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[bookmark: _Toc235725414]INTRODUCTION:
The global metals and mining industry is instrumental in facilitating economic progress through the provision of the resources necessary for building, manufacturing, and infrastructure. Nevertheless, the sector also ranks among the major causes of greenhouse gas emissions globally, putting pressure on companies to adopt sustainable practices thanks to the demand from governments, investors, clients, and environmental activists (Kotler et al.,2024). Therefore, to meet the expectations regarding sustainability, mining firms must create efficient practices that reduce the carbon footprint while sustaining their competitiveness and profitability.
This report centres on BHP Group, one of the major competitors in the mining industry, which has pledged to minimize the negative environmental effects through investments in low-carbon technologies, renewable energy, and sustainable mining. The report will begin with an investigation of the external marketing environment in which BHP operates, with particular regard to the natural environment and the political-legal setting. The report examines Artificial Intelligence (AI) in preparing this assessment, highlighting its pros, cons, verification process, and ethical considerations in academic and marketing study.



[bookmark: _Toc235725415]TASK 1: MARKETING ENVIRONMENT ANALYSIS:

1.1 [bookmark: _Toc235725416]COMPANY BACKGROUND: BHP GROUP
BHP Group Limited is a major figure in the mining industry, having operations in 90 countries across Australia, North and South America and other markets. It started its operations in 1885 and been a major producer of essential natural resources such as copper, iron ore and potash, which are required in building many industries throughout the world, such as energy, steel and construction industry. Being a pioneer in sustainable global economy and having a major share in the mining sector bonding closely with its suppliers and customers, BHP Group provides good examples to show how external environment influences marketing and strategic decisions. Of late, the company has come to the conclusion that climate change poses both a competitive threat and a long-term business opportunity. With increasing expectations from governments, shareholders, clients and communities, BHP has chosen to adopt environmental sustainability as part of its corporate strategy. Consequently, the company has decided to cut greenhouse gas emissions, increase its use of renewable energy, improve water stewardship and invest in technologies that enable low-carbon production systems.
Figure 1: Global Overview of BHP Group
GLOBAL RESPONCES COMPANY
One of the world’s largest mining companies.




KEY OPERATIONS
Operations in more than 90 locations across the world.



MAIN PRODUCTS
Iron ore, copper, nickel, metallurgical coal, potash,



LOWER-CARBON TRANSITION
Investing in cleaner energy, low-carbon technologies and sustainable practices.



PURPOSE
To bring people and resources together to build a better world 




Source: Adapted from BHP Annual Report.

1.2 [bookmark: _Toc235725417]UNDERSTANDING THE MARKETING ENVIRONMENT
An organisation’s marketing environment comprises the internal and external factors which impact the capacity and capability of the organisation in terms of delivering value to the customers, attaining competitive advantage and carrying out stipulated objectives. As stated by Kotler et al. (2024), organisations need to keep tracking changes in their surroundings, as external factors can act in multiple ways leading to emergence of opportunities for growth and threats for reaching long-term goals.
It is generally believed that the marketing environment can be divided into micro and macro environment. The micro environment consists of such factors like customers, suppliers, competitors, intermediaries etc., which can have a direct effect on the organisation’s activities. Meanwhile, the macro environment consists of broader forces which the organisations do not control like politically, economically, socially, technologically, environmentally and legally (the so-called PESTAL).
The knowledge of external marketing environment is vital to businesses in the mining sector because the operations of those companies are significantly tied with environmental sustainability, governmental regulations, and international climate policies. In the case of BHP, increasing requirements for reducing the greenhouse gas emissions and shifting to low-carbon production solutions have had a significant impact on its marketing and sustainability strategies.
Figure 2: PESTAL framework highlighting the external marketing environment factors analysed in this report.


Source: Adapted from Kotler et al. (2024).

1.3 [bookmark: _Toc235725418]EXTERNAL MARKETING ENVIRONMENT
The external facets of marketing are the macro factors that affect an organization and its decisions. These are conditions that cannot be controlled by the company but can impact its decisions. As Kotler et al. (2024) put it, firms that operate in the industry that experiences changes need to monitor the outer environment regularly and thus identify new opportunities and threats. Therefore, in terms of BHO transition to lower-carbon mining, there are different external forces. At the moment, the Natural and Political and Legal Environment have the biggest impact on the process. These processes impact the company’s decisions on investments, food requirements, operating principles, future competitive positions, and many others. This research will provide a detailed analysis of the Natural Environment and Political Legal Environment impacts on BHP’s transition to sustainability.
1.3.1 [bookmark: _Toc235725419]Natural Environment
Increasing concerns leading to a transition in the expectations of stakeholders regarding the relationship between mining companies and the environment can lead to the existence of the natural environment as the cost in the global mining industry. Mining companies rely heavily on natural resources while simultaneously contributing to greenhouse gas emissions, energy consumptions water usage and biodiversity loss. As a result of the above-mentioned developments, the global mining industry observed a significant shift in the approach towards fulfilling the social responsibilities of BHPO and other mining companies by the investors, governments, and other members of the community.
BHP embraces the natural environment both as a hindrance and as a potential source of benefits. It has adopted several measures aimed at reduction of greenhouse gas emissions through increases in the renewable energy usage, better implementation of the energy efficiency principles, and investments in lower-carbon technologies. The implementation of such measures will help BHP improves its corporate image.
While there may be some positive aspects of the natural environment, it is also a source of serious operational and financial challenges. Moving towards lower-carbon mining requires the companies to make significant investments in clean sources of energy, clean technologies and emission reducing activities. Such investments may lead to diminished gains in the short-term and raise the costs of production. Mining operations also suffer from extreme weather disruption in production activities, influence availability of water and raise operational risks. From the marketing perspective environmental performance of BHP is an important issue for the company’s brand, as companies which achieve measurable results in terms of emission reduction are attractive for eco-friendly investors and industrial customers seeking sustainable supply chains. At the same time, inability to reach the announced sustainability goals may damage the company’s credibility and bring criticism from environmental performance evolves from a simple compliance issue to a strategic marketing resource influencing brand and market position of the company.
Figure 3: Natural environmental factors influencing BHP’s transition towards lower-carbon mining. Source: Adapted from BHP Annual Report (2024) and Kotler et al. (2024).
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Source: Adapted from BHP Climate Transition Action Plan.




[bookmark: _Toc235725420]1.3.2 Political and Legal Environment 
BHP’s shift to lower-carbon products is largely influenced by political and legal forces. Governments worldwide have enacted stringent climate, environment, and carbon reduction laws due to the international accords such as Paris Agreement. Hence, laws have put pressure on mining companies to deliver better performance in terms of environmental sustainability while complying with changes in laws. BHP’s investment policy, operations and strategy are impacted by laws. Carbon emission laws, environmental statistics, land reclamation laws, and water management laws create a necessity for the company to use clean technologies in production and manage sustainability more rigorously. This reduces regulatory risk and increases the investors trust, including that of shareholders who are paying more attention to ESG. Political decisions are the factors that influences BHP’s market possibilities. State investment in renewable energy projects and technologies increases the demand for copper and nickel that BHP produces. This way, favourable political decisions create new market opportunities for the company and at the same time contribute to the transition to cleaner production.
Figure 4: Political and legal factors influencing BHP’s sustainability strategy. Source: Adapted from Kotler et al. (2024) and BHP Climate Transition Action Plan (2024).
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                      Source: Adapted from BHP (2024) Annual Report.
1.4 [bookmark: _Toc235725421]CRITICAL DISCUSSION OF EXTERNAL ENVIRONMENT FACTORS
According to the analysis, the natural environment and the political and legal environment are the main factors prompting BHP to change its strategy to a new low-carbon business model. While the two kinds of external factors have different ways of creating influence, they are interrelated and thus act together when it comes to determining the corporation’s ability to complete in the long run. Environmental issues, namely climate change, growing emissions of greenhouse gases, and expectations of stakeholders regarding sustainability of business operations, have driven BHP to invest in renewable energy, greenhouse emissions reduction projects and more sustainable mining technologies. The political and legal environment also helps increase environmental expectations by imposing stricter standards, carbon reduction rules, and requirements for sustainability reporting. Of the two kinds of external factors mentioned above, the natural environment may be the most notable one since it is directly responsible for generating global demand, investor optimism, and corporate reputation. However, this is only possible if BHP effectively addresses environmental challenges while remaining efficient and profitable.
The political and legal environment serves as the driving force in helping BHP make progress in its sustainability transitions. Supportive policies and enforcement of laws are a necessary condition of faster pace of organisational change. Hence, success of BHP in the near future hinges on the need for integrating environmental innovation into regulatory compliance and marketing strategies in response to changing demands of stakeholders.
Figure 5: Interaction between external environmental factors and BHP’s strategic response towards sustainable competitive advantage.
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Source: Developed by the author.
Sustainable Competitive Advantage
Long-term value creation, stakeholder trust and leadership in the global mining industry
Strategic Response
Lower-carbon innovation, sustainable Operations and responsible mining 

[bookmark: _Toc235725422]TASK 2: STRATEGIC GROWTH AND COMPETITIVE POSITIONING 

[bookmark: _Toc235725423]2.1 COMPETITIVE POSITIONING OF BHP
BHP functions in one of the toughest mining environments where competitors not only achieve their production efficiencies; they are also evaluated in terms of sustainable operations, innovations in mining, and the ability to generate value in the long term. Governments and consumers become more and more interested in the importance of sustainability. This has greatly increased the pressure the mining companies experience and managing supply of important minerals. This situation has brought competitive advantages to firm by creating the possibility to compete in terms of sustainability as well. In order to become a global leader, BHP is in an advantageous position thanks to its considerable international presence, abundant resources, and pledges to sustainability over the long term. But upholding this position in business entails continuous investments in innovation and striving to adapt to dynamic market needs. As a result, competitive advantage of BHP is related to its capability to combine environmental sustainability with operational efficiency and strategic growth.

Figure 6: Key factors supporting BHP’s competitive position within the global mining industry.
Competitive Advantage
                                             Lower Cost                     Differentiation 
Competitive Scope
Narrow
Market
Broad
Market

Source: Adapted from Porter (1985)


[bookmark: _Toc235725424]2.2 PORTER’S GENERIC STRATEGY
As said by porter (1985), businesses can achieve competitive edge through one of the following strategies: cost leadership, differentiation and focus strategy. Out of all of these methods, it is differentiation which can help BHP make transition to zero carbon model. BHP differs from other companies by spending money on sustainable practices in mining, renewable energy implementation and technological improvement instead of competing on the basis of prices. As far as demand for eco-friendly products increases, industrial customers pay more attention to sustainability of their suppliers. This seems to be a good opportunity for BHP to add more value to the process by production of minerals that are produced in responsible way and which allow generating renewable energy and manufacturing electric vehicles. In addition to that, differentiation adds to corporate image of BHP in people’s opinion. Companies which show results of reducing their greenhouse emissions are likely to raise more funds from socially responsible investors and to gain positions on the market.
Figure 7: Application of porter’s generic Strategies to BHP.
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	Product Development
Develop new lower-carbon products and improve existing products for current markets (Recommended Strategy)
	Diversification
Develop new product for new markets
(Highest risk)



Source: Adapted from Ansoff (1957).

[bookmark: _Toc235725425]2.3 GROWTH STRATEGY USING THE ANSOFF MATRIX
The Ansoff Matrix constitutes a useful instrument aiding organizations in their expansion strategies by differentiating whether they need to concentrate on current or new product lines and markets (Ansoff, 1957). It involves four growth strategies: market penetration, market development product development is the most suitable strategy as it corresponds to the company’s ambition to cut down carbon emissions as well as the company’s ongoing relations with its customers. Market penetration implies producing and selling more of the existing products in existing markets. While this kind of approach might allow BHP to enhance its efficiency and get to know its customers better, it does not provide much in relation to satisfying the ever-growing global demand for sustainable minerals. Similarly, with market development which involves introducing the existing products into new locations.
For BHP, product development can be considered a better strategic choice as it enables it to create products with reduced carbon emissions while providing familiar services to its long-term customers and improving its manufacturing processes. BHP is able to actively develop low-carbon extraction technologies, sourcing energy for its mining operations from renewable energy sources, and using sustainable production methods, which are ensuring its constant supply of responsibly sourced raw materials needed for the production of electric vehicles and energy-efficient technologies. The mentioned strategy makes it possible for the company to build positive relationships with its client, to contribute to the achievement of environmental goals, and, thus, creates a strong competitive edge in the global market. On the other hand, diversification implies entering new markets with new products, which makes it the most risky strategy since it requires considerable investments and building capabilities that cannot be used in the current BHP operations.

[bookmark: _Toc235725426]2.4 RECOMMENDATIONS FOR SUSTAINABLE COMPETITVE ADVANTAGE
In order to preserve a sustainable competitive edge, BHP needs to focus on further enhancing the Product Development strategy through investment in advanced technologies that reduce carbon emissions from mining operation. The greater utilization of renewable energy sources, electrified mining machinery and implementation of low-carbon extraction methods would enhance efficiency of operations, strengthen BHP’s environmental goals in the long run and allow the company to satisfy the increased demand for responsibly sourced ores required for renewable energy system infrastructure and production of electric vehicles. Furthermore, BHP has to establish more strategic partnerships with governments, technology suppliers, and manufactures in the renewable energy sector. Cooperation in innovation can facilitate development of sustainable solutions for mining, increase resilience of supply chains, and create opportunities for knowledge exchange.
Moreover, the organization should maintain improving its Environmentally Sustainable Governance (ESG) reporting by supplying clear and quantifiable data on CO2 emissions reduction, biodiversity conservation, and engagement with local communities. A good ESG performance boosts stakeholders trust, attracts ethical investors and strengthens consumer confidence in a growing number of green markets. Lastly, investing more into digital technologies such as artificial intelligence, robotization, and big data analytics will result in cost-saving resource utilization, eliminating waste, and ensuring sound decision-making. Thus, applying technological innovations to sustainable business practices would enable BHP to solidify its competitive advantage and adjust to the dynamically changing market.



[bookmark: _Toc235725427]TASK 3: CRITICAL REFLECTION ON ARTIFICIAL INTELLIGENCE USAGE:
The artificial intelligence has been helpful through the development of the report through facilitating research organisation, improving language skills and ideas’ structuring. I used the DIFFERENT AI TOOLS FOR THIS RESEARCH. to identify marketing theories which can be used in the report. Such marketing theories include PESTLE analysis, Porter’s generic strategy, and the Ansoff Matrix. The artificial intelligence helped me to generate ideas for figures, to improve paragraphing and to de the Harvard Style of referencing. However, all the information that was generated by artificial intelligence has been WRITTEN IN MY OWN WORDS before using it in my report according to the University’s guidelines of responsible use of AI. Even through artificial intelligence has greatly helped me to write the report effectively, it is important to note that sometimes AI may provide inaccurate information. That is why in order to maintain academic quality, the information provided by AI has been compared with reliable sources of information such as Kotler et al. (2024), Porter (1985), Ansoff (1957), BHP’s 2024 annual report and the climate transition action plan.
When AI generated overly broad statements without evidence to support them, I replaced those statements with fact found in scholarly articles and the published documentation of the companies. I also manually cross-checked all in-text citations and references to confirm their presence in the bibliography section. There was a very clear difference between the role played by the AI and my academic efforts. The AI helped me in organizing my thoughts and provided suggestions about the structure of the reports along with clarifying the written paragraphs. But the choice of the case company BHP, the marketing environment of BHP, the recommendation for using the Product Development strategy and the analysis of the competitive advantage of BHP were all done using my knowledge of the module contents. I reviewed, AND WRITE IN MY OWN WORDS to make sure that my knowledge is not reflected through AI but rather my own analysis.




[bookmark: _Toc235725428]CONCLUSION:
The current report provided an analysis of the impact of external marketing environment factors on BHP’s transition to a lower-carbon business model. Strategic options for growth and competitiveness were outlined based on this assessment. It was found out that Natural Environment and Political and Legal Environment were two of the most important external marketing environment factors impacting the company’s operations. Growing concerns about climate change, tighter regulations and increased stakeholder expectations made BHP invest in renewable energy sources, clean technology and sustainable mining processes. Based on the above-mentioned findings, the report suggested Product Development as the best growth strategy for the company based on the Ansoff Matrix and supported by Porter’s Differentiation Strategy. Such a strategy would help BHP gain competitive advantages through development of lower-carbon products and sustainable operations in response to the rising global demand for minerals. 
Lastly, the discussion on Artificial Intelligence revealed how Artificial Intelligence is indeed an effective means that can be harnessed to enhance research and improve academic writing as long as it is used wisely. Nonetheless, it still requires human discernment and verification in order to maintain the academic standards of analysis. On the whole, the sustainability and innovation focus of BHP will enable the company to stay relevant amid the worldwide change in the mining industry.



[bookmark: _Toc235725429]REFERENCES:
Ansoff, H.l. (1957) ‘Strategies for diversification’, Harvard Business Review, 35(5), pp. 113-124. Available at: https://www.casrilanka.com/casl/images/stories/2017/2017_pdfs/sab_portal/course_material/strategies_for_diversification.pdf (Accessed: 23 July 2026).
BHP (2025a) Annual Report 2025. Melbourne: BHP Group. Available at: https://www.bhp.com/-/media/documents/investors/annual-reports/2025/250819_bhpannualreport2025.pdf (Accessed: 23 July 2026).
BHP (2024a) Climate Transition Action Plan 2024. Melbourne: BHP Group. Available at: https://www.bhp.com/-/media/documents/investors/annual-reports/2024/240827_bhpclimatetransitionactionplan2024.pdf (Accessed: 23 July 2026).
BHP (2026a) Sustainability. Available at: https://www.bhp.com/sustainability (Accessed: 23 July 2026).
BHP (2026b) Climate Change. Available at: https://www.bhp.com/sustainability/climate-change (Accessed: 23 July 2026).
BHP (2026c) Nature and environmental performance. Available at: https://www.bhp.com/sustainability/environment (Accessed: 23 July 2026).
BHP (2026d) Water. Available at: https://www.bhp.com/sustainability/environment/water (Accessed:23 July 2026).
BHP (2026e) Biodiversity and land. Available at: https://www.bhp.com/sustainability/environment/biodiversity-land (Accessed:23 July 2026).
BHP (2025b) Economic Contribution Report 2025. Melbourne: BHP Group. Available at: https://www.bhp.com/-/media/documents/investors/annual-reports/2025/250819_bhpeconomiccontributionreport2025.pdf (Accessed: 23 July 2026).
International Energy Agency (2024) Global Critical Minerals Outlook 2024. Paris: IEA. Available at: https://www.iea.org/reports/global-critical-minerals-outlook-2024 (Accessed: 23 July 2026).
Intergovernmental Panel on Climate Change (2023) Climate Change 2023: Synthesis Report. Geneva: IPCC. Available at: https://www.ipcc.ch/report/ar6/syr/ (Accessed: 23 July 2026).
Kotler,P., Armstrong, g. and Balasubramanian, S. (2023) Principles of Marketing. 19th edn. Harlow: Pearson. Available at: https://www.pearson.com/en-gb/subject-catalog/p/principles-of-marketing-global-edition/P200000010013 (Accessed: 23 July 2026).
Organisation for Economic Co-operation and Development (2024) OECD AI Principles. Available at: https://oecd.ai/en/ai-principles (Accessed: 23 July 2026).
OpenAI (2022) Introducing ChatGPT. Available at: https://openai.com/index/chatgpt/ (Accessed: 23 July 2026).
Porter,M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press. Available at: https://www.hbs.edu/faculty/Pages/item.aspx?num=193 (Accessed: 23 July 2026).
United Nations Frameworks Convention on Climate Change (2015) Paris Agreement. Bonn: UNFCCC. Available at: https://unfccc.int/sites/default/files/resource/parisagreement_publication.pdf (Accessed: 23 July 2026).
Whittington, R., Regner, P., Angwin, D., Johnson, G. and Scholes, K. (2023) Exploring Strategy: Text and Cases. 13th edn. Harlow: Pearson. Available at: https://www.pearson.com/en-gb/subject-catalog/p/exploring-strategy-text-and-cases/P200000007156 (Accessed: 23 July 2026).





TECHNOLOGICAL


Automation


Digital transformation


ENVIRONMENTAL


Climate change


Carbon emissions


legal


Environmental laws


Compliance standards


Low-carbon innovation


Water & biodiversity


Carbon reporting 











Cost Leadership

Compete on price across the industry 


Differentiation (BHP Strategy)
Compete through innovation, quality and systainability


Cost Focus 
Low cost within a niche market 


Diversification Focus 
Unique offering within a niche market








POLITICAL


Government stability


Trade policies


ECONOMIC


Global economic growth				


Commodity prices


SOCIAL 


Community expectations


Workforce safety


Exchange rates 


Resource nationalism


Social licence to operate 










image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image5.png




image6.png




image7.jpeg
Lol




image2.jpeg




image3.jpeg




image4.jpeg




