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[bookmark: _Toc235717004]1. Task 1: Marketing Environment Analysis
Marketing environment analysis helps inform organisations about external factors which affect their strategic decision making process and long-term competitiveness. Environmental concerns and regulations and stakeholder expectations have been driving greater urgency towards lower carbon business models in the metals and mining sector. Therefore, knowledge of these external factors enables organisations to see opportunities, manage risks and create sustainable competitive strategies. The purpose of this report is to analyse BHP's external marketing environment through the Natural Environment and Political and Regulatory Environment and come up with an appropriate marketing growth strategy for BHP.
[bookmark: _Toc235717005]1.1 Company Selection and Context 
BHP is a global mining company, which is one of the largest diversified companies and a global leader in the production of iron ore, copper, nickel, potash and metallurgical coal. The company has over 90 sites and is headquartered in Melbourne, Australia, where it provides essential minerals that serve infrastructural requirements, renewable energy and electric vehicle technologies. The FY2025 Annual Report states that BHP earned US$53.7 billion, produced a record copper amount of about 2.0 million tonnes, and contributed to the global economy to the tune of US $ 46.8 billion, which reaffirms its leadership in the global metals and mining sector (BHP, 2025). With the world transitioning to a low-carbon economy at a faster pace, BHP has incorporated sustainability as part of its strategic business approach by investing in future-oriented commodities via investing in renewable energy and electrification of operations. The company also noted a 5% decrease in Scope 1 and Scope 2 greenhouse gas emissions against FY2024 and aims to reduce by at least 30 % of the emissions as of FY2020 by FY2030, enhancing its position as a responsible supplier of critical minerals (BHP, 2025). The strategies enable BHP to be more competitive as a responsible supplier of the basic minerals that are helping the world to shift towards energy.  
[bookmark: _Toc235717006]1.2 External Marketing Environment Actor 1: The Natural Environment 
[bookmark: _Toc235717007]1.2.1 Influence of Natural Environmental Pressures on BHP's Low-Carbon Transition
The strongest external marketing environment actor that will impact on the shift towards lower-carbon products in BHP is the natural environment. The threat of climate change, scarcity of resources, carbon regulation and biodiversity degradation have changed sustainability as a regulatory need to a competitive differentiation source. Paletta (2025) argues that organisations with environmentally intensive sectors have to maintain their sustainability approaches and business models constantly adjusted to the changing ecological situation and stakeholder requirements, as the ecological state responds to changing environmental factors. In the case of BHP, such environmental pressures affect the operational decisions, positioning of the corporation, customer value propositions and long-term brand credibility.
The pressure on mining companies to decrease greenhouse gas emissions throughout their value chains has risen due to climate change (Qarahasanlou et al. 2024). At the same time, ore grades have dropped, and water supplies have been reduced, biodiversity reduced and, more stringent carbon policy has made production more expensive and hastened the shift to lower-carbon production. BHP in turn has focussed on copper, nickel and potash and has also decreased operational carbon intensity. The firm has also tied its sustainability reporting with the Taskforce on Nature-related Financial Disclosures (TNFD), which enhances the transparency of the environment and positioning itself in the market as a responsible provider of crucial minerals (BHP, 2021). Environmental pressures thus enhance BHP sustainability leadership and competitiveness in the long run. 
[bookmark: _Toc235717008]1.2.2 Strategic Opportunities and Threats
Market Opportunities
The marketing strategy of BHP comprises major opportunities which are created by natural environmental pressures. According to the International Energy Agency (2024) the world will require copper produced by clean energy technologies nearly twice as much in the period between 2023 and 2035 in the Stated Policies Scenario (IEA, 2024). It generates huge market opportunities to mining firms that have the capability of providing responsibly produced minerals. The trend will also help BHP to enhance its competitive positioning through the sale of lower-carbon mineral products to decarbonising manufacturers trying to decarbonise their supply chains.
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Figure 1: Projected LNG liquefaction capacity and utilisation under the Stated Policies Scenario for 2023 and 2030. 
(Source: IEA, 2024)
Strategic Threats
BHP is also facing significant operational and reputational risks due to environmental pressures. The mining sector accounts for approximately 4–7 % of global GHG emissions and the increasing expectations of regulators and stakeholders to lower emissions highlight the need to do so (Delevingne et al. 2020). Unpredictable weather, water stress and biodiversity loss can affect production, slow project approvals and increase compliance costs to affect profitability and customer relations.
Strategic Implications for BHP
BHP has made a strategic move to enhance the environmental legitimacy and promote stakeholder trust by ensuring that at least 30 % of the land and freshwater areas under its stewardship are subjected to conservation, restoration or regenerative practices by 2030 (BHP, 2021). As a result, the natural environment does not only act as a limiting factor but also as a driver of innovation, thus helping BHP to improve its corporate image as well as stand out in an increasingly sustainable-oriented global mining environment. 
[bookmark: _Toc235717009]1.3 External Marketing Environment Actor 2: Political and Regulatory Environment 
[bookmark: _Toc235717010]1.3.1 Influence of the Political and Regulatory Environment on BHP's Sustainability Transition
The second external marketing environment actor has been chosen as the political and regulatory environment due to the growing role of government policies in making investment decisions, the market access and sustainability standards in the global mining industry. In the case of BHP, regulatory intervention is especially important since adherence to changing environmental laws has a direct impact on its shift to less-carbon products and competitiveness in the global market (BHP, 2024). Regulatory programs, such as carbon pricing, mandatory disclosures on climate-related issues, critical minerals policies and environmental permitting policies, are more and more impacting corporate competitiveness and market positioning. According to the estimates of the International Energy Agency (2024), in 2023, the investment in critical mineral mining increased to around US $ 80 billion, a 10 %-point rise over 2022 (CIBC, 2024). It is indicative of an increasing governmental support of resilient and sustainable mineral supply chains where BHP is enhanced to build on its portfolio of copper, nickel and potash and sustain its image as a responsible provider of essential minerals.
[bookmark: _Toc235717011]1.3.2 Strategic Opportunities, Threats and Competitive Implications
Strategic Opportunities
The changing regulatory environment offers some big strategic prospects to BHP. The incentives provided by the government on the use of low-carbon technologies and responsible mining are creating a demand on certified sustainable raw materials that provide the company with an opportunity to improve customer trust, investor confidence, and differentiate among corporate brands in the global business-to-business markets (Ekins et al. 2026). 
Strategic Threats
On the other hand, regulatory uncertainty is an important threat. The difference in carbon policies, more onerous environmental approvals and a changing level of reporting raises compliance costs and the complexity of operations. Environmental permits delays or mining law amendments can interfere with the production, decrease the level of investment security and diminish the responsiveness to competition (Manalo, 2026). Loss of customer contracts and access to the market might also be threatened by failure to comply with more demanding sustainability standards. 
Critical Evaluation of Competitive Implications
The regulatory environment has strategic implications, which go beyond being in compliance with the law and are having a greater impact on competitive positioning. In marketing perspective, regulatory compliance has become a marketing capability that enhances the value proposition and corporate image of BHP and also enables the company to build more positive relationships with the environmentally sensitive industrial customers (Rathobei et al., 2024). Nonetheless, adherence to regulations by itself would not result in a long-term competitive advantage since the environmental standards are becoming a standard in the industry. Therefore, BHP needs to actively incorporate sustainability in its marketing, product development and communication with its stakeholders to stand out among its competitors and be able to remain competitive long-term in the industry as a global mining company. 
[bookmark: _Toc235717012]2. Task 2: Strategic Growth and Competitive Positioning
[bookmark: _Toc235717013]2.1 Strategic Growth Recommendation Using the Ansoff Matrix
Results from the environmental analysis show that external environmental pressures have a significant impact on the growth decision and competitive positioning of organisations. Kotler et al. (2024) argue that the study of a marketing environment gives companies a chance to find opportunities in the market and make strategic decisions based on market trends and customer needs. In the same way, Ansoff (1957) states that growth in an organisation is sustainable when it chooses strategies that match external environmental conditions. Thus, BHP should own the strategic direction that arises out of the natural and regulatory pressures found in Task 1.
[bookmark: _Toc235717014]2.1.1 Recommended Strategic Growth Approach: Product Development
Based on the environmental analysis undertaken in Task 1, Product Development is the best strategic growth option to help BHP shift to a lower-carbon business model. The product development according to the Matrix of Ansoff is aimed at the introduction of new products or considerably improved products into the already existing markets, which will contribute to the sustainable growth and competitive advantage (Maris and Clarissia, 2019). This tactic will be consistent with the BHP existing relationships with the steel producers, renewable energy providers and electric vehicle (EV) supply chains and allow the company to improve the environmental performance of its current mineral portfolio as opposed to going to new markets.
The Product Development has a better strategic fit compared to other Ansoff quadrants. Penetration of the market would mainly boost the sale of existing products of BHP without adequately addressing the increased demand of the lower-carbon minerals. Market Development would entail penetrating different geographical or customer markets but would not directly deal with the environmental and regulatory pressures that have been identified in Task 1. This would demand massive investment in whole new industries and a rise in strategic uncertainty (Buzhymska et al. 2024). Product Development on the other hand allows BHP to build on the mining expertise it already has, customer relationships and global supply chain whilst enhancing the sustainability qualities of already demanded products by industrial customers. 
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Figure 2: Ansoff Matrix
(Source: Peterdy, 2025)
[bookmark: _Toc235717015]2.1.2 Strategic Justification and Response to Environmental Pressures
The Product Development plan is a direct response to the natural environmental and political-regulatory pressure that was established in Task 1. Growing climate change issues, resource depletion, price of carbon, biodiversity anticipation and more stringent environmental laws have radically reformed purchasing priorities on the industrial markets (Burgess and Barbier, 2025). This has made customers increasingly demand responsible sourced minerals that have a lesser carbon footprint, suppliers like BHP have to compete based on the environmental performance to the operational efficiency and the quality of the product. To act promptly, BHP can go the extra mile to create certified lower-carbon copper, nickel and potash products through increased mining using renewable energy, operational electrification and clear carbon reporting across its production lines. These programs add value to the environmental sustainability of the current products delivered to current clients, especially the manufacturers of electric cars, battery systems and renewable energy systems (Pouresmaieli et al. 2023). In terms of marketing, this approach enhances the value proposition of BHP as it allows the customers to help cut Scope 3 emissions in their respective supply chains and enhances its corporate image as a responsible provider of essential minerals.
Even though Product Development will entail high investment in technological development, operational metamorphosis and sustainability certification, the investments would perhaps have long term strategic payoffs (Kotler et al. 2024). By being proactive in terms of changing environmental demands and regulatory needs, BHP will be able to increase its level of customer loyalty, build brand credibility and stand out among its competitors in the global mining sector. Thus, Product Development is the most suitable Ansoff strategy since it helps BHP to move towards lower-carbon operations, strengthens its competitive position and ensures long-term growth in the current global markets. 
[bookmark: _Toc235717016]2.2 Competitive Advantage Through a Lower-Carbon Business Model
Strategic Recommendations
BHP has several strategic initiatives to undertake if it is to position itself for greater competitiveness in the shift to a lower carbon business model. First, the Company has to invest in renewable energy technologies in the mining activities and make it renewable energy powered to reduce energy consumption and emission from the company's operations (Luderer et al., 2022). Secondly, BHP must ramp up production and certification of lower carbon versions of its copper, nickel and potash assets to meet the increased demand of the EV and renewables industry (Bartzas et al., 2024). Third, the company needs to consolidate strategic cooperation with both governments and technology suppliers and downstream operators so that it can help to facilitate the innovation and ensure that long-term supplies are arranged. In addition, BHP should continue to improve its sustainability reporting by adhering to internationally recognised frameworks that share the same objectives of greater transparency and confidence, such as the TNFD and the TCFD. Lastly, the investment in digital technologies like artificial intelligence and predictive analytics could improve resource optimisation and management, enable better decision making about the environment and further position BHP competitively (BHP, 2025).
[bookmark: _Toc235717017]2.2.1 Achieving Competitive Advantage Through Porter's Generic Strategies
According to Porter's Generic Strategies, organisations may attain sustainable competitive advantage based on cost leadership, differentiation or focus, depending on their ability to develop an excellent customer value compared to their competitors (Ali and Anwar, 2021). In the global mining sector, Differentiation Strategy is the best strategy that would suit BHP since green performance has emerged as a more significant buying factor among industrial clients. Even though cost leadership will continue to play a crucial role in the commodity markets, it is not expected to be a sustainable competitive advantage since the production technologies and operational efficiencies can be reproduced among the competitors (Jerab and Mabrouk, 2023). Rather, the shift towards lower-carbon production will allow BHP to generate more customer value by providing responsibly produced critical minerals that can help customers achieve decarbonisation.
This plan is a direct reaction to the environmental and regulatory pressures listed in Task 1. The shift in purchasing behaviour in business-to-business markets is driven by climate change, carbon pricing, the expectations of biodiversity and the mandatory sustainability disclosures which have led to buying decisions now being based on environmental performance in addition to the cost and reliability of suppliers. As a result, certified lower-carbon copper, nickel and potash products position BHP as a strategic sustainability partner and not just a commodity supplier both in the eyes of its customers and in its competitive positioning (BHP, 2026). This is a marketing perspective change to the traditional price-based competition to value-based marketing where proven environmental performance is considered a brand equity source and helps to achieve long-term customer loyalty. 
[bookmark: _Toc235717018]2.2.2 Sustaining Competitive Advantage
Although differentiation enhances the competitive advantage of BHP, it is a very difficult strategy to maintain. Switching to lower-carbon mining will demand significant investment in renewable energy integration, mine electrification, digital monitoring technologies and sustainability assurance systems, which will raise short-term capital expenditure and complexity of operations. Nevertheless, postponement of such investments may put BHP at a higher risk in the long-term, such as having less access to the market, losing investor confidence and losing industrial customers who can aim to lower Scope 3 emissions throughout their supply chains (Knaus and Morton, 2026). Thus, the expenses of decarbonisation are to be considered as a strategic investment and not as a working cost.
Yet, Sustainability practices should be adopted to assist managing externalities associated with mining. These requirements must be followed by suppliers. The Olympic Dam Grade Lead Suitability and Responsiveness supplier framework (CIMIC, 2025) refers to assessing and improving sustainable procurement practices regarding environmental performance. These practices are mentioned further in the tendering process. This implies that BHP must incorporate lower carbon product development with transparent carbon reporting, inexorable technological development and customer-centric sustainability solutions to ensure that it maintains sustainable competitive advantage and ascertains its long-term market stance. 
[bookmark: _Toc235717019]3. Task 3: Critical Reflection on AI Usage 
[bookmark: _Toc235717020]3.1 Tool Disclosure
Generative Artificial Intelligence (AI) was used only within the scope permitted by the assessment guidelines. This report was independently carried out using academic journals, company reports and industry publications. The role of AI was implemented as an additional research assistance tool to help compare the information, clarify notions and verify the relevance of chosen sources in the course of the research. Moreover, the final report was proofread with the usage of AI that detected grammatical and spelling mistakes, sentence structures and provided recommendations regarding the way language could be more understandable and scholarly. The report structure, critical analysis, theoretical application, and final written text were created independently based on the assessment requirements, which do not allow using AI to structure or write text on assignment.
[bookmark: _Toc235717021]3.2 Critical Evaluation of AI Output
Despite the research process being supported with the help of AI, all the AI-assisted information was critically analysed before being taken into consideration to be included in the report. To ensure that the AI outputs are reliable, I used cross-docking of the results with peer-reviewed journal articles, official annual and sustainability reports of BHP, and other credible industry sources, such as International Energy Agency (IEA) reports. Special emphasis was placed on the verification of statistical information, date of publication, specifics of a company and theoretical principles. In cases where AI-generated information had no evidence, had inconsistencies or disagreed with academic sources, I dismissed or revised it with plausible sources. This verification method also guaranteed the report to be evidence-based, scholarly sound, and in line with the higher education research standards. 
[bookmark: _Toc235717022]3.3 Contribution Analysis
The choice of the marketing theories and frameworks, evidence analysis, and formulation of critical arguments discussed in this report were independently made and developed by me. I did not rely on AI to create and organize the report. Rather, AI was solely utilized to facilitate the research process through comparison of information, clarifying concepts, verifying the relevance of the chosen sources and proofreading the final draft to ensure grammatical correctness and lack of language ambiguity. All my scholarly choices, such as the choice of the source, critical analysis, evidence synthesis, and the ultimate articulation of thoughts, were made on my own. Thus, the report represents rather personal analysis and scholarly opinion with AI being a rather narrowly focused supporting instrument. 
[bookmark: _Toc235717023]3.4 Ethical and Professional Reflection
In marketing analysis, AI offers tremendous possibilities in terms of efficiency, faster access to data and productivity. Nevertheless, I understand that overreliance on AI can decrease the ability to think and make independent decisions and lead to the adoption of erroneous, biased or obsolete facts in decisions. Thus, I considered AI to be a decision-support tool but not to substitute professional judgement. In order to maintain academic integrity, I was open regarding the usage of AI and my work was my analysis. I also realize that AI outputs should be verified by marketing professionals, it should be evaluated whether it is risky or biased, keep information confidential and applied ethically. 
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