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1. Task 1 – Marketing Environment Analysis
1.1 Company context and analytical focus
Vedanta Resources is a large company involved in mining, metals, oil and gas, and power. Its products are used in areas such as construction, transport, electricity, and manufacturing. Having different businesses helps the company serve many markets, but it also creates challenges. Customers want good-quality products at fair prices and on time. At the same time, governments, investors, and local communities expect the company to protect the environment and explain its performance clearly. Vedanta’s annual reporting covers businesses such as aluminum, zinc, iron ore, steel, oil and gas, and power (Vedanta Limited, 2025a).
This assignment looks at three outside factors that affect Vedanta: the environment, modern technology, laws and government policies. These factors can change the company’s costs, what customers expect, where it can sell its products, and how people view the business. The main recommendation is that Vedanta should show real improvements and provide clear evidence instead of making broad claims about sustainability.
1.2 External actor 1 – Natural environment and climate change
[bookmark: _Int_9ZDz3FF4]The environment is important to Vedanta because mining and producing metals use large amounts of energy and water. These activities can also affect land, wildlife, and people living nearby. Companies are under pressure to cut greenhouse gas emissions. However, the move towards cleaner energy and electric transport also increases the need for metals and minerals. The International Energy Agency (IEA, 2021) explains that clean-energy systems need minerals for batteries, power networks, and renewable energy equipment. This gives Vedanta a business opportunity, but it must still manage the environmental damage that mining can cause.
Vedanta’s products do not all have the same uses or environmental effects. Aluminum, zinc, and steel are used in industry, while oil, gas and power bring different challenges. The company should not describe every product as equally green. It should give customers clear information about each product, including energy use, emissions, and recycled content where this applies. The IPCC (2022) says that industries need better technology and changes in the way they use energy and make products to reduce emissions. This matters for marketing because customers may need information about their suppliers when they measure their own environmental impact.
Vedanta also needs to manage water, waste, mine restoration, and its relationships with local communities. If it performs badly, it could face fines, delays, extra costs, and damage to its reputation. Using resources more carefully, managing waste properly and investing in cleaner energy could help reduce these risks. The World Bank (2020) explains that the move to clean energy is likely to increase demand for minerals, so responsible mining is becoming more important. Vedanta should explain what it has improved, how it measures progress and what problems still remain. This is more believable than claiming that mining has no environmental impact.
Vedanta has also promoted lower-carbon product lines such as Restora and Restora Ultra for aluminum and EcoZen as a lower-carbon aluminum offering. These products could help the company appeal to customers that are looking to reduce the emissions associated with their materials. However, such claims need clear definitions, product-level evidence, and transparent boundaries. Buyers should be able to understand how emissions are calculated and how the product compares with a standard alternative. Green marketing research warns that customer trust is important and that unsupported environmental claims can damage credibility (Sharma, 2021).
The marketing implication is that Vedanta should turn environmental performance into a clear customer benefit. It can provide technical product data, explain verified emissions of information and work with customers to understand their requirements. The company should also communicate honestly about the limits of its progress. This approach may support stronger relationships with industrial buyers and help the company stand out from competitors, while reducing the risk of greenwashing.
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Figure 1: Absolute Scope 1 emissions rose 15.8% between the FY2021 baseline and FY2026, against a target of a 25% absolute reduction by 2030.
 Source: Author's chart using data from Vedanta Resources Limited (2026)	Comment by Taonga Kaonga Sobere-Snithers: Remove the large gap below 

1.3 Technological change and innovation
New technology is changing how mining and metal companies work. Automation, digital monitoring, and artificial intelligence can help workers spot problems earlier, improve safety, and reduce wasted energy or materials. Vedanta’s annual report discusses digital projects and efforts to improve its operations (Vedanta Limited, 2025a). If these systems work well, they could help Vedanta produce materials more efficiently and supply customers more reliably.
For example, sensors could show where a factory is using too much energy. Maintenance software could warn staff about equipment problems before a machine breaks down. Better controls may also reduce waste and improve product quality. These changes can save money if they deliver the expected results. Research suggests that green innovation is more useful when it becomes part of a company’s normal way of working, rather than a single project that is never developed further (Khanra et al., 2022; Tu and Wu, 2021).
However, technology does not guarantee success. New systems can be expensive, employees may need training, and poor data or cybersecurity weaknesses can create problems. The company should test new systems at selected sites before rolling them out more widely. Each pilot should compare results against a baseline and measure energy use per tonne, water use, product quality, downtime, safety, and total operating cost. Management should scale a project only when the evidence shows that the benefits are repeatable.
Technology can also improve customer experience. A digital product-information system could give buyers access to product specifications, delivery updates, and verified environmental data. This may help customers make purchasing decisions and prepare their own sustainability reports. Nevertheless, Vedanta should only publish data that is accurate and properly checked. A new technology announcement is not enough to prove that a product has a lower environmental impact or that customers will pay more for it.


1.4 Legal and policy environment	Comment by Taonga Kaonga Sobere-Snithers: Do you mean Political and Legal Factor . Also this isn’t blue like the other headings 
Vedanta must follow rules on mining licences, environmental approvals, taxes, worker safety, trade, and product standards. These rules affect how much it costs to operate, how quickly projects can move forward, and which markets it can enter. New rules may increase costs or cause delays. Clear rules can also help the company plan ahead. Vedanta needs to keep track of changes in every country where it operates.
Climate-related trade rules are especially relevant for energy-intensive products. The European Union’s Carbon Border Adjustment Mechanism (CBAM) establishes carbon-related obligations for specified imported goods, including certain iron, steel, and aluminum products (European Parliament and Council, 2023). Its precise effect depends on the product and the relevant supply chain, so it would be inaccurate to say that every Vedanta product is automatically covered. Even when a legal duty falls on an importer or customer, the customer may ask Vedanta for emissions information to support compliance and supplier selection.
Environmental permits and local community obligations also affect mining operations. If the company does not meet its responsibilities, it may face enforcement action, delays, or reputational harm. Conversely, government investment in infrastructure, electricity networks, and manufacturing can create demand for metals. Vedanta should assess each market separately instead of assuming that policy developments will affect all its products in the same way.
The company has also announced plans to restructure parts of its business through a demerger. Because corporate structures and implementation dates can change as approvals and legal steps progress, the latest company announcements should be checked before describing the final structure (Vedanta Resources, 2025b). For marketing and strategy, the practical lesson is that the company should keep its customer communications, contracts and sustainability claims consistent with the relevant operating entity and applicable rules.
Management should maintain a country-by-country register covering permits, emissions of reporting, taxation, trade rules, and community commitments. Marketing, legal, finance, operations, and sustainability teams should work together so that customer claims are accurate and supported. This can reduce compliance risk and make it easier to respond to customer questions.

Table 1: Critical summary of the three external marketing
	Actor
	The critical implication
	The commitment cited

	Natural environment
	15% intensity fall against a 20% target; absolute emissions 58.9 Mt → 68.22 Mt	
	US$5bn transition spend; 1,906 MW renewable agreements secured; 2.5 GW by 2030

	Technology
	Returns unproven at scale; capital constrained by deleveraging and the demerger	
	Four levers - renewable scale-up, low-carbon fuels, process efficiency, offsets

	Legal
	CBAM definitive regime from 1 January 2026; certificates from February 2027
	Energy and Climate Change Policy; annual Scope 1, 2 and 3 disclosures	Comment by Taonga Kaonga Sobere-Snithers: You need a source at the bottom of your table



1.5 Integrated judgement
The three external factors are connected. Environmental pressures increase the need for cleaner and more efficient production; technology can help the company respond; and regulation affects the standards and information required to operate and sell products. Vedanta’s opportunity is to supply important materials while showing customers that quality, reliability and environmental performance are being managed responsibly. The risk is that rising demand could encourage expansion without enough attention to emissions, water waste, and local communities.
The company should therefore compete on more than volume and price. It should combine dependable product quality with verified environmental information and customer collaboration. This approach is consistent with research suggesting that green innovation can support business performance when it is linked to wider strategy and operational capability (Alghababsheh et al., 2022; Khanra et al., 2022).

2. Task 2 – Strategic Growth and Competitive Positioning

2.1 Ansoff Matrix and strategic recommendation
The Ansoff Matrix gives businesses four ways to grow: sell more of existing products, enter new markets, develop new or improved products, or move into completely new products and markets (Ansoff, 1957). For Vedanta, product development is the best starting point. The company already makes metals and has relationships with industrial customers, so it can build on what it knows instead of taking on the risks of an unrelated business.	Comment by Taonga Kaonga Sobere-Snithers: Remove the of 
A practical example is to develop and market lower-carbon aluminum products such as Restora, Restora Ultra, and EcoZen, with clear evidence of their relevant environmental characteristics. The company could work with customers in automotive, construction, packaging, and electrical applications to understand the specifications they need. It should explain how the products differ from standard materials and provide credible data to support those differences. This is more focused than moving into unrelated industries.	Comment by Taonga Kaonga Sobere-Snithers: You need to support this with a Vendanta reference 
Market penetration could also help Vedanta sell more of its existing products to current customers through improved service, dependable delivery, and stronger account management. Market development may be appropriate where new regions or customer segments offer demand for lower-carbon materials, but the company should first check local rules, logistics costs, and customer requirements. Diversification into entirely new products and markets would generally involve greater uncertainty. Product development therefore provides a reasonable balance between using existing strengths and responding to changing customer expectations.
2.2 Porter’s Generic Strategies – differentiation
Porter (1980) describes three main ways for a company to compete: offer lower costs, make its products different from competitors, or focus on a particular market. Vedanta should try to stand out through good product quality, reliable delivery, helpful technical support, and trustworthy information about emissions. Competing only by offering the lowest price may be difficult because metal prices change and competitors have different cost advantages.	Comment by Taonga Kaonga Sobere-Snithers: I believe four options are provided. Please conduct your research and change this 
Lower-carbon product offerings can help distinguish Vedanta, but the environmental label alone is not enough. The company should show how the product performs, how its emissions are measured and what value it provides to customers. Some buyers may be willing to pay for reliable low-carbon materials, while others may focus mainly on price. Research on green purchasing highlights the importance of customer trust and credible information (Sharma, 2021). Vedanta should therefore test customer demand rather than assume that every buyer will pay a premium.	Comment by Taonga Kaonga Sobere-Snithers: Change to for 
The company should also recognize that competitors are investing in efficiency and sustainability. Any advantage will be stronger if it combines verified product information with consistent quality, dependable delivery, and long-term customer partnerships. These capabilities are harder to copy than a marketing slogan. Vedanta should avoid claims such as “zero impact” unless the exact claim is clearly defined and independently supported.
2.3 Strategic implementation and controls
Implementation should take place in three stages. First, Vedanta should set a common method for measuring product emissions, define the boundaries of any environmental claims, and establish quality standards for the data. It should also identify priority customer groups and the products for which lower-carbon information is most commercially relevant.	Comment by Taonga Kaonga Sobere-Snithers: Do you have any references you can add to support your work 
Second, the company should run pilot projects with selected customers. These pilots should test product quality, delivery reliability, customer satisfaction, the usefulness of emissions information, and whether buyers are willing to pay for the added value. Feedback should be used to improve the offer before it is expanded.
Third, Vedanta should scale the products and marketing approach only where the evidence supports it. The company should track product-level emissions, energy and water intensity, customer retention, sales growth, profit margins, and the cost of improvements. It should also monitor complaints or corrections related to environmental claims. These measures connect sustainability commitments to business outcomes rather than treating them as a separate communications exercise.
Clear accountability is important. Operations teams should provide reliable production data, sustainability teams should verify environmental measures, legal teams should review claims, and marketing teams should communicate benefits in language customers understand. Management should review results regularly and stop or redesign projects that do not deliver measurable benefits. This approach reduces the risk of investing heavily in products without sufficient customer demand.
3. Task 3 – Managerial and Professional Reflection
3.1 Reflection on key decisions
I selected Vedanta Resources because it operates in industries that are important to economic development but face strong environmental and regulatory pressures. The analysis helped me understand that a company can benefit from demand for metals while still needing to manage the impacts of mining and processing. I chose the natural environment, technology, and regulation as the main external factors because they influence customer expectations, operating costs, and market access.
The Ansoff Matrix helped me compare different growth choices. I concluded that product development is the strongest starting point because Vedanta can build on its existing products and customers. Porter’s differentiation strategy then helped explain how the company could compete through quality, reliable supply and credible environmental information rather than price alone. These models are useful, but they do not guarantee success; the recommendation depends on customer evidence, costs, and the company’s ability to deliver what it promises.
3.2 Limitations and further research
A limitation of this analysis is that it relies mainly on public information, including company reports and published research. Company reports provide useful information, but they naturally present the business from an organization's perspective. In addition, the group and its operating companies may publish information using different reporting boundaries. Before making a final investment or marketing decision, I would compare the figures carefully and check the latest disclosures.
I would also seek direct evidence from customers. Interviews with aluminum, steel, automotive, construction, and packaging buyers could show which product features matter most and whether customers would pay more for verified lower-carbon materials. I would request product-level life-cycle assessments, independent verification, competitor benchmarks, pilot-project costs, and evidence of customer demand. This would help test whether the proposed differentiation can generate profitable growth.
3.3 Conclusion
Vedanta faces changes in customer expectations, technology, and government rules. These changes create problems, but they can also create opportunities for a company that supplies materials reliably and shows that it is managing its impact responsibly. I recommend that Vedanta improve and promote selected lower-carbon products, support its claims with evidence, and work closely with customers. The Ansoff Matrix supports developing products for existing markets, while Porter’s strategy shows how quality, reliable supply and honest environmental information could help Vedanta stand out.
The company should not assume that a green product name automatically creates a competitive advantage. It must prove the product’s value, measure results consistently, and check whether customers are willing to pay for the benefits. By linking environmental improvements with customer needs, sound compliance, and commercial discipline, Vedanta can strengthen its market position while responding more responsibly to the challenges facing the natural resources sector.
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