[image: ]


Programme name: Master of Business Administration
Module name: Marketing Management
Module code: LCMB7024

STRATEGIC MARKETING ANALYSIS OF BHP’S LOWER-CARBON TRANSITION: ENVIRONMENTAL INFLUENCES, SUSTAINABLE GROWTH STRATEGY AND COMPETITIVE POSITIONING

Lecturer’s name: Laila Maazouz, Taonga Kaonga Sobere-Snithers
Student name: Arshi Parveen 
Student ID: 2545115
Word count: 2448 



Table of Contents

Introduction	3
Task 1: Marketing environment analysis	3
1.1 Company background	3
1.2 Marketing environment overview	4
1.3 External actor 1 – Natural environment	4
1.4 External actor 2 – Publics (Stakeholders)	6
Task 2: Strategic growth and competitive positioning	7
2.1 Overview of Ansoff matrix	7
2.2 Recommended growth strategy – Product development	10
2.3 Achieving competitive advantage	11
2.4 Implementation recommendations	11
Task 3: Critical reflection on AI usage	12
3.1 Tool disclosure	12
3.2 Critical evaluation of AI output	12
3.3 Contribution analysis	13
3.4 Ethical and professional reflection	13
Conclusion	13
References	14
Appendix: Porter’s generic strategies	17




[bookmark: _jr5fumjsjfz3]Introduction 
BHP is one of the biggest mining organizations in the world, and it provides iron ore, copper, and other metals needed for global energy transition. The mining industry is responsible for 25% of total greenhouse gas (GHG) emissions of 12,000 biggest organizations in the world, thus making sustainability as strategic priority (Mining2030, 2024). BHP decreased its operational GHG emissions by 5% in fiscal year 2025 and is still working to have more sustainable business (BHP, 2025). The report investigates major external marketing environment players and it suggests an Ansoff growth strategy, it then provide a critical reflection on responsible use of AI for analysis development.
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Figure 1: Sustainability plan of BHP
(Source: BHP, 2025)
[bookmark: _i7r9em6m9v35]Task 1: Marketing environment analysis 
[bookmark: _osw53r6pyuff]1.1 Company background
BHP is one of the largest diversified mining corporations in the world. It has operations at over 90 sites across globe and employs about 38,000 workers, including direct workers and contractors (Reuters, 2007). BHP supplies iron ore, copper, nickel, and potash that are needed for construction purposes and renewable energy sources and electric vehicles (BHP, 2026). The company is one of the biggest suppliers of iron ore and a top producer of copper in the world. Goal of the company is to have zero net greenhouse gas emissions from its operations by 2050. The strategy of a lower carbon transition of BHP involves renewable power, mine electrification, efficiency, and collaboration on lower carbon steelmaking. Implementation of such measures increases competitiveness by addressing concerns about environment.
[bookmark: _iikvxku4p5t6]1.2 Marketing environment overview
Macro marketing environment consists of elements, which affect organizational decision-making process but which cannot be controlled by the firm. As mentioned by Kotler et al. (2024), analysis of such elements enables organizations to determine opportunities and threats in market and develop right strategy. In relation to BHP, Natural Environment and Publics (Stakeholders) are the most important external parties. Their behaviour and expectations are main factors influencing investment, corporate reputation, and sustainability trends; thus, making them key factors for marketing strategies and positioning (Martín‐de Castro et al. 2020).
	Marketing environment actor
	Influence on BHP
	Strategic importance

	Natural environment
	Climate change, carbon emissions, water scarcity, biodiversity protection and resource availability
	Drives lower-carbon operations, innovation and regulatory compliance

	Publics (Stakeholders)
	Investors, governments, local communities, NGOs, employees and media
	Influences reputation, ESG performance, stakeholder trust and investment decisions


Table 1: External marketing environment actors affecting BHP
(Source: Self-created in Ms-Word)
[bookmark: _8bsrm1muz0up]1.3 External actor 1 – Natural environment
The most influential external marketing environment actor that affects BHP’s transformation into low carbon products is Natural Environment. Climate change has put mining companies under pressure to reduce their greenhouse gas emissions; since, the mining and metals industry accounts for about 25% of greenhouse gas emissions by the world’s 12,000 biggest corporations (McKinsey, 2020). Governments, investors, and consumers want mining companies to help the planet achieve its climate objectives by producing in a sustainable manner (Sovacool et al. 202).
Mining is associated with high energy and water usage and effect on biodiversity and natural habitats (Barbarossa et al. 2026). With growing mineral demand, businesses should find ways of reconciling their business interests with sustainable development objectives. This objective has been achieved by BHP using renewable electricity and electrification of mining machines to enhance efficiency. Operational greenhouse gas emissions were reduced by 5% in FY2025 which is the outcome of a joint effort with the organization toward a green carbon-neutral future. These kinds of measures both help environment and the company to realize its environmental goals.
Renewable energy adoption provides substantial business opportunities. Use of electric vehicles, batteries, and renewable energy systems relies on copper and nickel so there will be an upward demand of these two metals (Nguyen et al. 2021). BHP is increasing investment in these important metals in partnership with steel makers to create steel-making technologies that have reduced carbon emissions. This makes the company well-placed in the market and more attractive to investors looking for companies with strong ESG performance. 
However, there are some major obstacles for environmental sustainability. The first obstacle is investment in huge financial resources for introduction of technologies related to renewable energy sources, electrification of mines, and reduction of carbon emissions (Amegboleza, and Ülkü, 2025). Stronger environmental regulations increase cost of compliance and need for continuous monitoring of emissions, consumption of water, and effects on biodiversity. There will be necessity for supply-chains to adopt lower carbon standards; thus, complicating their operations even further. Inability to meet stakeholders' expectations will result in loss of investors' trust and negative consequences for the company's image and growth potential. 
BHP's sustainable development activities provide a significant competitive advantage through innovation and resource sustainability. However, sustaining this competitive advantage entails consistent efforts to invest, provide transparent report, and perform well environmentally to meet stakeholders' expectations.
	Opportunities
	Challenges

	Growing demand for copper and nickel
	High capital investment in clean technologies

	Renewable electricity integration
	Increasing environmental compliance costs

	Green mining technologies
	Operational disruption during transition

	Hydrogen and low-carbon steel partnerships
	Carbon reduction targets

	Higher ESG investment
	Supply chain adaptation

	Stronger sustainability reputation
	Biodiversity and water management pressures


Table 2: Natural environment - Opportunities and challenges for BHP
(Source: Self-created in Ms-Word)
[bookmark: _9vfw0lefov30]1.4 External actor 2 – Publics (Stakeholders)
Other key player that has an impact on decarbonization journey of BHP is Publics that consists of investors, governments, communities, NGOs, environmental organizations, employees and media organizations. They are increasingly judging mining companies through ESG criteria, climate action and transparency. Investors are expecting increased reporting due to potential of environmental risk in their long-term performance, while governments are focusing on climate policies and communities are expecting responsible mining (Lee et al. 2020).
Effective stakeholder communication gives BHP a chance to build corporate reputation, increase investor confidence, and access sustainable finance. Expectations of stakeholders may pose some issues for BHP. For instance, environmental and media stakeholders might raise concerns about sustainability of mining operations if they perceive claims made by BHP as inadequate or not entirely true (de Castilho Rossoni, and Lima, 2026). Risks of greenwashing and negative publicity might expose the company’s social license to operate.
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Table 3: Influence of stakeholders on BHP’s lower-carbon transition
(Source: Self-created in Ms-Word)
[bookmark: _hec3hjo09toy]Task 2: Strategic growth and competitive positioning 
[bookmark: _bjtyw9xr491p]2.1 Overview of Ansoff matrix 
The Ansoff matrix is a growth model used by organisations to select appropriate growth options depending on existing and new markets and products (Clarissia, 2020). For BHP, Ansoff matrix allows for evaluation of ways of growth that will help organisation transition to low carbon mining.
· Market Penetration is all about selling more of existing product in same market. In case of BHP, it may be about increasing sales of iron ores to their steel customers. Nonetheless, this approach brings limited sustainability benefits as it keeps industry dependent on traditional mining products (World Economic Forum, 2024).
· Market Development means entering new geographic or customer markets using same products. BHP can consider supplying minerals to new renewable energy markets. This option might not help much in satisfying increased demand for low-carbon products (BHP, 2020). 
[image: ]
Figure 2: Product development at BHP in 2020
(Source: BHP, 2020)
· Product Development is the development of new products in existing markets. This is an appropriate choice for BHP because customers are looking for sustainable minerals with lower environmental impacts. Development of low-carbon products will enable BHP to meet expectations about climate without losing its current customers.
· Diversification refers to creation of new products for new markets. While this may present some advantages, diversification is quite hazardous due to new markets and high capital costs (Zaimovic et al. 2021).
	Strategy
	Application for BHP
	Benefits
	Limitations

	Market penetration
	Increase sales of existing minerals
	Lower risk and stable revenue
	Limited sustainability improvement

	Market development
	Expand mineral supply into new markets
	Access to new customers
	Does not strongly reduce carbon impact

	Product development
	Develop low-carbon minerals and technologies
	Supports sustainability and competitive advantage
	Requires high investment

	Diversification
	Enter unrelated industries
	Potential new revenue streams
	Highest financial and operational risk


Table 4: Comparison of Ansoff growth strategies for BHP
(Source: Self-created in Ms-Word)
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Figure 3: Ansoff matrix 
(Source: Self-created)


[bookmark: _389ynvy55fpb]2.2 Recommended growth strategy – Product development
Product development would be the most appropriate strategy for growth in BHP owing to rising demand for sustainable material in international mining industry (Gasimov et al. 2025). With increased movement toward renewable energy sources and electric cars, there will be more need for metals such as copper, nickel, and iron ore. In this case, developing less carbon-intensive products enables BHP to respond to customers' evolving expectations without compromising its position in market but actually enhancing it.
BHP can reduce carbon footprint of iron ore through improved mining processes, use of renewable energy and cleaner steel manufacturing processes. The fact that manufacturing process of steel is one of the biggest sources of industrial emissions makes partnership with steel manufacturers to manufacture green steel beneficial in terms of creating value in long term (Qian et al. 2024). Moreover, BHP's strategy of targeting crucial minerals like copper and nickel aligns with their business interests and helps to promote development of renewable energy systems, batteries, and electric vehicles, which need such metals.
Integration of renewable energies constitutes another component of product development strategy. Utilization of renewable electricity in company’s mining facilities and investments in clean energy will contribute to emission reductions and help BHP become more environmentally efficient; thus, achieve goal of reaching net-zero operational GHG emissions by 2050 (Amegboleza, and Ülkü, 2025).
	Development area
	Strategic importance

	Lower-carbon iron ore
	Supports cleaner steel production and reduces emissions intensity

	Green steel partnerships
	Creates value through collaboration with steel manufacturers

	Sustainable copper
	Meets increasing demand from renewable energy and electrification

	Low-carbon nickel
	Supports electric vehicle battery markets

	Renewable energy integration
	Reduces operational emissions and improves ESG performance


Table 5: Product development opportunities for BHP
(Source: Self-created in Ms-Word)
Product Development strategy is better than other Ansoff matrix strategies as it ensures a balance between growth and sustainability (Villamil et al. 2022). Unlike market penetration, it does not rely on increased traditional mineral extraction alone. It is also less hazardous as compared to diversification because BHP already has experience in mining operations with effective customer relationship and industry knowledge. 
Nevertheless, there are several issues that must be overcome to implement this strategy. It takes much effort to develop low-carbon mining technologies; since, prior research and development needs to be done. Introduction of renewable energy sources, electrification, and carbon reduction technologies demands large initial investments. Another concern is customer willingness to pay premium prices for sustainable products. Operational transformation would disrupt at short-term level because new mining processes would need to be established. Therefore, it is imperative for BHP to manage investment decisions carefully, while being transparent about long-term value of sustainable products.
[bookmark: _8wjgxdthh0fc]2.3 Achieving competitive advantage
According to Porter’s Generic Strategies, BHP should implement a differentiation strategy over cost leadership. This strategy will allow BHP to compete by using eco-friendly products, innovations, and sustainability performance. BHP could differentiate itself by producing low-carbon minerals, providing transparency on its ESG practices, and engaging in collaboration for green industry development. Superior environmental performance will enhance company's reputation, help BHP attract ESG investors, and position itself differently in those markets where customers value sustainable supply chains (Leruth et al. 2022). Cost leadership is not an appropriate strategy because cost reduction might be inconsistent with goals of sustainability. Investments in low-carbon technologies are costly and competition based on pricing could limit BHP's innovation and environment-related improvements. [Referred to Appendix]
[bookmark: _bijwzwq0bbf8]2.4 Implementation recommendations
For this strategy to be implemented effectively, BHP needs to increase level of investments in its sustainable mining operations, increase research and development efforts and enhance cooperation with its stakeholders including steel manufacturers and technological firms. BHP should also enhance its sustainable communications by engaging its stakeholders and communicating openly about sustainability issues. These actions are likely to enhance trust, mitigate brand risk to some extent and further support BHP's status as leader in global mining sectors to shift towards sustainability mining.
[bookmark: _gtjhqlizeccs]Task 3: Critical reflection on AI usage 
[bookmark: _ygxu2koa4y94]3.1 Tool disclosure 
Artificial Intelligence (AI) tools have been employed as ancillary aids, while preparing the report. ChatGPT has been used as an idea generator and in structuring report, enhancing sentence clarity, and summarizing marketing concepts concerning sustainability shift of BHP. Microsoft Copilot and Grammarly have been utilized in improving language, proofreading, and improving quality of academic writing wherever available (Selvi, and Eser, 2025). AI tools have been helpful in organizing key segments and identifying important frameworks including Ansoff Matrix and Porter’s Generic Strategies Framework. All AI-related work was carried out in a way that strictly followed regulations of institution. Moreover, wherever required, proper credits were given.
[bookmark: _fj6z4ui1gmx2]3.2 Critical evaluation of AI output 
Information generated through AI was thoroughly scrutinized before its incorporation into the report. Accuracy of information was analysed through cross-referencing between AI generated text with legitimate sources such as annual and sustainability reports of BHP and peer reviewed publications. For example, any mention of reduction of greenhouse gases, sustainability programs, and low carbon options provided by BHP were compared to their company reports (Yang et al. 2024). Hallucinations such as statistics and unproven facts were identified using evidence from credible sources. Outdated data has been deleted and updated information has been added; therefore, analysis accurately represents the latest sustainability issues the mining industry is facing.
[bookmark: _itg39hm4s0y7]3.3 Contribution analysis 
AI was used primarily for creation of structure, information summary, and language improvement. Nevertheless, analysis itself was conducted separately. Choosing the company for analysis, consideration of environment and stakeholders, use of marketing approaches, and recommendations were selected according to individual assessment and academic research. Conclusions drawn from this analysis reflect individual interpretation of results.
[bookmark: _h844teustyf4]3.4 Ethical and professional reflection 
It is imperative to apply AI ethically to maintain academic integrity and honesty. Although AI can help in doing research, it must not override human abilities of critical thinking and reasoning. One must be aware of limitations that AI has, including bias, inaccuracy, and unreliability. As far as marketing analysis is concerned, human accountability is key since decisions made impact the stakeholders and company's reputation. Hence, AI served primarily as an aiding tool, leaving key decisions, and accountability to human professionals, in spite of its role.
[bookmark: _b9dw8j9sfns5]Conclusion 
Environmental analysis is vital to discover opportunities and threats that impact transition of BHP to a low-carbon economy. The Natural Environment and Publics have a huge impact on sustainability-related decisions made by BHP because of climate change, ESG and stakeholder concerns. Product Development is an ideal growth strategy as it helps achieve a low-carbon economy, innovation and growth. A Differentiation strategy will help create a competitive advantage through sustainable products and reputation. Responsible AI usage can help to ensure accurate, ethical, and evidence-based marketing analysis and decisions.
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