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BHP’s Transition Towards a Lower-Carbon Business Model: Marketing Environment Analysis, Strategic Growth and AI Reflection
[bookmark: _Toc233309687]Introduction
The pressure on the metals and mining industry to decarbonise is growing, as it is a key contributor to GHG emissions and a key supplier of materials essential to the low-carbon transition. Mining companies have major environmental footprints associated with their extraction, processing, logistics and energy-intensive production, but have ensured that they deliver copper, nickel, iron ore and potash to support renewable energy systems, electric vehicles, battery storage and modern infrastructure (ICMM, 2023). 
A double challenge for mining companies is thus to decrease the environmental footprint of their activities while meeting growing market demand for low-carbon green mineral products. Marketing environment analysis is part and parcel of this context, as it helps the firm to realise that the external elements have a significant influence on opportunities as well as threats and strategic decisions. Organisations will be best served by ongoing monitoring of the macro and micro-environments to facilitate the identification of change in the market, to ensure that organisations anticipate the needs and demands of their stakeholders, and to prepare strategies that can generate value over a period (Kotler et al., 2024).
The present report will concentrate on BHP, one of the most diversified large mining companies in the world. BHP is a pertinent example as it has made public commitments to decarbonising its operations, has invested in climate-related activities and has marketed some of its minerals as enablers of energy transition. The report examines in depth two external actors of the marketing environment that are impacting BHP's journey towards a low-carbon business model. In line with assessment guidance, the analysis focuses strongly on the natural environment; the second one analysed is the political one. 
The report presents a strategic roadmap for growth based on the Ansoff Matrix, outlining opportunities for BHP to grow and intensify its value proposition for lower-carbon supply chains. It outlines the strategies by which the company can gain a competitive edge in this changeover. The last part critically analyses the use of the Artificial Intelligence (AI) tool for the report preparation, how it has been checked, improved and ethically managed (BHP, 2024).
[bookmark: _Toc233309688]Task 1: Marketing Environment Analysis
[bookmark: _Toc233309689]Company Overview
BHP is a global mining and resources business that works throughout Australia, the Americas and in several international markets. It's holding copper, nickel, iron ore, metallurgical coal and potash. The above commodities play an important role in the low-carbon transition, as copper and nickel are key materials to electrification, battery technologies and renewable energy systems, while iron ore remains key to industrial production and steel production (BHP, 2024). 
BHP has thus attempted to shift its image from a big miner to one of a materials provider for decarbonisation. However, this transition presents the firm with external pressure shifts in an uncertain fashion, mainly surrounding environmental risk issues and the possible influence of politics. The environmental factors that most significantly affect BHP's efforts in the transition to lower carbon emissions are determined to be the natural environment and the political environment (Kotler et al., 2024).
[bookmark: _Toc233309690]1. Natural Environment
The natural environment is the external actor with the greatest influence on BHP's transition towards lower carbon products, as mining itself relies directly on the land, water, energy and climate, and as it has a significant ecological footprint. The natural environment in marketing environment analysis is defined as the natural and ecological environment which has an impact on the availability of resources, production processes, costs, and the long-term sustainability of businesses (Kotler et al., 2024). It's pivotal for BHP's operating business and brand credibility for future market positioning.
Operational and strategic pressures on mining companies have been increased by climate change (Deloitte, 2024). BHP is increasingly at risk because of rising temperatures, water levels decreasing, flooding, droughts, and biodiversity loss. These environmental disturbances have the potential to suspend production, harm facilities, drive up energy and water bills, and compromise the safety of the workforce. Now, the concept of climate resilience has entered the strategic phase, moving from a sustainability decision to an obligatory move to meet the challenge. A failure to manage environmental risks could have a negative impact on BHP's reputation as a reliable supplier for industrial customers who prioritise secure, responsible and resilient supply chains in their business.
Secondly, the natural environment provides an important opportunity in the market: the global energy transition is driving growth in the demand for minerals used in electrification and renewable energy systems. Demand is projected to grow substantially due to copper and nickel use in EVs, battery storage and electricity networks, according to the International Energy Agency (IEA, 2023). This opens strategic opportunities for BHP to develop alignment of the product mix to the new decarbonisation-oriented low-carbon markets and become a provider of “future-facing” commodities.
Third, the environmental dimension is gaining an increasing role in reputation, investor confidence and stakeholder trust. Pollution, land damage, and carbon emissions have been problems for mining companies throughout the years. In this sense, sustainability becomes a marketing and legitimacy question, not just an operational one. BHP's plans to transition to a more sustainable energy grid, investments in renewables, and its emissions reduction targets are thus supportive of its role as a responsible mining company (BHP, 2024). BHP can piggyback on measured performance on emissions, water and biodiversity, set itself apart from less forward-thinking competitors while gaining the trust of investors and industrial customers that invest based on ESG.
However, there are paradoxes in nature. While transition mineral prices are increasing, mining is typically a carbon- and resource-heavy industry. Even with the extraction of copper and nickel, land disturbance occurs, waste is produced, and energy is required, so here is a paradox supporting a greener economy with activities that are environmentally demanding. This leaves BHP vulnerable to the risk of environmental claims that are either flawed or unsupported, and of being accused of selective sustainability or greenwashing. Thus, the reduction in its carbon footprint requires offsetting, through salient reports and measurable targets, with operational carbon reduction (PwC, 2024).
[bookmark: _Toc233309691]2. Political Environment
The second key factor impacting BHP's shift is the political landscape. This encompasses government policy, government legislation, government taxation, government regulations, trade policies and general government intervention affecting the market and business practices (Kotler et al., 2024). The political climate is vital for BHP because mining is heavily regulated, scattered across the globe and closely related to climate policy, critical minerals strategy and priorities for the country's economy.
A major factor is the strengthening of the climate and environmental laws. Net zero objectives, carbon pricing, and disclosure of emissions, combined with more stringent environmental regulations, are becoming more popular amongst governments. The measures will increase pressure to reduce emissions and provide lower-carbon products to BHP's customers, impacting BHP's cost of doing business, investment, and product strategy (EY, 2024). Regulation thus serves as a compliance obligation, as a 'market shaping mechanism' which can provide a boost to sustainability innovation.
The second political element is the strategic importance of critical minerals. Copper and nickel are now recognised as key enablers of energy security, industrial resiliency and supply chains for clean technology in many countries. Support for battery production and domestic clean energy investment in renewable infrastructure is expected to boost BHP's mineral demand as the company produces them (IEA, 2023). Meanwhile, political interference can drive up competition and intensify local content policy and resource nationalism. Political characteristics have a broad impact on BHP, as they drive regulatory incentives and risks and the market opportunities for BHP's lower-carbon transition.
[bookmark: _Toc233309692]Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc233309693]Strategic Growth Using the Ansoff Matrix
BHP needs a growth plan that encompasses commercial expansion and decarbonisation, building on the environmental analysis. The Ansoff Matrix is suitable for the situation because it outlines the key areas of assessing growth strategies as Market penetration, Product development, Market development and Diversification (Hooley et al., 2020). Product development, coupled selectively with market development, is the best strategic option for BHP.
Market Penetration provides an opportunity to sell more of BHP's current product in the current market. This may provide a quick fix for cash flow, but it is not enough to be a sustainable lower-carbon growth strategy, as it does not alter the value proposition or respond effectively to customer demand for more sustainable materials (PwC, 2024). However, merely promoting the sales of current mineral commodities would not satisfactorily satisfy environmental and political pressures as identified in Task 1, as their carbon profile would remain unchanged.
Market development would require the penetration of new geographic and product markets with current products. It may be helpful for BHP in regions where governments are doing a tremendous amount to promote clean energy, electric vehicles, and the grid. But market development is still built on the current product slate, and that is not enough to establish BHP as a leader in lower-carbon mining.
Diversification would mean bringing in totally different products and markets, such as investing in other clean-tech related markets, on a different scale. While diversification could provide future opportunities, it carries the greatest risk as it would put the company in positions beyond those of the large-scale mining, mineral processing and industrial supply strength which BHP has (World Economic Forum, 2024).
Therefore, most likely its product development will offer new or lower carbon versions for current industrial customers. This would be a good strategy for BHP since they already have customer contact, scale, technological expertise and access to commodity markets. BHP's product development enables it to tailor its offering to the low-carbon transition while maintaining its existing business model.
BHP may have multiple avenues to pursue its product development. First, the company has the potential to increase the production and distribution of copper and nickel products with lower carbon footprints, which are backed by renewable electricity generation, emissions reduction programs and clear LCA information. This would be welcome by the automotive, battery and renewable electricity sectors faced with the challenge to decarbonise their supply chain (UNEP, 2023). 
Secondly, BHP can invest in adopting low-carbon iron ore projects and a steelmakers' price alliance to be able to capture emissions reduction during the steel production value chain. The potential improvement towards the low-carbon future of steelmaking would further validate BHP's strategic importance, as steel is one of the biggest industrial emissions sources in the world. Third, BHP will be able to create services for customers with added value through sustainability issues, like support with the reporting of emissions, information in respect of traceability, and carbon-accounting data. This would shift the role of the company from a commodity supplier to a strategic sustainability partner.
[bookmark: _Toc233309694]Competitive Positioning
BHP needs a differentiation strategy to capitalise on this growth track. One advantage an organisation can gain is its ability to provide unique value that customers view as better than the competition (Porter 1985). For BHP, there is only one defensible basis of differentiation: the ability to offer credible, lower-carbon mineral products and sustainability performance with assurance, through the back of traceability and strategic collaboration.
There are four interdependent mechanisms of differentiation. First, environmental performance can be enhanced through measures such as minimising operational emissions, growing the market share of renewables and making investments in more environmentally friendly processing. This enhances the value of its low-carbon credentials. Second, it can help increase transparency and assurance, getting verified data for customers about emission figures, sourcing and progress in sustainability (OECD, 2023). Third, it can contribute to co-innovation partnerships with the steel industry, batteries and energy companies, co-developing solutions for the industry that are lower carbon. Finally, it can help to build brand and stakeholder trust by maintaining regular sustainability reporting and responsible actions with communities, regulators and investors.
This provides a competitive edge as the customers are looking for the soft mineral and for the sustainability attributes as well. When BHP can prove that copper, nickel or iron ore helps customers achieve their climate targets, it’s not just a bulk supply business; it's a business that offers strategic allies in low-carbon value chains. The greatest barrier is cost-effectiveness, where cleaner technologies and new systems require a substantial investment. The long-term strategic usefulness, however, is good since price competition tends to be eliminated by differentiation, and BHP fits into the future direction of industrial demand (McManners, 2024).
[bookmark: _Toc233309695]Task 3: Critical Reflection on AI Usage
Limited use of Artificial Intelligence (AI) was purposefully included in the preparation of this report. The primary tool adopted was ChatGPT, which participated in initial research orientation, clarifying marketing concepts and structuring ideas. This type of usage is consistent with the assessment guidance, since the use of AI was created to help with the research process or for proofreading of already written texts, but not to compose a final, submitable text. AI effectively identified relevant themes that were linked to BHP's lower-carbon transition, including environmental pressures, political regulation and strategic growth options. It assisted in summarising an overview of the key topics in each area prior to them being explored in the academic literature, industry reports and BHP's own publications (Kotler et al., 2024; BHP, 2024).
The primary challenge of the use of AI was verification. AI systems can generate believable but invalid information or provide arguments that are too simple or references that are fabricated or missing. In order to minimise this risk, any substantive claims have been reviewed with verifiable sources before being added to the report. For instance, BHP's climate transition plan, operational decarbonisation priorities and how it supports the energy transition in copper and nickel supplies were checked against BHP reports and industry sources such as the IEA's Critical Minerals Market Review (IEA, 2023; BHP, 2024). AI-generated suggestions that had no evidence, were too general or did not align with the length of the assignment were edited substantially or removed. This was necessary as the report was intended for critical evaluation, not a verbatim summary of the report.
Furthermore, there was a clear difference between the work done by AI and my academic contributions from me. The ideas and topic development were generated with the help of AI, whereas the analytics were developed by me. Chosen BHP as the case company and selected the natural and political environment actors to critically assess their impact on BHP's lower carbon transition and provide justification for product development with the Ansoff Matrix. Similarly, the concepts of competitive positioning and differentiation were elaborated upon using my own perception of the literature and the case data.
In addition, AI has raised other ethical and professional concerns. Relying too heavily on AI can undermine the ability to learn on one's own if students don't verify the data that led to the presentation. There is a transparency problem because the use of AI should be stated clearly when it has influenced the direction, language or structure of research. Overall, AI has proven beneficial by enhancing the efficiency and aiding in the organisation of the report, but it was only useful upon being integrated with source checking, critical judgment and academic responsibility. AI assisted rather than replaced independent scholarly analysis.
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