to make significant investments in cleaner technology, emissions reduction projects and renewable energy. Higher levels of taxation can reduce investments in green projects and environmentally friendly technologies (Koval et al. 2022). Additionally, government policies can change over time because of economic conditions, which may create uncertainties for Tata Steel in long-term business planning. Complying with different environmental regulations and failure to meet standards can increase costs and reduce competitiveness of Tata Steel, especially for exports. In other words, government policies encourage sustainability but also increase financial and operational pressure on Tata Steel. Nevertheless, government climate policies and regulations have enabled Tata Steel to improve innovation and increase market competitiveness. High investment, regulatory compliance and continuous adaptation to changing policy requirements may negatively impact Tata Steel’s business operations. Thus, the long-term success of the company depends on its ability to respond effectively to government policies while balancing environmental responsibility with business profitability.
[bookmark: _Toc234073381]Task 2: Strategic Growth and Competitive Positioning
The shift of Tata Steel towards the low carbon business model is created by external pressures from the natural environment as well as the political and regulatory environment. The climate change, scarcity of the resources as well as climate policies by the government for climate change have created both risks as well as opportunities for the company. In order to achieve sustainable growth, Tata Steel must adopt the strategic approach that balances competitiveness as well as environmental responsibilities. The Ansoff Matrix is one of the most useful frameworks that would help in evaluating the growth options through the strategies like market penetration, market development, product development, as well as diversification (Zugay and Zakaria, 2023). 
Ansoff Matrix Options for Tata Steel 
Market Penetration: Tata steel can strengthen its position in the existing market by promoting the low carbon steel in a more aggressive manner, by using its reputation for sustainability. Increased marketing, ESG reporting along with certification can help in attracting environmentally conscious consumers (Harahap et al. 2025). However, the market man nutrition alone might not be sufficient because the competitors like JW steel are also investing in the green steel. This requires that steel to have good product innovation to subsidise the risk.
Market development: The expansion into new geographic locations, specially like Europe in which the demand for Green steel is increasing because of the carbon border adjustment mechanism by EU can create growth opportunities for the brand. Tata steel can position itself as a reliable supplier for the certified low carbon steel (Hendarwan, 2023). However, this can lead to some regulatory risks and trade barriers. The export competitiveness also depends upon meeting the strict emission standards, which can be a costly investment.
Product development: Developing the new carbon steel product tailored as per the needs of the consumers creates a very strong pathway for competitive advantage. Tata steel can invest in hydrogen Best steel making, recycled steel as well as renewable powered production in order to create green steel with the carbon deductions. This will also align with the demand of the consumers in automobile, construction as well as renewable energy sector. However, the product development requires high capital expenditure as well as technological uncertainty can arise (Rosner et al. 2023). This strategy can potentially be the best for Tata Steel which will ensure the continued company growth.
Diversification: Tata steel can also diversify into other industries like generation of renewable energy or the carbon captured technologies that would create synergies in the steel operations. This can reduce dependence on traditional steel markets (Cherepovitsyn et al. 2023). However, diversification has high risk as it can move the company away from the core competencies. That is why, entering into the unfamiliar industry can somehow dilute the brand focus and can also stretch out the resources which can lead to financial pressure.
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Figure: Ansoff Matrix
(Source: MBA Knowledge Base, 2026)
Justification for Product Development 
The Product Development Strategy is most suitable for Tata Steel because it will directly address the pressure like environmental sustainability as well as competitive positioning. The innovation of low carbon steel producers can help Tata Motors in differentiating itself form its competitors as it offer verifiable green steel solutions. It will also help the brand in meeting high consumer demand in the sectors like EV, renewable energy infrastructure sector along with the sustainable construction sectors (Sudirjo, 2023). Furthermore it will also help in strengthening the brand reputation as a sustainability leader which would enhance the confidence of the investors along with the access to sustainable finance. It would also help the brand in ensuring the regulatory compliance by aligning the products with the emerging global standards like CBAM as well as international frameworks for ESG (European Commission, 2026). 
Competitive Advantage for Product Development
Cost Leadership through Efficiency: Tata Steel’s investment in the waste, heat recovery, scrap recycling as well as renewable energy reduces the life-cycle emissions along with operational costs (Jerab and Mabrouk, 2023). Over the time, these efficiencies can lower down the production cost, which will support cost leadership in positioning as a green steel brand.
Differentiation through sustainability: The offering of certified low carbon steel would help Tata Steel in charging the premium prices, specially in the market where customers value the performance of ESG. Such differentiation would strengthen the loyalty of customers and brand equity (Meira et al. 2023).
Focused strategy in niche markets: Tata steel can target the niche markets like renewable energy in infrastructure where the demand for sustainable steel is very high. This would help companies to specialise and to build strong relationships with the key customers.
Evaluation of Risks and Opportunities
Opportunities: The product development aligns well with the global sustainability trends which will enhance the access of the brand to green finance and will also position the brand as the leader in ESG performance (Daugaard and Ding, 2022).
Risk: There is the risk for high capital investment, technological uncertainty, as well as fluctuating policies of the government. Moreover, the short-term profitability of the brand might reduce and the shareholder expectations might also conflict with the long-term sustainability goals.
[bookmark: _Toc234073382]Task 3: Critical Reflection on AI Usage 
a. Tool Disclosure
The report was developed with the help of ChatGPT, which was primarily used for generating the initials, clarifying the market concepts like marketing environment, as well as Ansoff Matrix as well as for improving grammar and organisation of the report. The AI tool acted as a supplementary resource rather than an entire replacement for the independent research and analysis. In addition to this, critics feel that simply disclosing the use of AI is not enough because the use of AI may pose a threat to the very idea of originality (Obaid et al. 2023). The final editing, content selection, as well as critical evaluation were completed by me in order to ensure academic integrity and to align with the overall requirements of the assessment.
b. Critical Evaluation of AI Output 
The AI provides a very useful starting point, its outputs were critically verified against the credible sources available. It also includes sustainability reports of Tata Steel, peer reviewed journal articles as well as textbooks. However, the verification process was important to identify and to correct the inaccuracies, unsupported claims or any “hallucinations” that sometimes occur in the text generated by AI. For example, when the AI suggested the general sustainability strategies, I cross checked them with the actual initiatives of Tata Steel such as green hydrogen programmes as well as scrap recycling. Therefore, although AI improved content generation, the limitations in AI required thorough human monitoring (Marsoof et al. 2023). This further proved the contradiction that although AI helps improve efficiency, it also demands additional validation.
c. Contribution Analysis 
AI contributed by structuring the explanations of the frameworks such as Ansoff Matrix but the critical analysis, synthesis of the literature as well as application to the Tata steel developed independently. As per my understanding, this division of labour showcases the responsible integration like AI handles the mechanical drafting, while the humans provide good intellectual depth to the topic. On the other hand, some scholars argue that even the partial dependence on AI can dilute the academic integrity because students might unconsciously adopt AI phrasing or its logic (Konstadopoulou, 2024). For example, AI outlined multiple growth strategies, but my independent choice of product development showcased my critical judgement. This showcases that AI can somehow generalise the learning and can also risk over scheduling the voice of students if it is not properly managed.
d. Ethical & Professional Reflection 
Ethically, the use of AI required transparency, verification as well as acknowledgement. As per my consideration, ethical AI integration boosts the efficiency, supports the creativity and prepares the students for the digital workplace. On the other hand critics argue that AI can threaten academic integrity, can lead to plagiarism and can also reduce the opportunities for genuine thinking (Rodrigues et al. 2025). In the professional marketing context, AI can streamline the data analysis but the contradictory perspectives presents that the overdependence on AI can erode trust if the content does not seem human generated. This type of duality can create challenges like AI can be a tool for empowerment, yet it creates risks if it gets misused or not properly adopted.
[bookmark: _Toc234073383]Conclusion
This report analysed the shift of Tata Steel towards the cabin business model by examining the natural as well as political environment. Climate change along with government policies have bought in both challenges and opportunities for the brand that requires a lot of investment in the sustainable tech technologies. The Ansoff Matrix has been applied in which the product development was identified as the most effective strategy for competitive advantage. lastly, the use of AI has been critically reflected on the acknowledgement of both its supportive role as well as ethical risks.
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Company: Tata Steel (india).. Task 1: Marketing Environment Analysis
Select one major metals or mining company (e.g., BHP, Tata Steel,
Codelco) and critically analyse two exteral marketing environment
actors influencing its transition toward lower-carbon products. Your
analysis must focus strongly on the Natural Environment actor, while
also incorporating another relevant actor.

Marketing Environment Analysis: Tata Steel (India)
Introduction

Tata Steel is one of India's largest integrated steel producers and has committed to reducing carbon
emissions while transitioning toward lower-carbon steel production. The steel industry contributes
approximately 7-9% of global CO; emissions, making decarbonisation a strategic priority. Tata Steel's
transition is shaped by several external marketing environment actors. This analysis focuses primarily on the
Natural Environment, supported by the Political/Regulatory Environment, to evaluate how these extemal
force:

luence the company's marketing strategy and competitive positioning.

1. Natural Environment (Primary Marketing Environment Actor)

The natural environment is the most significant external factor driving Tata Steel's transition toward lower-
carbon products, Climate change, resource scarcity, environmental degradation, and growing public
awareness have fundamentally changed market expectations for steel producers.

a) Climate Change and Carbon Emissions

Steel production traditionally relies on blast furaces using coal and coke, generating significant greenhouse
gas emissions. Increasing concerns over global warming have intensified pressure on steel companies to
reduce their environmental impact.

For Tata Steel, this means:

«  Investing in low-carbon technologies

« Improving energy efficiency

« Developing “green steel*

« Reducing lifecycle emissions v
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Critical Evaluation

The natural environment presents both challenges and opportuites.
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2. Political and Regulatory Environment (Secondary Marketing
Environment Actor)
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Task 2: Strategic Growth and Competitive Positioning
Building on your environmental analysis, recommend 2 strategic
growth approach for the company

using the Ansoff Matrix. You must propose how the organisation can
achieve competitive advantage

while transitioning to  lower-carbon business model

Task

trategic Growth and Competitive Positioning — Tata Steel (India)

Recommended Growth Strategy: Product Development (Ansoff Matrix)
Using the Product Development strategy from the Ansoff Matrix, Tata Steel should develop and expand its
range of low-carbon (green) steel products for existing markets. This includes investing in cleaner
technologies, recycled steel, and renewable energy to reduce carbon emissions while meeting the growing
demand for sustainable materials.

Competitive Advantage

Tata Steel can achieve a competitive advantage by:

«  Offering environmentally friendly steel products that meet customer sustainability goals.

« Reducing carbon emissions through green technologies and energy-efficient production.

o Strengthening its brand reputation as a leader in sustainable steel manufacturing.

* Meeting future environmental regulations and attracting customers in industries such as automotive
and construction that require low-carbon materials.

Conclusion
8y adopting a Product Development strategy, Tata Steel can successfully transition to a lower-carbon
business model while increasing customer value, improving its market position, and achieving long-term
sustainable growth.
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Task 3: Critical Reflection on Al Usage

a. Tool Disclosure
This report was developed with the support of ChatGPT (OpenAl). The Al tool was used to generate initial
drafts, explain marketing concepts (such as the Marketing Environment and Ansoff Matrix), improve
grammar, and organise the report. Final editing and content selection were completed by the author.

b. Critical Evaluation of Al Output
The Al-generated content was verified by comparing it with reliable sources, including Tata Steel's
sustainability reports, company website, and academic materials. Any inaccurate or unsupported information
was removed or corrected. The report was also reviewed to ensure logical consistency and relevance to the
assignment requirements.

<. Contribution Analysis
Al assisted in generating and structuring the i

ial content, while the final organisation, critical evaluation,
selection of relevant information, and conclusions were completed independently by the author. The analysis
and recommendations reflect the author's understanding of the topic.

d. Etl
Using Al ca

| & Professional Reflection

prove effi

ncy and support idea generation, but it also requires responsible use. Users
should verify Al-generated information, acknowledge Al assistance, and avoid presenting unverified content
as original work. In marketing analysis, ethical Al use promotes transparency, accuracy, and academic
integrity while supporting informed decision-making.
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