

[image: ]



	Module
	Marketing Management

	Module Code
	LCMB7024

	Student Name/ ID 
	Harsh Pyarelal Dhabhai/ 2541472

	Assignment Title
	Marketing Environment Analysis

	Submission Date
	22/07/2026













Table of Contents
INTRODUCTION	3
Task 1 Marketing Environment Analysis	3
Introduction to BHP	3
Marketing Environment Framework	4
External Marketing Environment Factor: Natural Environment	4
External Marketing Environment Factor: Technological Environment	5
Task 2 Strategic Growth & Competitive Positioning	7
Applying the Ansoff Matrix	7
Strategic Recommendation	8
Competitive Positioning	10
Task 3 Critical Reflection on AI	11
AI Tools Used	11
Verification Process	11
My Contribution	12
Ethical Reflection	12
CONCLUSION	12
REFERENCES	13

List of Figures
Figure 1: BHP Company Overview	4
Figure 2: Ansoff Matrix	7
Figure 3: Porter's Generic Strategies	10


[bookmark: _Toc235461501]INTRODUCTION 
The global mining industry is a key player in the provision of minerals like iron ore, copper, and nickel which are necessary in the manufacture of renewable energy and electric vehicles among other low-carbon technologies. Meanwhile, mining has a high carbon footprint resulting in rising demands from governments, investors, and consumers to cut down its negative impacts on the environment (Onifade et al., 2024). Being one of the biggest mining firms in the world, BHP is focusing on developing renewable energy, low carbon production processes, and new technologies in line with its climate strategies and to ensure its competitiveness in the emerging market. The following report provides critical analysis of the external marketing environment affecting the low-carbon production transition of BHP, an appropriate growth strategy based on Ansoff Matrix, competitive positioning, and artificial intelligence (AI).
[bookmark: _Toc235461502]Task 1 Marketing Environment Analysis
[bookmark: _Toc235461503]Introduction to BHP
BHP is the world’s largest mining firm listed in the stock market, with operations spanning more than 90 locations around the world and employing roughly 90,000 people. This company produces a variety of materials that are crucial in the manufacture of steel, renewable energy, electric vehicles, and securing food security across the globe such as iron ore, copper, nickel, and potash. BHP markets its products in China, Japan, India, Europe, and North America, where the demand for vital minerals is growing continually. The company has adopted a strategy of sustainable development, seeking to attain zero greenhouse gas emissions from Scope 1 and 2 activities by 2050 while investing in low-carbon technologies and future-facing commodities to support the global energy transition.
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[bookmark: _Toc235461522]Figure 1: BHP Company Overview
Source: (Ooze Studios, 2020)
[bookmark: _Toc235461504]Marketing Environment Framework 
According to Kotler et al. (2024), the marketing environment refers to the microenvironment and macroenvironment forces that affect the capacity of the organization to deliver customer value and reach their marketing goals. The microenvironment consists of consumers, suppliers, competitors and intermediaries, whereas the macroenvironment is made up of external forces like nature, technology, economy, and politics which help organizations in making strategic decisions. In this context, the present report will discuss about two major macro environment factors, viz., Natural Environment and Technological Environment, impacting BHP's shift towards being a low carbon company.
[bookmark: _Toc235461505]External Marketing Environment Factor: Natural Environment
Climate Change and Decarbonisation
The natural environment is the most crucial aspect of the macro-environment affecting the marketing strategy of BHP, since climate change has made sustainability from an issue of regulation to one of competitiveness. With the signing of the Paris Agreement, mining firms will be forced to cut down on carbon emissions, while continuing to satisfy the rising need for critical metals. BHP aims to cut its Scope 1 and 2 greenhouse gas emissions by at least 30% by FY2030 (based on FY2020) and achieve net-zero operational emissions by 2050 (BHP, 2020). It should be noted, however, BHP recognizes that many of the technologies needed to reach net zero emissions have yet to be commercially developed.
Resource Scarcity and Stakeholder Pressure
Climate change is causing greater water scarcity, loss of biodiversity and degradation of the land which will affect BHP’s efficiency and its license to operate. At the same time, the demand for copper, nickel, and potash has grown due to the investments of nations in renewable energy and electric vehicles. It is shown in empirical research that organizations which are investing in sustainability of their resources have greater resilience and value creation (Naseer, Guo and Zhu, 2025). However, at the same time, investors measure the performance of mining firms not in terms of their sustainability but in terms of their environmental performance. Governments have also been making more stringent environmental regulations.
Critical Evaluation and Marketing Implications
While environmental regulation increases capital costs and can have negative impacts on short-term profitability, there are opportunities for BHP to use environmental regulation to gain competitive advantage. The benefits of engaging in environmentally friendly mining practices include improving corporate image, gaining the trust of customers, attracting ESG investments, and distinguishing BHP from other mineral suppliers worldwide. Yet, these benefits come conditional on achieving tangible environmental results rather than developing grand narratives about sustainability. Empirical studies show that stakeholders tend to punish companies whose environmental message surpasses their environmental results, making greenwashing a critical threat to the firm’s business strategy (Lublóy, Keresztúri and Berlinger, 2024). Hence, in order to build sustainable competitive advantage, BHP needs not only to reduce the carbon footprint but also incorporate environmental performance into its marketing strategy and corporate communications (BHP, 2024b).
[bookmark: _Toc235461506]External Marketing Environment Factor: Technological Environment 
Innovation in technology is one of the main drivers of the macro-environment that helps BHP achieve the transition into a low-carbon business model and increases competitiveness at the same time. Investments in automation, Artificial Intelligence (AI), digital mining, electrification of fleets, hydrogen-based steelmaking collaborations and carbon capture are increasing to achieve higher efficiency and lower greenhouse gas emissions. Technology enables better decision-making, preventive maintenance, and automation, which leads to increased efficiency, safety, and environmental performance. BHP sees technology as an essential driver of future value creation (BHP, 2024a).
However, the implementation of cutting-edge technology comes with some important strategic implications. Electrification, hydrogen, and carbon capture technologies are costly to implement, and the degree of maturity of a number of the technologies used for decarbonisation is still unknown. In addition, digital transformation means increased demand for highly skilled workers in fields such as big data, AI, and automation, leading to an already existing shortage of skills in the mining industry. Empirical evidence shows that innovation has positive impacts on productivity and performance only when accompanied by other factors (Paovangsa et al., 2025).
From the marketing point of view, the technological edge possessed by BHP allows for better brand innovation, increased customer assurance from providing lower carbon emissions minerals, and also gives assurance to investors through evidence about its future resilience. However, the technology in itself is not sustainable competitive advantage because it can be copied by other companies. The competitive advantage that BHP enjoys will come only if it can integrate its technological innovations into sustainability, ESG communication, and stakeholder value creation. Lack of capability to commercialize any form of value from those technologies could lead to a lack of stakeholder trust.
Critical Summary 
In summary, it is clear that the natural and technological environment are not two independent variables; rather, they are two interdependent elements that push the company towards its strategic change. Despite all the difficulties that arise, including legislation, resource scarcity and uncertainties related to technology, there is a chance for the company to enhance its competitive advantage in terms of value creation. However, future success will depend on the company’s capability to meet its environmental goals in spite of technology and money issues. As the company itself has stated, achieving net zero carbon emission requires technological breakthroughs and cooperation across industry sectors and cannot be achieved solely through organizational efforts. In other words, BHP’s sustainable competitive advantage depends on its capacity to incorporate environmental performance, technology and communication in its marketing strategy.
[bookmark: _Toc235461507]Task 2 Strategic Growth & Competitive Positioning 
From the analysis of the external marketing environment, this section will analyse how BHP is able to convert the environmental and technology challenges into growth opportunities. The findings reveal that the increase in climate change regulations, changes in stakeholder demands, and technological developments have impacted the competitive environment in the global mining industry. Instead of considering these external forces as obstacles, BHP has an opportunity to improve its competitive position by taking advantage of these factors. As a result, this section will use the Ansoff Matrix in order to determine the most suitable growth strategy for BHP.
[bookmark: _Toc235461508]Applying the Ansoff Matrix
[image: Ansoff Matrix: What Is It And How To Use It?]
[bookmark: _Toc235461523]Figure 2: Ansoff Matrix
Source: (Boolkah, 2024)
The Ansoff Matrix, often called the Product/Market Expansion Grid, is a two-by-two framework used by management teams and the analyst community to help plan and evaluate growth initiatives. Ansoff Matrix recognizes four strategies for growth including market penetration, market development, product development, and diversification. All four are potentially beneficial strategies, yet the application of any strategy depends on the external business environment of BHP as well as its strategic goals (The Strategy Institute, 2024). Market penetration strategy is difficult to apply since BHP already has a strong foothold in mature markets of iron ores and further growth can only be achieved by existing products. Market development strategy will result in geographic expansion but involves the risk of geopolitical instability, trade issues, and volatile commodity prices that do not solve the issue of rising demand for low-carbon products. Diversification strategy will help decrease the level of risk but involves high costs and capital expenditures as well as entry into unknown areas of business operation.
In comparison, product development is the best fit for strategic alignment with the sustainability goals of BHP and changing customer preferences. Indeed, the company is shifting its focus toward forward-looking commodities such as low-carbon copper, green nickel and high-quality iron ore for near-zero-emission steel manufacturing. It invests in advanced ironmaking technology and creates strategic partnerships to ensure the production (BHP, 2024c). Modern scientific researches prove that sustainable product development helps to create competitive advantages because of increased value for customers and better ESG performance and differentiation in the market (Masud et al., 2026).
However, it is important to remember that product development strategy is not devoid of risks. Indeed, there are uncertainties in commercial demand for premium low-carbon goods, higher costs compared to traditional products and intensive investments of competitors in related technologies. As a result, the competitive advantage of BHP will be ensured not only through the introduction of green goods, but through their commercialisation and lower cost as well as carbon intensity verification. Thus, product development is the most strategic growth alternative because it contributes to decarbonisation and market differentiation.
[bookmark: _Toc235461509]Strategic Recommendation 
BHP needs to reinforce its product development strategy by speeding up green mining, using renewable energy sources to support their operations, investing in hydrogen-based technologies for iron and steel, and forming strategic collaborations with worldwide steel makers. This is a direct response to the rising need for environmentally-friendly raw materials and the existing strategy of BHP to gain more exposure to future-oriented materials and decarbonize the value chain of steel production. BHP has already created collaborative relationships with companies such as HBIS, POSCO, Tata Steel, China Baowu and ArcelorMittal in order to create sustainable steel technologies (BHP, 2025). The success of this process can be assessed through metrics such as carbon intensity per ton of product, the percentage of electricity generated by renewable sources for its operations, the amount of low-carbon iron ore and copper products purchased by its customers, and the percentage of its income earned from future-oriented commodities such as copper, nickel, and potash.
The strategy offers environmental and commercial advantages. Renewable energy can minimize risks associated with carbon prices and energy price fluctuations, while iron-making based on hydrogen may enable significant reductions in the amount of greenhouse gas emissions along the entire steel value chain. Studies show that hydrogen-based direct reduction technology is one of the best options for producing zero-emission steel; however, implementation of such a technology at scale is hindered by the availability of renewable hydrogen (Margutti et al., 2026). There is empirical evidence that an early adoption of decarbonisation technologies helps firms benefit from green market opportunities (Yadav et al., 2025).
However, the recommendation also has its risks. The hydrogen-based technology is associated with high capital investments, renewable energy infrastructure, and an uncertain return on investment. BHP acknowledges that the maturity of the technology, issues in the supply chain, and changing climate policies might further complicate the implementation process and make it costly. Consequently, the implementation process should be carried out gradually, beginning with the expansion of mines driven by renewable energy and mine electrification, followed by piloting of the hydrogen projects with the steel companies. Such gradual approach will not only decrease the financial risk but also help BHP develop new skills and gain competitive advantage.
[bookmark: _Toc235461510]Competitive Positioning 
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[bookmark: _Toc235461524]Figure 3: Porter's Generic Strategies
Source: (Jurevicius, 2025)
Porter’s Generic Strategies, devised by renowned strategist Michael Porter, provides businesses with a structured approach to gaining a competitive advantage.  Porter’s Generic Strategies suggest that differentiation represents the best competitive strategy for BHP since the ability to maintain its competitive advantage in the mining industry depends nowadays on environmental performance, technological capabilities, and stakeholders’ confidence, rather than just cost. The company distinguishes itself through sustainable mining operations, development of renewable energy and electrification of mines, innovation in carbon-free steel production technologies, as well as provision of future-oriented minerals like copper, nickel, and high-quality iron ore required for decarbonisation. This allows the company to compete in terms of value rather than cost, improving customer relations and attracting ESG-oriented investors. Unlike other competitors, including Rio Tinto, Vale, and Fortescue, the differentiation offered by BHP is wider since it involves exposure to future-facing commodities on a large scale, green mining powered by renewables, green steel collaboration, and decarbonisation throughout the value chain. While other companies have made strides in their sustainability efforts, BHP has taken steps to incorporate this into its product development strategy. Finally, new research findings claim that the use of sustainability metrics becomes more relevant to distinguish mineral commodities compared to the traditional perception of competition based on cost (Ren, Zeng and Zhong, 2023).
However, the sustainability of this strategy remains uncertain. Differentiation implies significant long-term investments in clean technologies, digital mining and research. They will decrease the profitability of the firm if the consumer demand for such products evolves slower than anticipated. Also, green technologies have become widespread across industries; hence, it allows rivals to copy the innovation and undermine the competitive edge. It has been found out that firms that pursue ambitious environmental policies attract higher attention regarding the credibility of sustainability claims and, thus, run high risks of negative reputation if their environmental policies do not lead to results (Kudłak, 2024). Consequently, the competitive edge of the company will be defined not by environmental claims but by the demonstrated decreases in emissions, by constant innovations that outpace rivals, and by ESG performance that forms a value proposition of the company.
[bookmark: _Toc235461511]Task 3 Critical Reflection on AI
[bookmark: _Toc235461512]AI Tools Used
The usage of AI was solely limited to proofreading and language polishing, not to the generation of ideas, analysis of the data and preparation of the report. In particular, ChatGPT was utilized in order to enhance the grammar, sentence structuring and writing style after the draft of the report had been written. Google Scholar was utilized independently in order to find peer-reviewed scientific articles and credible sources. Thus, all the research, source selection and literature review were conducted manually using Google Scholar, which means that all the academic content presented in the paper is based on the research conducted by me, not by AI.
[bookmark: _Toc235461513]Verification Process
Even though I had used AI only for proofreading, every suggestion had been critically assessed before being accepted. The information used in my report had been checked against the information found in peer-reviewed journal articles accessed through Google Scholar, BHP Annual Report and Sustainability Report, and relevant government and international sources where necessary. This made it possible to avoid any false information in the report and helped ensure its accuracy.
[bookmark: _Toc235461514]My Contribution
All the intellectual contributions made in the development of this report have been my personal contribution. I conducted the search for the literature, selected the sources, carried out the analysis of the marketing environment of BHP, applied the Ansoff Matrix and Porter's Generic Strategies and formulated the discussion, conclusions and recommendations. Thus, AI improved the presentation of my ideas, but did not affect the academic arguments in any way.
[bookmark: _Toc235461515]Ethical Reflection
Through this experience, I have come to realize that artificial intelligence is capable of enhancing the writing process as well as saving time spent on proofreading. Nonetheless, the dependence on artificial intelligence will limit independence as well as impede the development of analysis skills. At the same time, suggestions made by artificial intelligence may alter the initial meaning of the text or may fail to consider subject-related terminology when adopted blindly. Consequently, the usage of artificial intelligence calls for transparency and human supervision. Through this experience, I have realized that the learning process must be independent, reflective and evidence-based.
[bookmark: _Toc235461516]CONCLUSION 
In conclusion, this study finds that environmental and technological changes will transform the marketing environment of BHP. The adoption of the product development strategy, backed up by Porter’s differentiation strategy, is the best way forward for sustainable growth. Through the creation of innovations and future commodities, BHP can ensure its competitive advantage and good positioning in the upcoming low-carbon world.
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