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[bookmark: _Toc232566482][bookmark: _Toc232705717]1. Introduction
As part of the global steel industry, organisations are facing growing pressure to decrease carbon emissions and gel with the global sustainability goals. The global steel industry is going through a dramatic transformation, and organisations are under pressure to cut down on carbon emissions and get in line with the international sustainability targets. 
[image: ]
Figure 1: Global Greenhouse Gas Emissions by Sector (2023)
Source: Adapted from Rhodium Group (2020), Global Greenhouse Gas Emissions by Sector.
Tata Steel, one of the world's largest steel companies, has embedded decarbonisation at the heart of its business strategy with investments in renewable energy, green steel technologies and low carbon steel manufacturing processes.  Tata Steel India posted another record for crude steel production of 21.7 million tonnes and deliveries of 20.9 million tonnes in FY2025 and is making strides towards the target of becoming a NetZero Emission Company by 2045. The company's accomplishments are a testament to its dedication to sustainability while maintaining growth. In this report, the external marketing environment factors affecting Tata Steel's shift to lower carbon products are critically analysed via a lens of Natural Environment and Customer Environment. It then looks at an appropriate growth strategy based on the Ansoff Matrix and considers how Tata Steel can gain a sustainable competitive advantage on their low carbon transition. Lastly, the report looks back at the application of Artificial Intelligence (AI) when creating the analysis.
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[bookmark: _Toc232705718]Task 1
[bookmark: _Toc232566484][bookmark: _Toc232705719]2. Marketing Environment Analysis
[bookmark: _Toc232566485][bookmark: _Toc232705720]2.1 Company Background and Sustainability Context
A global steel company, Tata Steel has operations in Asia and Europe and is a leading supplier of steel to the automotive, construction, engineering and infrastructure sectors. Decarbonisation is a priority for the steel industry as it is responsible for around 7-9% of global carbon emissions and is growing in importance due to increasing pressure from governments, investors and customers. Tata Steel's response is to have sustainability as part of its corporate strategy and invest in renewable energy, low carbon steel making technology and operational efficiency.
Table 1: Key Sustainability Indicators of Tata Steel (2024)
	Indicator
	2024 Status

	Crude steel production capacity
	· Approximately 35 million tonnes

	Crude steel production
	· Over 31 million tonnes

	Net-zero target
	· Net-zero emissions by 2045

	Renewable energy initiative
	· 379 MW renewable power agreement

	ResponsibleSteel certification
	· More than 90% of Indian steelmaking capacity certified


Source: Adapted from Tata Steel Annual Report (2023/24)
The company's goal to become a 'Net Zero' emitter by 2045 further highlights the importance of sustainability in its company's long-term strategy. Prioritizing environmental responsibility has become a key factor in competitiveness in carbon intensive industries, as noted by Sambasivam and Narayana Sarma (2024). Likewise, Singh, Joshi and Mani (2021) state that organisations need to change in response to the pressures of the environment to be market relevant. This shift towards lower-carbon products is not just about environmental stewardship.
[bookmark: _Toc232566486][bookmark: _Toc232705721]2.2 Natural Environment Analysis
[bookmark: _Toc232566487][bookmark: _Toc232705722]2.2.1 Climate Change and Decarbonisation Pressures
The Natural Environment is one of the actors in the external marketing environment that will impact Tata Steel's shift towards low carbon products. Steel is a carbon-intensive industry, and with the growing pressure from Governments, investors, customers and environmental organizations, both to cut emissions and to use more sustainable production processes (Islam, 2025). Further raising decarbonisation expectations are international agreements like the Paris Agreement (Esuga et al., 2025). As a result, Tata Steel has put a significant focus on finding solutions to climate change, including renewable energy sources, energy efficient processes and low carbon steel technologies, and has made it a regulatory as well as strategic focus to transform the business.
[image: Emission intensity of competing iron and steelmaking routes (Cavaliere et al., 2022).]
Figure 2: Relevance of Low-Carbon Steel Production Technologies to Tata Steel's Decarbonisation Strategy
Source (Cavaliere et al. ,2022)
[bookmark: _Toc232566488][bookmark: _Toc232705723]2.2.2 Resource Scarcity and Energy Transition Challenges
A scarcity of resources is also a big environmental problem that is encountered in Tata Steel's activities. Given the vast amounts of iron ore, coking coal, water resources and energy needed for steel production, the industry is highly sensitive to resource availability and price fluctuations (Karkare & Medinilla, 2024). However, with the growing worry over how long these resources will last, organisations have also worked to be more efficient and have investigated other ways to produce them. Moreover, shifting from fossil fuels to renewable energy sources poses operational and financial issues. While renewable energy technology can lower emissions and enhance sustainable performance, it can take a great deal of capital investment and technological adaptation to implement renewable energy technology (Bapuly, 2025). Therefore, Tata Steel will have to recognize the environmental goals alongside economic factors in its decarbonisation efforts.
[bookmark: _Toc232566489][bookmark: _Toc232705724]2.2.3 Opportunities Created by the Low-Carbon Economy

Tata Steel has a huge opportunity to capitalise on the low carbon economy despite the adversities. There is a rising demand for sustainable industrial offerings, driven by the growing environmental awareness of both sectors and consumers, including among organisations looking to lower emissions down their entire supply chain (Pancholi and Shukla, 2025). This has led to the development of green steel as one of the growth markets that can provide new revenue streams and improve the competitive positioning. Additionally, the growing numbers of renewable energy installations, EV manufacturing, and sustainable building projects will drive up demand for eco-friendly steel products. Organisations with successful low-carbon product development could gain enhanced customer relations or better access to markets, Reséndiz García (2026) suggests. Thus, sustainability can not only be a compliance mandate but also be a growth opportunity for Tata Steel.
[bookmark: _Toc232566490][bookmark: _Toc232705725]2.2.4 Critical Evaluation of the Natural Environment's Impact on Tata Steel
Tata Steel's low carbon journey is fraught with opportunities and challenges in the context of the Natural Environment. The company has been working to improve its sustainability practices, including investments in green steel technology, renewable energy, and cleaner production processes, as a result of its efforts to meet the growing demand for environmentally responsible products and services.
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Figure 3: Strategic Impact of the Natural Environment on Tata Steel
Source (Author,2026)
These benefits, however, have severe expenses attached. A significant investment in new technologies and infrastructure is needed to shift towards low carbon steel production, and future environmental regulations are uncertain. Moreover, other steel companies are also looking to decarbonise their operations, making sustainability the only competitive edge it offers might be short-lived. In conclusion, Tata Steel's long-term viability hinges on its capacity to strike the right balance between environmental stewardship and business efficiency, while maintaining financial health.
[bookmark: _Toc232705726]2.3 Critical Evaluation of Customer Environment 
Demand for sustainable products made of steel is growing in industries like automotive, construction and infrastructure. The customer environment is gaining importance in Tata Steel's efforts towards a lower carbon supply chain as its industrial customers increasingly look for suppliers who can help achieve their sustainability goals and lower carbon emissions across the supply chain. This has further compelled Tata Steel to diversify its product line to include more environmentally friendly materials and boost its sustainability efforts (Esuga et al., 2025). There are lots of opportunities for Tata Steel in the customer environment as the awareness of sustainability is growing, and demand for lower carbon materials is rising. The trend could help build a stronger bond with customers, enhance market positioning, and contribute to the development of green steel products. But many industrial customers are still focused on cost competitiveness, while still aiming to achieve sustainability targets. This has thus created a dilemma for Tata Steel to consider balancing investments in the environment with price pressures and operational efficiencies. As a result, the company is in a good position to back its low-carbon transition with customer demand, though it will need to provide sustainability and economic value in the long-term.

[bookmark: _Toc232566491][bookmark: _Toc232705727]Task 2
[bookmark: _Toc232566492][bookmark: _Toc232705728]3. Strategic Growth and Competitive Positioning
[bookmark: _Toc232566493][bookmark: _Toc232705729]3.1 Introduction to Strategic Growth

The results of Task 1 showed that Tata Steel is rapidly moving towards low carbon products due to environmental pressures and shifts in customer needs. As such, it is necessary for the company to adopt a growth plan that is conducive to the sustainability goals and to bolster long-term competitiveness. This section uses Ansoff Matrix and Porter's Generic Strategy approach to determine a suitable strategic direction.
[bookmark: _Toc232566494][bookmark: _Toc232705730]3.2 Application of the Ansoff Matrix
The Ansoff Matrix outlines four possible growth strategies: market penetration, market development, product development and diversification (Ansoff 1957). Market penetration is the drive to raise the amount of sales made in current markets, while market development is the effort to get new markets to adopt the current product. Diversification means new products and new markets and hence greater risk. Diversification can expand growth possibilities with new products and new markets, but has a high risk. Product development is the most suitable option for Tata Steel as it can bring low carbon steel products to their existing customers.


Table 2: Evaluation of Strategic Growth Options Using the Ansoff Matrix
	Ansoff Strategy
	Description
	Suitability for Tata Steel
	Evaluation

	Market Penetration
	Increase sales of existing steel products in current markets.
	Moderate
	Supports revenue growth but does not directly address sustainability pressures or changing customer demands.

	Market Development
	Introduce existing products into new geographical markets.
	Moderate
	Creates expansion opportunities but offers limited support for Tata Steel's low-carbon transition objectives.

	Product Development
	Develop new low-carbon steel products for existing industrial customers.
	High
	Aligns with environmental trends, customer demand for sustainable materials, and Tata Steel's sustainability strategy.

	Diversification
	Introduce new products into new markets.
	Low
	Involves significant risk and investment while offering uncertain returns compared to other growth options.


Source: Adapted from Ansoff (1957)
The product development is strongly connected with the trends in the customer and environment identified in task 1. The trend of sustainable materials, rising regulatory demands and Tata Steel's established technological expertise provides a conducive environment for further growth in low carbon steel. Product development is a less risky strategy than diversification, and it can help the business to achieve its sustainability goals and long-term growth strategy (Islam, 2025).
              [image: C:\Users\Areeza\Downloads\ChatGPT Image Jun 17, 2026, 06_24_17 PM.png]
Figure 4: Ansoff Matrix and Strategic Growth Options for Tata Steel
Source: (Author,2026))
Product development is most aligned with market demand, sustainability goals and competitive growth opportunities as seen in Figure 4.
[bookmark: _Toc232566495][bookmark: _Toc232705731]3.3 Proposed Product Development Strategy
There should be increasing investment in low-carbon steel products to further expand the Tata Steel's portfolio with cleaner production technology and sustainable manufacturing processes. This approach would allow the company to meet rising demand for sustainable materials and enhance their sustainability profile. Key industries are the automotive, construction, infrastructure and renewable energy sectors, where companies are increasingly looking to incorporate low-carbon materials to meet their net zero targets (Bonsu, 2020). The proposed solution has several advantages such as improving brand reputation, building better customer relations and tapping into new sustainable product markets. Moreover, greened steel products can generate opportunities for high value and market differentiation. It will take a huge amount of investment and constant innovation to implement, however, and there is always the risk of a competitor mimicking it, along with uncertainty about the technology. Hence, Tata Steel will need to look at the sustainability goals and the cost and operational implications.
[bookmark: _Toc232566496][bookmark: _Toc232705732]3.4 Competitive Positioning and Sustainable Competitive Advantage
Based on the Porter's generic strategies framework, Tata Steel should use a differentiation strategy to help it grow. The company can add value in steel products, which are eco-friendly and cater to evolving customer expectations and sustainability standards, instead of just competing on price. The ability to innovate and create green steel offers a solid foundation for differentiation as Tata Steel can assert itself from the competition and contribute to environmental goals. Organisations can build competitive advantage through connection with society and the environment, as Sambasivam and Narayana Sarma (2024) state. Investing in sustainable technologies can enhance the trust of stakeholders, build customer loyalty and draw in environmentally responsible investors for Tata Steel. However, an innovation strategy will be necessary to keep a differentiation strategy going, as companies are moving towards the same sustainability efforts. Thus, Tata Steel's future competitive edge will rely on technological dominance and maintaining its ability to adapt to changing market demands.
[bookmark: _Toc232705733]3.4.1 Critical Analysis of Sustainable Competitive Advantage
The key to Tata Steel's competitiveness will be in being able to differentiate with its low-carbon steel products and to meet rising sustainability demands. The automotive, construction and renewable energy sectors are all industries where customers are looking for suppliers to help them decarbonise, making it an ideal fit. Tata Steel can reinforce its market position and build value for the long-term through investments in green steel technologies and cleaner production processes. But sustainability will not be enough to give them a competitive edge, as other steel producers are putting resources into similar projects. Hence, Tata Steel has to constantly innovate and enhance the OPR to remain competitive.
Table 3: Expected Strategic Outcomes of Tata Steel's Low-Carbon Product Development Strategy
	Strategic Initiative
	Expected Business Outcome
	Competitive Benefit

	Green steel product development
	Expansion of sustainable product portfolio
	Stronger product differentiation

	Renewable energy integration
	Lower carbon intensity of operations
	Enhanced sustainability reputation

	ResponsibleSteel certification
	Greater stakeholder confidence
	Improved brand credibility

	Partnerships with automotive and construction firms
	Long-term supply agreements
	Increased customer retention

	Investment in low-carbon technologies
	Improved production efficiency and innovation capability
	Sustainable market leadership

	Enhanced sustainability reporting
	Greater transparency and ESG performance
	Increased investor attractiveness

	Expansion into green infrastructure projects
	Access to growing low-carbon markets
	New revenue opportunities


Source: Author's own analysis based on Tata Steel (2024) and supporting literature.
The expected outcomes demonstrate the ability to attain competitive advantage by leveraging innovation, sustainability performance, customer engagement and market expansion. Therefore, Tata Steel's long-term success will rely on finding a way to make its environmental investments count for tangible business value and continue to be efficient.
[bookmark: _Toc232566497][bookmark: _Toc232705734]3.5 Strategic Recommendations
Three suggestions are made. First of all, Tata Steel needs to give more urgency to its investments in green steel innovation and low carbon technologies. Second, increase the communication of the company to improve awareness of stakeholders for sustainability-related topics. Thirdly, the creation of strategic partnerships with key industrial customers for cooperation on sustainability efforts.
[bookmark: _Toc232566498][bookmark: _Toc232705735]Conclusion
Tata Steel is being propelled by environmental and customer factors in its low carbon transition, the analysis indicates. The most appropriate growth strategy is product development since it helps achieve sustainability goals and responds to market changes. With differentiation and further investment in green steel technologies, Tata Steel can further consolidate its position and secure sustainable growth.

[bookmark: _Toc232566499][bookmark: _Toc232705736]Task 3
[bookmark: _Toc232566500][bookmark: _Toc232705737]4. Critical Reflection on AI Usage
[bookmark: _Toc232705738][bookmark: _Toc232566505]4.1 Tool Disclosure
This report was created (with some limited use of ChatGPT, OpenAI). The tool was used mainly to check the report's presentation, spelling and grammatical mistakes and to enhance the clarity of written expression. AI was leveraged as an aid and not as a source for content creation. All the research data and evidence were sourced from academic literature and company reports and industry publications (Dwivedi et al., 2023).
[bookmark: _Toc232705739]4.2 Critical Evaluation of AI Output
While AI can enhance efficiency, it may also generate inaccuracies or information that is not supported. Hence, all the ideas created by AI were examined carefully before being utilized. The information and recommendations were confirmed using peer-reviewed journal articles, Tata Steel reports and other credible sources. Comments with no supporting evidence and/or that needed more precise wording were changed or eliminated. This process helped to ensure that the report was accurate and reliable (Tlili et al., 2023).
[bookmark: _Toc232705740]4.3 Contribution Analysis
There was a good separation of AI Support and my contribution. AI was only used to help with proofreading and readability. The report structure, literature selection, critical analysis, evaluation of Tata Steel's marketing environment and strategic recommendations were prepared independently. The interpretations, arguments and conclusions in this report are my own critical thinking and judgment.
[bookmark: _Toc232705741]4.4 Ethical and Professional Reflection
There are ethical concerns with the use of AI, including transparency, accountability, and issues of academic integrity. AI can help with efficiency and communication, but overuse might lead to a lack of critical thinking and error. This experience served as a reminder of the need for responsible use of AI and the need to verify outputs before use. While AI is valuable to assist in marketing analysis, it should not replace professional judgement and independent analysis and decision-making (Pérez Jiménez, 2026).
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