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Executive Summary
This report has critically evaluated BHP's marketing environment, as well as its strategic growth opportunities in its path towards a lower carbon business model. The external environmental actors studied are, Environmental factors, Customer expectations and Technological developments. Environmental pressures pose challenge to BHP's market position while there will be challenges that will create opportunities for BHP to improve its market reputation. The factors that influence the customer decision-making process are no longer just price, product quality and supply reliability and environmental performance has become an important one. Technological innovation is helping to achieve emission reductions and optimise operations. Four growth strategies of Ansoff Matrix namely Market penetration, Market development, Product development and Diversification are analysed in the report. 
The strategy recommended for product development is a primary strategy and market development and market penetration are recommended as secondary strategies. BHP needs to invest in low carbon technology for production, renewable energy and digital emissions monitoring and partnerships with customers, at a reasonable price. In addition to the commercial interest there are some potential avenues of diversification to recycling and advanced mineral-processing activities. The sustainable technologies, mineral resources, know-how and customer relationships are also pointed out as assets that can be leveraged to establish the competitive advantage, within the Resource Based View (RBV) framework. This requires investment, evidence and sound risk management, however. To conclude, BHP needs to make environmental performance a part of the cost efficient, innovative and customer value to make themselves more competitive and sustainable in long-term.
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[bookmark: _Toc242454718]Introduction
The report critically evaluates Broken Hill Proprietary Company’s (BHP) marketing environment and strategic growth opportunities as it moves towards a lower carbon business model. It analyses the environmental, customer and technological considerations, derives growth strategies with the help of the Ansoff Matrix and analyses the sustainability of innovation to enhance the competitive advantage.
[bookmark: _Toc242454719]Task 1: Marketing Environment Analysis
[bookmark: _Toc242454720]1.1 Environmental Factors: Climate Change and Sustainable Production
BHP is engaged in the global mining industry where environmental issues are a growing influence on the way mining is produced as well as the way customers expect it to be produced and its competitive position (Shanmukha, Vinayaka and Lokeshappa, 2024). Climate change, loss of biodiversity, greenhouse gas emissions along with water scarcity are just some of the pressures that mining companies are under to increase their sustainability. The environmental aspect of BHP is especially significant as it consumes significant amounts of energy and resources to exploit and process minerals (bhp.com, 2026). This should be a responsibility to the environment but also a marketing opportunity to tie customers to products which may have been produced in a responsible way and to support the move towards carbon reduction in production (as per Appendix-3). BHP may be able to enhance its environmental value proposition in several ways, by electrifying all its electric consumption, by upgrading equipment, by replacing the equipment with more energy efficient and environmentally friendly technologies; and by electrifying mining operations and innovation (Ertugrul, 2024). 
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Figure 1: Sustainability Targets of BHP
(Source: bhp.com, 2026)
In case of operational greenhouse gas emissions, the company has reduced them by almost 33% in 2026 to that in the year 2020 (bhp.com, 2026). BHP's operational greenhouse gas (GHG) emissions is the relevant real-life indicator (RLI) and are around 9.5 million tonnes of carbon dioxide equivalent (CO2e) for FY2024 (bhp.com, 2026). This reflects the continuing importance of emission reductions related to direct emissions. BHP has a plan to decarbonise its operations and engage suppliers and customers to help tackle emissions throughout its value chain. 
BHP's Scope 1 and 2 emissions decline from 14 CO2 equivalent in FY2020 to approximately CO2 equivalent by FY2030 (bhp.com, 2026). For instance, BHP can make a connection between its mineral products and the world's shift towards a cleaner energy source through the electricity network, renewable energy plants and electric vehicles (as per Appendix-1). However, environmental advantages of extraction cannot be just taken for granted based on the ultimate use of minerals. As a result, they must be evaluated throughout extraction, processing and transportation (Yu et al., 2023). Infrastructure, clean energy as well as new technologies, however, are much more an investment in sustainable production. For customers focused on price rather than environmental performance, costs may have an impact on competitiveness. Secondly, even if an environmental claim is not supported by independent evidence, BHP may be liable to the charge of greenwashing. 
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Figure 2: CHG Emissions Data of BHP
(Source: bhp.com, 2026)
[bookmark: _Toc242454721]1.2 Social Factors: Demand for Lower-Carbon Metals
The social factors mainly represents the customers, who are one of the most external actors to BHP's marketing environment that may have an impact on BHP's journey to reduce carbon products. The commodity business BHP is selling to the industrial customer has more change than ever before in the production because of sustainability concerns, emissions restrictions, as well as shifting investor preferences (Pollard and Buckley, 2025). There is also industry pressure to reduce emissions, for steel manufacturers, which are under pressure to reduce emissions as the most prevalent method of steel production is highly carbon intensive. Suppliers' environmental performance is the other concern of industrial customers besides quality and price along with reliability of supply (bhp.com, 2026). This may be able to help BHP continue to reinforce its market leadership by supporting its customers to decarbonise through environmental data transparency, development and improvement. However, the commercial return will rely on the recognition and rewards of customers with regards to lower emission production.
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Figure 3: Total Scope 3 CHG Emissions of BHP
(Source: bhp.com, 2026)
Total operational GHG emissions has increased from 8.7 to 9.4 CO2 equivalent between FY2025 and FY2026. On the other hand, total Scope 3 GHG emissions rise from 423.7 to 429.0 CO2 equivalent (bhp.com, 2026). BHP's efforts to reduce emissions from the steelmaking process are another prime example of this. They are engaged in a meeting with other steelmakers, China Baowu, POSCO and ArcelorMittal, in order to discuss potential pathways and technologies. The partnerships are a part of BHP's transition from commodity to longer term business relationship and business innovation (bhp.com, 2026). 
Customer research, market segmentation as well as relationship management may be used by the marketing team to target industrial buyers who have ambitious decarbonisation targets. Emissions tracking and product information systems based on computers are also available for communicating with customers to actively help informed procurement decisions along with the assessment of suppliers' environmental performance (Zampou et al., 2022). There are variations in markets, however, in terms of the priorities of the customer. While some steel companies may be interested in low cost and good quality iron ore, others may be interested in low emissions to meet the regulations or their sustainability policies. There may also be a lack of infrastructure, financial capital and/or a lack of customer willingness to invest in production technology which will lead to emission reductions (Shanmukha, Vinayaka and Lokeshappa, 2024). It may be deduced that there is no automatic premium on the low carbon products, therefore no universal growth of the market for low carbon products. BHP needs to demonstrate success and sustainability of its Environmental work and maintain quality and reliability. 
[bookmark: _Toc242454722]1.3 Technological Factors: Innovation in Low-Carbon Mining and Processing
BHP's decision to make the transition towards low carbon products has been influenced by an external marketing environment factor, technological developments. Renewable energy, electrification, automation and artificial intelligence, emissions-monitoring systems, among others may have contributed to more efficient mining operations and is helpful to reduce the greenhouse gas emissions (as per Appendix-2). The technologies could impact BHP's switching costs and reliability and their ability to satisfy the customer's requirement for more sustainable materials (Pollard and Buckley, 2025). Technological innovation can also be an opportunity, however, from a marketing point of view, to be different from BHP and provide better environmental performance, transparent and verifiable product information as well as a reliable supply. Steelmaking pathways has transitioned to low-emission end states, reducing carbon intensities from 1.2–2.6 down to 0.3–0.4.  
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Figure 4: Decarbonisation Technology Used by BHP
(Source: bhp.com, 2026)
For example, BHP has implemented trolley-assist technology at its Spence copper mine in Chile, where mining trucks are able to get electricity from an overhead power line on specific uphill courses. This could help to cut down on the use of diesel fuel and emissions from those vehicles on appropriate haulage routes and could offer an improved operational efficiency (Balazadeh Meresht et al., 2023). These are a few of the technological developments that reveal that technology can have the power to enhance the environment and business processes. BHP has the opportunity to dive into renewable electricity, battery electric equipment and digital monitoring and advanced data analytics to enhance energy management along with the potential for emissions reductions (Yu et al., 2023). The marketing department might be able to offer some quantifiable efficiencies of operations as proof to the customers, investors, and others.  However, it may be stated that technology does not necessarily bring environmental or economic benefits. Electrification is possible but requires electricity supply, equipment specifications and operating conditions (Shanmukha, Vinayaka and Lokeshappa, 2024). 
[bookmark: _Toc242454723]Task 2: Strategic Growth and Competitive Positioning 
[bookmark: _Toc242454724]2.1 Application of the Ansoff Matrix to BHP
The Ansoff Matrix offers a helpful guide to consider the options for growth in terms of product/line and market/service. The framework may enable BHP to make strategic decisions to scale its lower carbon business model, while meeting environmental pressures, customer expectations as well as technological advances (Ferreira and de Sá, 2024). Market penetration, market development, product development and diversification are the 4 types of strategies. Product development and market development should be the two top priorities for BHP's growth, with product penetration and strategic diversification as other growth areas of BHP pursued selectively and carefully.
[bookmark: _Toc242454725]2.2 Product Development: Investing in Lower-Carbon Minerals and Production
BHP should aim to minimise the emissions of its mineral operations and continue to invest in lower emission technology and equipment for its operations, such as renewable electricity, energy efficiency in mineral processing, and emissions reduction from its mineral operations On an additional note, Copper also has a special role to play in the power infrastructure, Renewable energy systems and in Electric vehicles (Kotler et al., 2024). BHP may properly enhance the environmental characteristics of the copper products production and share the information on the emissions produced by the copper products with customers in a transparent way, strengthening the bond between the two. It also must engage steel companies in order to discover new methods of treating iron ore to create new steel products with reduced pollution. These may vary BHP in terms of responsible production, operational efficiency as well as environment performance (Zugay, 2023). Carbon reduced materials may cost more if there is investment in technology, but the consumer may not be willing to pay more. 
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Figure 5: Ansoff Matrix Application
(Source: self-developed, idea from Ferreira and de Sá, 2024)
[bookmark: _Toc242454726]2.3 Market Development: Expanding into Emerging Low-Carbon Markets
Market development is the process of an organisation's marketing a similar or the same product into a new geographical market or to a new market segment. There has been an increasing number of manufacturers and renewable energy infrastructure providers and industrial consumers increasingly targeting decarbonisation of their energy use (Fose et al., 2024). Hence, BHP could look at some terms for these arrangements. New opportunities for the use of copper and other critical minerals are provided by the expansion of the electricity networks, energy storage and electrification. BHP has the opportunity to enhance its market position through long-term supply contracts, industrial customer relationships as well as participation in markets where environmental performance is becoming a major factor in procurement. 
[bookmark: _Toc242454727]2.4 Market Penetration and Diversification: Supporting Long-Term Growth
Market Penetration is growth in the sale of existing products in existing markets. BHP can utilise this by improving their current industrial customer network, making it more reliable, through digital systems to better manage customers and by demonstrating operational emissions reduction (Zugay, 2023). Customers are paying more and more attention to their supply chains' performance, and transparency and sustainability for improving engagement. However, unless the environmental product is of better quality, available and less expensive than other products, these ads will not be fruitful. Diversification involves entering into new markets, with new products, and thus is more uncertain. BHP may wish to further explore opportunities in mineral processing technologies and mineral recycling partnerships and services to facilitate more efficient use of minerals, on a selective basis. 
[bookmark: _Toc242454728]2.5 Achieving Competitive Advantage Through Sustainable Innovation
BHP may be competitive because it has the opportunity to operate in the environment well and be cost effective, and in terms of technological ability, product reliability and good customer relationships. A differentiation strategy is possible in case of verified emissions data and it is necessary when responsible emission sources and cooperation in decarbonisation (Lorenc et al., 2023). The operating changes will also be helpful to become cost competitive due to the reduction of fuel consumption and energy use simultaneously while reducing the production processes from being inefficient. This will be very technology intensive. 
	Resource/Capability
	Competitive Advantage

	Sustainable technologies
	Reduce emissions and improve operational efficiency.

	Mineral resources
	Support reliable supply to industrial customers.

	Digital emissions monitoring
	Improve transparency and customer trust.

	Customer partnerships
	Strengthen collaboration on decarbonisation.

	Operational expertise
	Reduce energy costs and improve productivity.


Table 1: RBV Application for competitive advantage
(Source: self-developed, idea from Lubis, 2022)
The RBV framework suggests that BHP may be able to achieve sustainable competitive advantage by the development of valuable capabilities that differentiate its operations and support long-term environmental as well as commercial performance (Lubis, 2022).
[bookmark: _Toc242454729]2.6 Implementation and Strategic Recommendation
BHP should gradually begin to implement the growth strategy in a proper manner. It should first improve the existing operations, in terms of energy efficiency, electrification and emission monitoring. It will then increase its product range for lower carbon materials and expand its customer relationships with those that are interested in more sustainable materials. Finally, it should analyse markets as well as other diversification opportunities regarding the feasibility of their business and their environmental impact (Davies, 2024). The series is not new and potentially risky ventures that are added to the business but skills that have already been proven to be successful. 
[bookmark: _Toc242454730]Task 3: Managerial and Professional Reflection
[bookmark: _Toc242454731]3.1 Rationale for Company Selection and Environmental Analysis
I chose BHP because it is a large multinational company and is facing increased pressure to be profitable and competitive, and to minimize their environmental impact. My thinking was that BHP was a good case to examine because it was the combination of the mineral requirement, and how they were able to balance the expectations of all stakeholders and the changing environment (Almusaed et al., 2024). In this analysis I have included more the environmental aspects, emphasized more due to the impact of climate change, GHGs and sustainable use of the resources on the company in the long term and direct impact on the company's actions and image. 
[bookmark: _Toc242454732]3.2 Reflection on Strategic Growth Recommendations
My choice for the Ansoff Matrix is due to the fact that the Matrix is a structured way of analysing BHP's opportunity for growth. I have proposed that product development will be the primary strategy and market development and market penetration will be the secondary one. As long as I could convince them that they could tweak the stuff they already have, and as the BHP could do that as their needs evolved, not the risk of going into some business that wasn't related (Vincent, 2023). On an additional note, I have gained experience on my own in the long run, in diversification, particularly in the area of recycling arrangements as well as processing minerals. 
[bookmark: _Toc242454733]3.3 Limitations of the Analysis
I have a couple of gaps in my analysis. One, I didn't do any first-hand research with BHP's customers, BHP's managers or BHP's sustainability experts. This is because it is not directly possible to observe the value customers would place on the lower carbon minerals and/or willingness to pay for improved environmental performance (Liu et al., 2024). Second, all the influences of the environment, customers and technologies were not considered and not always in the same depth. The proposed growth strategies could also be impacted by political events, economic factors, competitor actions and issues in the supply chain. Thirdly, financial details of the different alternative technologies were not considered that will allow us to compare investments cost, monetary return and implementation time.
[bookmark: _Toc242454734]3.4 Further Investigation and Professional Learning
As a consultant I would want to know more about the impact BHP is making on carbon emissions, capital expenditure plans, customer buying priorities as well as carbon activity of the competition. I would also review market forecasts of copper and some key minerals, regulatory changes in key markets and the technical viability of new decarbonisation technologies (Işıldar, 2026). The barriers and assumptions to implementation would be confirmed by customer interviews and industry expert interviews. More specifically, I would run a variety of scenarios to assess potential commodity price and carbon regulation impacts, and technology costs along with benefits to strategic results. I have learned to realize that instead of making marketing decisions according to what the general trend of the industry is, they should be made on evidence-based evaluations.
[bookmark: _Toc242454735]Summary
In conclusion, BHP has the opportunity to leverage sustainability, technological innovation, as well as optimizing its operations and operations and collaboration with customers to gain a competitive advantage. Product development continues to be the core business growth strategy with the complement of market development. Requires measurable, credible environmental communication, financial viability and routine evaluation of new market opportunities.
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[bookmark: _Toc242454740]Appendix 3: PESTLE Analysis
	PESTLE Factor
	External Influence
	Impact on BHP

	Political
	Government climate policies
	Influences investment decisions.

	Economic
	Transition and energy costs
	Affects profitability.

	Social
	Sustainability expectations
	Shapes customer preferences.

	Technological
	Electrification and digitalisation
	Supports emissions reduction.

	Legal
	Environmental regulations
	Increases compliance requirements.

	Environmental
	Climate change and emissions
	Encourages lower-carbon production.
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‘Support 40 per cent GHG emissions intensity reduction of BHP-chartered shipping of BHP products by CY2030, from a CY2008 baseline.

Performance.
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'BHP during the time period, using a well-to-wake COz-e emission factor fom EU Reguiation 2023/1805.

GHGs: €Oz, CHa, N:O.

‘Boundary: Scope 3 GHG emissions from maritime transportation not owned or operated by BHP, but chartered and paid for by BHP,
‘where the transportation was of BHP-produced products sold by BHP.

Exclusions:

‘The shipping medium-term goal excludes the following:

~ GHG emissions from maritime transportation owned, operated andior chartered and paid for by a third party, where the
transportation was of BHP-produced products sold by BHP

~ GHG emissions from maritime transportation not owned or operated by BHP but chartered and paid for by BHP, where the transportation
‘was of third-party-produced products sold by BHP (pursuantto our third-party-rading activty)

~ GHG emissions from maritime transportation not owned or operated by BHP but chartered and paid for by BHP or a third party, where
the transportation was of products purchased by BHP

‘Support climate change mitigation

CY2008 1o CY2030

Y2008 baseline year

By Y2030, 10 per cent o our total products shipped to our customers using our time charter vessels wil be using zero GHG emission
fuels. This Commitment s subject to the availabilty of technology, supply. safety standards and the establishmen of reasonable thresholds
for price premiums.

Intensity
Refer 10521 Overview on page 77 and 5.2.3 Value chain GHG emissions medium-term goals and long-term net zero targets
‘and goal on page 75.

“The goal and the methodology for setting the goal have not been validated by a third party.

Refer 1o section 1 Introduction on page 55 and section 6 Goverance on page 85

Annual (inancial year) GCO, e/dwt/nm and percentage reduction (nalf-year and fullyear) relative to CY2008 baseline year.

Monitored on a six-monthly basis through our social value scorecard framework, with progress reviewed by management and
the Board as part of publication of our half-year resuts and annual reporting disclosures, or more frequently if required.

Baseline year and performance data have been adjusted to only nclude voyages associated with the transportation of commodities
currently in BHP's portfolio due to the data availabilty challenges of adjusting by asset or operation for CY2008 and subsequent year data.
‘GHG emissions inensity calculations currenty include the transportation of copper, ron ore, steelmaking coal, energy coal, molybdenum,
uranium and nickel. Baseline year and performance data have also been adjusted for a methodology change to use mariime fransport
‘emission factors from EU Reguiation 2023/1805, after The British Standards Insttution EN 16258 standard (the source of the emission
factors we previously used) was withdrawn in CY2023.

Gross reduction. Carbon credit use not planned but will be periodically assessed.
No. The goal is not based on a trajectory and does not imply a specific carbon budget, and Scope 3 emissions may fluctuate

decarbonisation approach (with some increases andlor non-linear decreases) during the period before the goal date.
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