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1  [bookmark: _Toc243471489]Introduction

[image: Miner BHP Group's carbon emissions to rise slightly this year - Business &  Finance - Business Recorder]BHP Group is a large transnational resources firm that produces essential commodities to the industrial markets all over the world such as iron ore and copper to be used in making steel, manufacturing and building of infrastructure (BHP, 2024). On the other hand, there is a growing demand on issues to mitigate on greenhouse gas emission, save natural resources and adopt lower-carbon economy in metals and mining industry (Enemuo and Ogunmodimu, 2025). The idea of environmental sustainability has also been turned into a strategic priority. BHP acknowledges the climate-related risks and opportunities of emerging technologies, policies and the market conditions (BHP, 2026a). 
This report critically analyzes three external marketing environment actors affecting the transition of BHP and what they imply about the sustainable growth and competitive positioning.
2  [bookmark: _Toc243471490]Task 1: Marketing Environment Analysis
Analysis of the marketing environment assists organisations to determine the external opportunities and threats that affect customer value and strategizing (Kotler et al., 1996). In the case of BHP, the aspect of natural environment and the industrial customers (and government regulatory bodies) are quite important since they affect the levels of sustainability, the cost of their operations and their future prospects in the market.
2.1 [bookmark: _Toc243471491]External actor 1: Natural environment
The biggest external player that can affect the change of BHP to a lower-carbon business model is the natural environment. The mining activities use a significant amount of energy and water resources and disturbs the land and produces emissions by using fuel, electricity, and the process of the industry (Igogo et al., 2021). Moreover, the transformation of iron ore into steel also produces significant emissions. The global mining and metals sector is responsible for 11% of the global greenhouse gas (GHG) emissions, according to a report from the International Council on Mining and Metals (ICMM) (Mares, 2026).
However, there are also growth opportunities due to environmental pressures. As an outcome of electrification and energy-system transformation, the IEA (2025) enumerates rising demand of the critical minerals, such as copper. BHP has an opportunity to provide materials that are needed in electricity networks and in infrastructure of renewable energy. None the less, increased demand of minerals does not necessarily make mining sustainable. Further extraction may lead to even greater land disturbance, generation of wastes, and water pressures, necessitating effective environmental protection.

[image: Scope 1, 2, and 3 Carbon Emissions Explained]
Image 1: Scopes of Emission (Rai, 2024)
The critical appraisal should be able to differentiate Scope 1, Scope 2 and Scope 3 emissions. Scope 1 deals with direct emissions, Scope 2 deals with the purchased energy, and Scope 3 deals with the emissions of the broader value chain, such as how customers process and use their products. Minimal operational emissions can be achieved through renewable electricity, energy efficiency, and proper electrification of equipment. However, the applicability of the scope 3 cuts depends enormously on whether or not the customers can afford to move to cleaner steelmaking processes and invest in decarbonising the industry. Despite the latest Climate Transition Action Plan (CTAP) by BHP (BHP, 2026), its assessment should be contrasted with quantifiable changes, technological ways and investments. Also, BHP should show concern on environmental change instead of giving promotional remarks that may jeopardize the trust of the stakeholders.
2.2 [bookmark: _Toc243471492]External actor 2: Social Infleuence
Industrial customers, such as steelmakers and manufacturers shape the product needs of BHP, their buying decisions and sustainability communications. Such customers need dependable access to material supplies at affordable prices, yet the increasing interest in supply chain emissions can also motivate them to promote the environmental performance when choosing a supplier.
[image: ]
Image 2: Global steel demand and CO2 emissions (Researchgate, 2020)
Image 2 depicts the demand format of near-zero-emissions steel which is a significant device of facilitating the production of cleaner industries. BHP can counter this by working on building customer relationships, supplying believable environmental data, and assisting in joint action to minimize emissions throughout the steelmaking value chain. These operations may enhance its relationships and increase its image among the environmentally aware customers. However, sustainability assertions should be clear, quantifiable and backed up by veracious data.
Competitive advantage cannot be achieved through environmental differentiation, itself. Price, reliability of quality and supply must be considered by customers as well (Basile, 2025). Unless the lower-carbon products are affordable or larger amounts are available, consumers might gravitate towards traditional products. To BHP, this means that environmental performance should be combined with commercially competitive products that sustainability will always serve as an addition, and never a substitute to the fundamentals of customer value.

2.3 [bookmark: _Toc243471493]External actor 3: Political and Legal
Environmental laws and emissions regulations, reporting and project approvals all set by government and regulatory bodies affect BHP. This is due to the different regulatory frameworks that make BHP a company that has some complexities in planning and making required compliance investments as an international company. The Safeguard Mechanism provides the Australian industry with the basis of emissions of industrial institutions and as a rule, decreases them over several years, making it possible to motivate businesses to control emissions (DCCEEW, 2025). In case of BHP, this makes the operational efficiency and benefits of prudent decarbonisation investment much more significant.
Additionally, on the international level, the Carbon Border Adjustment Mechanism of the European Union took a concrete regime in January 2026, which is introducing the associated obligations concerning the embedded emissions of qualifying imported goods (European Commission, 2025). Its BHP implications would be on applicable products and trade flows, but this illustrates how climate policies can affect the supply chains and competitiveness.
Regulation gives companies an opportunity since it will encourage the adoption of clean technologies, transparency, and increase the power of demand to less-polluting materials (Qamruzzaman, 2026). International demands, however, may act as a bane to the business due to inconsistent international requirements, uncertainty of the policy, and costs involved in compliance. Regulatory developments should be thus factored into investment planning and appropriate environmental disclosures should be made by BHP.
2.4 [bookmark: _Toc243471494]Critical synthesis and implications
BHP is affected by the natural environment, social influence in combination towards its sustainability strategy. Environmental pressures also provide the requirement to reduce the emissions, business price of less-carbon (as established by the customers) and the regulatory authorities establish the standards that affect the cost and interface in the markets. The global size and industrial relations form the strengths of BHP. However, this is not so with emissions-intensive value chains to create a challenge in particular where the customer has to make an investment to boost developments.
Conversely, chances are on the growing need of critical miners and cleaner technologies, risks: climate disruption, regulatory risk, prices high decarbonisation. This implies that BHP should consider incorporating operational carbon management with integrated sustainability reporting and customer engagement. These priorities provide some bit of rationale on choice of growth strategy, capable of accommodating the environmental growth and the business competitiveness.
3 [bookmark: _Toc243471495]Task 2: Strategic Growth and Competitive Positioning
3.1 [bookmark: _Toc243471496]Introduction to the Ansoff Matrix
The Ansoff Matrix is a framework of strategic planning which defines four alternative growth strategies depending on existing markets or new ones based on existing or new products (Ansoff, 1957). For BHP Group, the framework assists in assessing the possibilities concerning the evolution of its role in the metals and mining sector and moving towards a lower-carbon business model. The use of proper strategy depends on environmental goals, customer values and the possibilities of the technology and business profits.
[image: ]
Image 3: Ansoff Matrix (Ganguli, 2024)

3.2 [bookmark: _Toc243471497]Evaluation of growth options
	Market penetration
	Market penetration is the growth in sales of the existing products to current customers by enhancing customer relationship, efficacy and dependability in operations (Abdul-Gafar et al., 2023). In the case of BHP, such is a relatively lower-risk opportunity to cement existing industrial alliances.

	Market development
	Market development is the part in which the existing sales of the commodity are extended to new geographical markets or customer segments especially where electrification and infrastructure development enhance mineral demand (Jones, Nguyen‐Tien and Elliott, 2022). Yet, the growth of the market is contingent on the local regulations and logistics and competitive conditions.

	Product development
	The product development presents possibilities of upgrading the current products by enhancing their environmental performance, product traceability and information in certified sustainability (Jan et al., 2023). This strategy would assist BHP in addressing the needs of customers interested in reducing emissions of their supply chains.

	Diversification
	Diversification entails extended product/market entry whereby the chosen technologies or service offerings could facilitate industrial decarbonisation (Patra, Bharatiya and Bhavan, 2020). But in most cases, it brings increased both financial and operational uncertainty. 


Table 1: Ansoff Strategic Analysis
The BHP corporate strategy recognises copper and other commodities which are related to electrification and decarbonisation as the potential areas of growth (Argus and Samson, 2021). However, increased importation of these commodities does not necessarily translate to profitability and sustainable environment. Before investment, BHP will have to evaluate the demand in the market, cost and impact of the project on the environment. In general, product development and market penetration seem to be quite appropriate since these components expand on already existing capabilities of BHP and customer relations of the company, as well as contribute to a slow yet gradual environmental change.
3.3 [bookmark: _Toc243471498]Recommended strategy: Product development supported by market penetration
BHP should focus on product development as its main growth strategy enhanced by penetrating the market. This integration would enable the company to enhance environmental performance and transparency of the current offerings as well as enriching its relationship with old industrial clientele (Adams et al., 2016). It is more in sync with the current capabilities of BHP than engaging in massive diversification in areas they are not well acquainted with.

BHP may invest in purposeful mining machines, renewable energy, and lower emission sources of electricity (Pouresmaieli et al., 2023). It might also elaborate further product-level environmental information, backed by open-minded emission techniques and external audit. This would assist customers to assess the environmental properties of the materials provided and enhance their reporting on the supply chain. Cooperation with steelmakers would also help to implement technologies that will decrease the amount of emissions during the processing of iron ore and the production of steel.
This strategy might provide differentiation where customers appreciate believable environmental performance and price, quality and reliability of supply. Its success though relies on these improvements being identified and rewarded by customers. BHP must then investigate projects that can be shown to have both quantifiable environmental deliverables as well as be commercially viable. 
3.4 [bookmark: _Toc243471499]Competitive advantage and implementation
Environmental differentiation, operational efficiency and customer collaboration are some of the factors that enable BHP to create competitive advantage (Mwaniki, He and Chege, 2025). Certified environmental performance may also become differentiating its products with industrial customers focusing on the supply chain emissions. In the meantime, operation costs might be decreased by energy efficiency and better use of resources, which might enhance resilience. Loyal customer relationships could also help to accomplish joint innovation, and open reporting could help to increase the level of trust between the stakeholders (Peláez et al., 2023). These advantages however are tied on measurable outcomes in contrast to the claims of sustainability itself
Furthermore, operational emissions intensity, energy use, customer retention, investment returns and progress toward pertinent climate targets should be among the performance indicators. BHP should also observe how customers embrace the information regarding sustainability of products. Frequent performance evaluation would help the management to make amends in investments when technologies, regulations and market conditions are modified. This incremental strategy would prevent unwarranted spending and tie sustainability progress with the long-term competitiveness (BHP, 2025).
3.5 [bookmark: _Toc243471500]Risks and strategic controls
The suggested plan contains hazards such as substantial capital outlays, lack of certainty of technology effectiveness, erratic commodities demand and lack of willingness to pay by the customers towards environmental enhancements. False sustainability assertions may also tarnish the reputation of BHP (Dempere, Alamash and Mattos, 2024). These risks must be addressed in phases (investment), by evaluating the feasibility, environmental information must be properly confirmed by independent verification and frequent reviews of the market. Management needs to scale initiatives when there is a credible evidence of beneficial effects on the environment and returns that are commercially viable.
[bookmark: _Toc243471501]

4 Task 3: Managerial and Professional Reflection
4.1 [bookmark: _Toc243471502]Rationale for selecting BHP
I chose the BHP Group as it works in an industry that is experiencing serious threats to the environment and provides commodities necessary to develop industry and the energy transition. Its business in iron ore and copper gives an appropriate context of analysing how sustainability, customer expectations and competitive growth ties. The presence of both corporate report and industry research also facilitated an evidence-based analysis. BHP presents, as a managerial aspect, how difficult it is to balance commercial activity and environmental obligations. Nonetheless, its global size implies that the results might not be identical in the context of small mining enterprises.
4.2 [bookmark: _Toc243471503]Reflection on environmental actor selection
I valued the natural environment since the following factors were foundation on climate change, reduction of resources and emissions directly influence the mining activities and long-term resilience. Nevertheless, environmental pressures cannot be regarded outside of other external players. The industrial users determine the effect of lower-carbon materials in creating market value and governments develop regulations which impact investment and costs of operation. The analysis enabled me to understand that sustainability is an environmental and a marketing challenge.
4.3 [bookmark: _Toc243471504]Reflection on strategic growth recommendations
The strategies I proposed as being backed by product development envisages development in line with market penetration since these strategies are reinforced on the existing BHP products, capabilities and customer relationships. This method seems more feasible as compared to direct diversification, which might need to be giving new unknown skills and large sums of money. An enhancement of environmental performance, reinforcement of customer cooperation and provision of independently proved sustainability information may facilitate differentiation and trust amongst stakeholders. Nonetheless, customers could still focus on price and the ability to supply, and cleaner technologies do not necessarily achieve direct profit. I would thus suggest pilot projects with environmental indicators that are measurable.
4.4 [bookmark: _Toc243471505]Limitations and further information required
The major shortcoming of my study is that it used secondary sources such as disclosure of companies and magazines in the industry. Though these sources could offer valuable evidence, company reports can focus on strategic gains and not show their far-reaching performance by themselves. Besides, the report does not include primary customer research and in-depth competitor comparisons and project-level financial modelling, which restricts the level of confidence of the recommendations.
Part of my advice as a consultant would be to find independently confirmed emissions data, interview with customers and to pay research to find out the market potential of cheaper carbon materials. I would also research of competitors environmental performance, technology cost, regulatory progress and anticipated rate of returns on investments. Lastly, I would consider other commodity-price and market-demand situations to see whether the proposed strategy is viable in terms of commercial viability in the face of varying economic conditions. This would add extra weight to the analysis and help the top management to make more informed decisions regarding sustainable growth.
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