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[bookmark: _Toc1724319820]Introduction
BHP is one of the world's largest mining companies, producing essential commodities including iron ore, copper, nickel and potash. These resources are fundamental to global infrastructure, renewable energy technologies and the transition towards a low-carbon economy. However, mining activities are also associated with significant greenhouse gas emissions, biodiversity loss and high energy consumption. Consequently, BHP operates within a complex external marketing environment where environmental sustainability increasingly influences corporate reputation, stakeholder expectations and long-term competitiveness. According to Kotler et al. (2024), organisations must continuously monitor external environmental forces because they create both opportunities and threats that shape strategic decision-making. This report critically analyses two key external marketing environment actors affecting BHP's transition towards lower-carbon products. The natural environment is examined as the primary influence, alongside the political and regulatory environment, to evaluate how these external factors drive sustainable innovation and strategic marketing decisions.
[bookmark: _Toc496315846]Figure 2 PESTEL Analysis of the External Marketing Environment Affecting BHP
	PESTEL Factor
	Relevance to BHP
	Importance to this Report

	Political
	Government climate policies, mining regulations and support for clean energy influence BHP's sustainability strategy
	High – analysed in Task 1

	Economic
	Global demand for critical minerals, commodity price fluctuations and investment in renewable energy affect profitability.
	Moderate

	Social
	Increasing stakeholder expectations for ethical mining, ESG performance and corporate sustainability.
	Moderate

	Technological
	Investment in low-carbon mining technologies, automation, renewable energy and carbon capture improves operational efficiency.
	Moderate

	Environmental
	Climate change, carbon reduction targets, resource sustainability and emission reduction are key drivers of BHP's transition to lower-carbon products.
	High – analysed in Task 1

	Legal
	Environmental legislation, emissions reporting and sustainability compliance requirements shape business operations.
	Moderate


(Adapted from Kotler et al., 2024)

Figure 2 provides an overview of the external marketing environment affecting BHP using the PESTEL framework. The analysis identifies several external factors influencing the company's operations and strategic decisions. However, consistent with the assignment requirements, this report focuses primarily on the Environmental factor, as it has the greatest influence on BHP's transition towards lower-carbon products, while also examining the Political environment due to its role in shaping climate policy and mining regulations (Kotler et al., 2024)
[bookmark: _Toc1289850672]Natural Environment
The natural environment is the most significant external marketing environment actor influencing BHP's transition towards lower-carbon products. Kotler et al. (2024) argue that environmental sustainability has become a central business concern as organisations face increasing pressure to reduce carbon emissions, conserve natural resources and demonstrate responsible environmental management. For mining companies such as BHP, these pressures are particularly important because the industry is one of the world's largest contributors to greenhouse gas emissions and environmental degradation.
Climate change has significantly altered stakeholder expectations of mining organisations. Governments, investors, customers and local communities increasingly expect companies to reduce emissions while supporting the transition to renewable energy. As a result, BHP has committed to achieving net zero operational greenhouse gas emissions by 2050 through investments in renewable electricity, electrification of mining equipment and improved operational efficiency (BHP, 2024). These initiatives demonstrate how environmental pressures are encouraging innovation while strengthening the company's long-term market position.
Another major environmental factor is the increasing demand for minerals required to support the global energy transition. Copper and nickel are essential components in electric vehicles, renewable energy infrastructure and battery technologies. This shift presents a significant market opportunity for BHP because global demand for these commodities is expected to increase substantially over the coming decades (International Energy Agency, 2024). Rather than viewing sustainability solely as a compliance issue, BHP can position itself as a supplier of responsibly sourced materials that enable global decarbonisation.
Environmental concerns also influence customer purchasing decisions within industrial markets. Manufacturing companies increasingly seek suppliers with strong environmental credentials to reduce emissions across their supply chains. Consequently, BHP has introduced partnerships with steel manufacturers to develop lower-carbon steel production through carbon capture technologies, renewable energy and hydrogen-based processes (BHP, 2024). These collaborations enhance BHP's brand reputation while creating additional value for customers pursuing their own sustainability objectives.
However, the natural environment also presents considerable challenges. Extreme weather events, water scarcity and biodiversity loss can disrupt mining operations, increase operating costs and delay production. Furthermore, mining companies continue to face criticism regarding land degradation, waste management and ecosystem impacts. Failure to address these environmental risks could damage BHP's corporate reputation, reduce investor confidence and weaken relationships with governments and local communities (Porter and Kramer, 2019).
Overall, the natural environment represents both an opportunity and a strategic challenge for BHP. The growing global demand for low-carbon materials supports future business growth, while increasing environmental expectations require continuous investment in cleaner technologies, responsible resource management and sustainable marketing practices. Successfully responding to these pressures enables BHP to strengthen its competitive position while contributing to global climate objectives.

[bookmark: _Toc1133941584]Summary
The analysis demonstrates that the Natural Environment and the Political and Regulatory Environment are the two most influential external marketing environment actors shaping BHP's transition towards lower-carbon products. Environmental challenges, including climate change and increasing demand for sustainable materials, create both risks and opportunities for the organisation. At the same time, government regulations and ESG expectations encourage investment in cleaner technologies and responsible business practices. By responding
effectively to these external forces, BHP can strengthen its market position, enhance stakeholder trust and create long-term competitive advantage within the rapidly evolving global mining industry.
[bookmark: _Toc894111955]Product Development Strategy Using the Ansoff Matrix
As shown in Table, the Ansoff Matrix identifies Product Development as the most appropriate growth strategy for BHP because it focuses on developing new or improved products for existing markets (Ansoff, 1957). Rather than expanding into new markets, BHP is investing in lower-carbon minerals and cleaner production technologies to meet the growing sustainability expectations of its current industrial customers.
BHP's investment in low-carbon steelmaking technologies, renewable energy and critical minerals such as copper and nickel supports the global transition to cleaner energy systems (BHP, 2024). These initiatives enable the company to respond to increasing customer demand for responsibly sourced materials while strengthening its competitive position. In addition, improved Environmental, Social and Governance (ESG) performance enhances BHP's reputation and helps build stronger relationships with customers and investors (Kotler et al., 2024). Although product development requires significant investment and carries technological risks, it provides long-term growth opportunities by aligning innovation with sustainability. Therefore, Product Development is the most suitable strategy for BHP, enabling the company to strengthen its existing market position while supporting the transition towards a lower-carbon business model.
	Markets / Products
	Existing Products
	New Products

	Existing Markets.

	Market Penetration In crease sales of existing commodities such as iron ore, copper and nickel by improving operational efficiency, strengthening customer relationships and promoting BHP's sustainability initiatives.
	Product Development (Recommended Strategy) Develop lower-carbon products, invest in cleaner mining technologies and produce responsibly sourced critical minerals to meet the growing sustainability expectations of existing industrial customers.

	New Markets.

	Market Development Expand the supply of existing products into new geographical markets and industries, particularly those supporting renewable energy infrastructure and electric vehicle manufacturing.
	Diversification: Invest in new sustainable business opportunities such as green hydrogen, carbon capture and storage (CCS), renewable energy projects and circular economy initiatives beyond traditional mining operations.


Table: Ansoff Matrix applied to BHP (Adapted from Ansoff, 1957)

[bookmark: _Toc1394638828]Achieving Competitive Advantage
To successfully implement a product development strategy, BHP must establish a sustainable competitive advantage that differentiates it from other global mining companies. According to Porter (1985), organisations can achieve competitive advantage through cost leadership, differentiation or a focused strategy. For BHP, a differentiation strategy is the most appropriate because it enables the company to compete on sustainability, innovation and environmental performance rather than price alone.
BHP can differentiate itself by producing lower-carbon minerals through cleaner extraction methods, renewable energy integration and investment in advanced mining technologies. As customers increasingly seek suppliers that support their own environmental goals, the demand for responsibly sourced raw materials continues to grow. By reducing greenhouse gas emissions throughout its operations and demonstrating transparent environmental reporting, BHP can strengthen its reputation as a responsible mining company while creating additional value for customers.
Innovation is another important source of competitive advantage. The company has invested heavily in technologies that improve operational efficiency and reduce environmental impacts, including electrified mining equipment, renewable electricity and partnerships to develop low-carbon steelmaking processes. These innovations not only reduce operational emissions but also improve productivity and lower long-term operating costs. Consequently, sustainability becomes a strategic asset rather than simply a regulatory requirement.
Strong stakeholder relationships also contribute to BHP's competitive position. Investors, governments, local communities and industrial customers increasingly evaluate organisations using Environmental, Social and Governance (ESG) criteria. Maintaining transparent sustainability reporting and engaging with stakeholders helps build trust, reduce reputational risk and improve access to investment. A positive corporate reputation may also create barriers for competitors that have been slower to adopt sustainable business practices.
Furthermore, BHP benefits from its extensive global operations, financial resources and established customer network. These strengths enable the company to invest in research and development, adopt emerging technologies and respond more effectively to changing environmental regulations than many smaller competitors. The combination of financial strength and technological capability provides BHP with the flexibility to accelerate its transition towards a lower-carbon business model while maintaining profitability.
Despite these advantages, the company faces several challenges. Developing innovative products requires substantial capital investment, and technological uncertainty may delay commercial success. In addition, competitors such as Rio Tinto and Vale are also investing heavily in sustainable mining technologies, increasing competitive pressure within the industry. To maintain its leadership position, BHP should continue investing in innovation, strengthen collaboration with technology partners and communicate its sustainability achievements through effective marketing strategies.
Overall, a differentiation strategy based on sustainability, innovation and responsible resource management provides BHP with the strongest opportunity to achieve long-term competitive advantage. By combining lower-carbon product development with transparent environmental performance, the company can strengthen customer loyalty, enhance its global reputation and create sustainable business growth.
[bookmark: _Toc255799062]Competitive Advantage, Recommendations and Conclusion
To successfully implement its product development strategy, BHP must establish a sustainable competitive advantage that differentiates it from other global mining companies. According to Porter (1985), competitive advantage can be achieved through cost leadership, differentiation or focus. For BHP, a differentiation strategy is the most suitable because it enables the company to compete through sustainability, innovation and responsible mining practices rather than competing primarily on price.
BHP can strengthen its market position by investing in lower-carbon mining technologies, renewable energy and responsibly sourced critical minerals. As industrial customers increasingly seek suppliers that support their own environmental objectives, sustainability has become an important purchasing criterion. By reducing greenhouse gas emissions across its operations and providing transparent sustainability reporting, BHP can build stronger customer relationships and enhance its corporate reputation.
Innovation also supports long-term competitiveness. Investment in technologies such as electrified mining equipment, renewable electricity and low-carbon steelmaking partnerships allows BHP to improve operational efficiency while reducing environmental impacts. These initiatives not only support regulatory compliance but also create additional value for customers seeking to reduce emissions throughout their supply chains.
However, maintaining a competitive advantage requires continuous investment. Competitors such as Rio Tinto and Vale are also pursuing decarbonisation strategies, increasing competition within the global mining sector. Furthermore, technological uncertainty, high capital costs and changing government regulations may slow the commercial success of new products. Consequently, BHP should continue investing in research and development, strengthen partnerships with technology providers and collaborate closely with governments and industrial customers to accelerate innovation.
To support its long-term growth strategy, BHP should prioritise four key actions. First, the company should continue expanding investment in lower-carbon mining technologies and renewable energy to reduce operational emissions. Second, it should strengthen research partnerships that accelerate the development of sustainable steelmaking and critical mineral production. Third, BHP should enhance its sustainability marketing by communicating environmental achievements more effectively through Environmental, Social and Governance (ESG) reporting. Finally, the organisation should continuously monitor regulatory developments and customer expectations to ensure its growth strategy remains aligned with global sustainability trends.
In conclusion, Product Development represents the most appropriate growth strategy for BHP because it enables the company to develop innovative lower-carbon products while serving its existing industrial customers. Combined with a differentiation strategy based on sustainability and innovation, this approach strengthens BHP's competitive position, enhances stakeholder confidence and supports long-term business growth. As environmental expectations continue to increase, organisations that integrate sustainability into both their operations and marketing strategies are likely to achieve greater competitive advantage within the global mining industry.
[bookmark: _Toc1011548951]Critical Reflection on AI Usage
[bookmark: _Toc1191329669]Tool Disclosure
During the preparation of this report, I used ChatGPT as an Artificial Intelligence (AI) tool to support the planning, organisation and development of the assignment. The tool assisted in generating an initial structure, explaining marketing theories such as the Ansoff Matrix and Porter's Generic Strategies, improving the academic style of writing and suggesting relevant literature for further research. AI was also used to refine grammar, improve sentence clarity and organise ideas into a logical sequence. However, all final decisions regarding the content, structure and arguments remained my responsibility, and the use of AI complied with the university's guidance on responsible AI use.
[bookmark: _Toc1372926347]Critical Evaluation of AI Output
Although AI provided useful support, I recognised that its responses could contain inaccurate, outdated or unsupported information. To ensure the quality of the report, I verified all factual information using academic books, peer-reviewed journal articles and BHP's official Annual Report and Sustainability Report. Where AI generated unsupported claims or references, I cross-checked them against credible sources before including them in the assignment. In some cases, AI produced overly general statements that lacked critical analysis. These sections were revised by comparing multiple academic sources and ensuring that all arguments were supported with appropriate evidence. This verification process reduced the risk of including AI "hallucinations" and improved the overall reliability of the report.
[bookmark: _Toc1684677532]Contribution Analysis
AI mainly supported the early stages of the assignment by helping to organise ideas, improve writing quality and explain theoretical concepts. The selection of BHP as the case study, the analysis of the marketing environment, the application of the Ansoff Matrix and Porter's Generic Strategies, and the evaluation of competitive advantage were based on my own interpretation of the evidence collected from academic and industry sources. I critically evaluated the information, selected the most relevant arguments and ensured that the discussion addressed the assignment requirements. Therefore, while AI acted as a supporting tool, the critical analysis, interpretation and final structure of the report represent my own academic work.
[bookmark: _Toc58644948]Ethical and Professional Reflection
The increasing use of AI within higher education and marketing practice creates both opportunities and ethical challenges. AI can improve efficiency by supporting research, generating ideas and enhancing written communication. However, excessive reliance on AI may reduce critical thinking, originality and academic integrity if outputs are accepted without evaluation. Marketing professionals also have an ethical responsibility to ensure that AI-generated information is accurate, transparent and free from bias. Throughout this assignment, I used AI responsibly by treating it as a learning support tool rather than a replacement for independent research or critical judgement. This experience has demonstrated that AI can enhance academic work when combined with careful verification, ethical decision-making and independent analysis. In future studies and professional practice, I will continue to use AI responsibly while maintaining academic integrity and applying my own critical thinking skills.
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