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[bookmark: _Toc129894701]Introduction
	The marketing is used by an organisation to makes the customer aware about the offered goods and services and resulted to engage and assist them to take suitable buying decision. The marketing plan is an essential plan and it is used to create and maintain demand, reputation, relevance, market competition and many others as well. The marketing is resulted to induce positive impact over business as it assist to build brand reputation and provide active engagement and it resulted to attain long term relationship with customers (Alessi, Hirschbühl and Rossi, 2022). It is also resulted to induce positive impact and it is used to create brand ambassadors so that customers get engage and satisfied in better way. The marketing functions are resulted to build effective and effectual understanding about the marketing processes, tools and strategies. Moreover, these are the functions that cohesively assist the personal and professional to make consistent marketing strategies and thus market value and its possibility get enrich in valuable manner. The fundamental marketing functions are based on different aspects and it is as summarised follows as research, distribution, product, sales promotion and management. The proactive management resulted to improvise visibility of an organisation and thus potential customers are engaged more effectively. The report is based on Burberry and it is a venerable British brand that was established in 1856 and known for its cashmere scarves, trench coats and iconic check. The report below provides relevant information about range marketing functions and its impact over customer need. 
[bookmark: _Toc129894702]Explore range of Marketing Functions within a UK based organisation and how these functions impact customer needs
Burberry is born from innovation and it is a Global luxury brand with a rich British Heritage and the organisation was founded in 1856. The brand is underpinned with a passion for outdoors and the owner (Thomas Burberry) invented innovation and rain-ready fabric that is gabardine to explore and protect from different elements. In this business is able to create iconic trench coat and it remains as the core of business (Baines and et. al., 2021). The strategy of an organisation is to transform and growth the working to elevate true and luxury positioning. The brand revitalised the brand and resulted to strengthen the ability to product offer and it often resulted to enhance experience of customers. In concern of these values and principle, Burberry is able to make strong foundation and the goal is to accelerate performance and leverage unique brand equity, higher quality growth, deliver sustainable and continue to put efforts for better business. The business model of Burberry is related to luxury brand and it is as illustrate follows as:
	People: The organisation is open, caring and inclusive for employer and thus able to strive to makes an open space for people to work and express their creativity and growth as both personally and professionally (Dietrich and et. al., 2022). Burberry target diversity to people and rich variety of experience and skills thus bring the brand to many background and culture and represent 129 nationalities in 34 territories and nations. 
	Customers: Burberry works to create beautiful products and design to excite and inspire customers and the aim of business is to make possible anticipation of customers to fulfil future desire. The customers are able to enjoy products and engage with brand as online and interact with team in store and able to place highest importance to experience of customers. 
	Brand: Burberry is a luxury brand and pioneer outwears with uniquely and identifies commitment to quality, creativity and innovation. The business is custodians of brand and rich in heritage and history and builds the working on standard principles. The management takes decision to guide by values and purpose and align the identity and safeguard intellectual property in all across world. 
	Financial: Burberry is a member of FTSE 100 Index and invests in business to generate growth and development and deliver value to shareholders and ensure that long term sustainable future is achieved with prominence (Kartajaya, Setiawan and Kotler, 2021). The business is committed towards stakeholders and doing right by all. 
	Manufacturing: The organisation is committed to enhance quality and craftsmanship and it is been as hallmark of brand as an inception. Burberry makes heritage of trench coats, leather goods and excellence overseas manufacturing of different goods and services as from prototyping and coordination with production.
Stores: Burberry serves the customers by following network and resulted to directly operate and franchised the store and online practice as well. The business provides seamless and omni-channel experience to customers and it is aligned with brand with vision and outstanding service that is tailored to meet need and desire of customers. 
The marketing functions reflects key component about the marketing process and it resulted to assist the business to succeed growth and development in strategic or systematic manner. The functions are used by business to build relevant understanding about the industry and resulted to develop effective and efficient marketing campaign and thus brand and its services get promoted in better way. The marketing functions consist of set of roles and responsibility and it is taken by team to design, execute and organise a successful marketing campaign and it often contributes to effective working of marketers. There are seven marketing functions and the goal is to promote and sell respective goods and services in competitive marketplace (Lucia, Hirschbühl and Rossi, 2022). The organisation is able to develop and build better understanding about the key purpose of marketing strategies, tools and processes and these functions basically work cohesively to assist professionals to develop consistent and constant strategies of marketing. 
Promotion: It is a function that is used by brand to foster brand awareness and business is able to educate the targeted audience about product and services of brand. It resulted to induce direct emphasis towards potential customers and the function also varies as from marketing professionals and they tailor particular brand, product and targeted audience. The promotion also consists of different strategies and it is related to email marketing, public relation, social media advertisement, digital advertising, brand partnership, content marketing, event, influencer marketing and others (Savina, 2021). These are the methods that make an attempt and build excitement level about product and services and require supporting function in successful manner.  
Selling: It is a function that consists to perform marketing to communicate with potential customers and thus sales lead is pursue with relevance. The marketing manager ensure to build effective relationship with potential customers and thus able to collaborate effectively with market. 
Product management: It consists of design; development and improvement of appropriate goods and services and with this management make clear understanding about need of customers and then makes relevant change accordingly. In this business seeks to analyse competitors, communicate with customers, implement feedback, conduct market research and coordinate with other departments. 
Pricing: The function is used to incorporate change with cost and value and thus ideal price is fixed in between customers and their perception about value of product and actual cost of production. 
Marketing information management: It is a function through which business is able to make optimise change in marketing strategies and attain focus towards information and data and thus it is essential to collect and store data as customer demographics and preference. 
Financing: It is a marketing function that is involved with securing of fund as either internally or externally and thus suitable marketing campaign is processed (Umar and et. al., 2021). The manager secures future funds to quantifiable positive return over investment. 
Distribution: It is a function related to process of transportation about goods and services of business and thus different channels are targeted such as online store, sales call, and magazine, wholesale and retail stores. The manager ensures to reach out to potential customers through physical and digital methods of distribution. 	
	The marketing mix is used by an organisation to set marketing characteristics and tools and thus it is used to enhance penetration in target market group. The marketing mix strategies induce direct focus towards different aspects as marketing and branding of an organisation and it assist the business to choose and decide about suitable strategy of marketing. The organisation is able to make use of different resource and budget allocation to various aspects of marketing strategy and product development and it allows Burberry to make use of right and effective marketing tactic with concern of promotional need. Burberry makes use of marketing strategies to achieve preferred goals and objectives and thus broader organisational goal is achieved with relevance and it is as summarised follows as:
	Product: It is one of the most essential components and thus Burberry ensures to make use of distinctive characteristics of product by an organisation. There are specific aspects that are targeted by Burberry to target customers through product and it is as summarised follows as:
	Quality: Burberry maintains higher quality of goods and services and adds value at different stages through value chain (Weston, 2022). The organisation procures raw material as from trusted and reliable suppliers and there are raw material that is processed carefully to maintain specific surround and it resulted to maintain high and consistent quality of offered goods and services. The higher quality delivers and promise and provide distinct competitive advantage and thus valuable changes are aligned as per preference of customers.  
	Ease of use: The organisation manufactures its product and it is relatively easy to use and there are different products that come as manual users and it is easy to understand and provide simplified instruction for usage of product. The consumers also make 24*7 helpline and build better and detailed based understanding about the usage of product. The retail representatives offer a detailed instructions and an explanation with regard and usage of products and time of sale. 
	Portfolio broadness: Burberry offers broad portfolio of products and it assist the brand to reach out to different target group in market. It allows the business to enhance financial strength and broader portfolio resulted to add more value of organisation. 
	Benefits of product consumption: Burberry offers functional range of benefits to customers and thus able to offer delivered and promised services (Grilec, Vukusic and Dujic, 2020). Burberry target distinguish aspects and it used to deliver emotional range of benefits to customers. The product sold and manufactures of Burberry promise the customers as boost, security and confidence and promise adequate fulfilment to meet psychological need about product consumption. 
	Price: It is an element through which Burberry attain focus towards hybrid strategy for pricing and thus able to obtain maximum value for appropriate goods and services. It is also based on combination of various techniques for pricing of products and it is as summarised as:
	Premium pricing: Burberry uses premium pricing and able to encourage favourable quality perception of products amongst customers and business is able to encourage the favourable quality perception. Burberry is successful as it provides exclusive range to customer with restrict of sales and production and it lead to perception of luxury in consumption of products. 
	Psychological pricing: Burberry target different products range and use psychological pricing and thus successfully able to aid more value to products as from viewpoint of customers. Burberry is able to enhance its target audience by broaden its target purchaser group. 
	Geographical pricing: The organisation is able to penetrate its pricing in regional market and make optimal usage of pricing and it allows the business to cover shipping and customer expense (Al-Jaberi, 2022). It also allows the business to maintain consistency revenue growth and it resulted to alter pricing in different market and related to local currency value. 
	Bundle pricing: Burberry is known for this strategy and it is used to enhance sales and trail rate for consumers also get increases. In this business is able to control cost and price by lower distribution and marketing expense. 
 	Place: It is one of the most essential factors and thus Burberry is directly able to relate the working stability with accessibility for consumers. It is also associated with different factors that are as summarised follows as:
	Company-operated stores: Burberry operates its store in all market and it gives higher control to business as they have control over operations and to design and store layout (Chen and et. al., 2021). The organisation is able to interact directly with consumers and gather essential information by targeting customer behaviour and feedback of consumers used to take effective decision making. 
	Licensed stores: Burberry is also known for consumers as they enjoy different product offering and it resulted to decrease financial and physical investment in unstable market. The organisation face higher business growth and it resulted to boost rapid market penetration and expansion. 	
	E-commerce: Burberry is developed successfully through operational website and thus able to make online order placement and order tracing and thus able to encourage the sales through social media platforms and thus direct interaction is build with customers (Kumar, 2020). In addition, online retailing assists the business to boost sale and enhance accessibility of products to customers. 
	Supermarket and hypermarket: Burberry places its product in stores in all across the nation and thus able to target higher number of audience. It is an aspect that resulted to enhance and improvise cost efficiency of organisation with effectiveness. 
	Partner agent: Burberry in offshore locations makes use of partner and thus able to produce placement of products and able to evaluate and assessed strategic reliance and compatibility. The organisation uses partner agent while working in other nation and thus able to ensure quality control and terms of negotiation. 
	Promotion: It is an element through which Burberry is able to take active usage of strategies and promotional tactics that allows the organisation to build effective and efficient interaction with customers and it often resulted to affect and influence customers on direct basis. The organisation makes use of 360 degree approach and uses different platform for promotion that is as illustrate follows as:
	Digital marketing: Burberry is basically has corporate profile on portals and social media sites thus uses the same to make direct engagement with potential customers. The direct interaction and engagement allows the business to build relevant understanding about customers and thus need and demand get fulfilled in better way. Burberry uses feedback and it incorporates with broader organisational and marketing strategy. In addition, business also resulted to maintain corporate website and uses product information for ongoing sales and campaign. 
	Reward program: Burberry makes use of loyalty card program for their customers and able to allow the customers to redeem the points with exchange of products and other exciting gifts that is directed by business (Belk, 2020). The cards are also purchased by customers as complementary aspects and it resulted to enhance high value purchase. 
	Community influencer: Burberry uses this to promote its offered goods and services as its on-ground efforts for promotion and management often ensure to induce confident and strong individuals thus able to connect directly to communities. The organisation uses these to brand ambassadors and influencer and thus invite more people to see the benefits.
	Conventional marketing: It is an aspect through which Burberry is able to advertise consumer based magazine and it consist of home decor and to magazine of home management. The magazine advertisement isn’t much frequent but it appears as twice for every quarter of fiscal year (Nti, Adekoya and Weyori, 2020). The organisation target higher density location and make use of house hoarding and with this market visibility get increase and business is able to build stronger recall of brand. In addition, Burberry uses TV advertisement as an emotional appeal and highlights the functional benefit of product. 
	People: It is an element that induce essential and suitable focus towards people building and people development and able to realise the importance of building strong relationship with employees. The organisation is able to develop people and employee and along with this attain direct focus towards different aspects and it is as illustrate follows as:
	Training; Burberry and its management make sure that employees has undergone with regular training sessions for skill enhancement and development (Grewal and Levy, 2021). The training and development is one of the most essential aspect and business attain direct focus towards organisational and management skills. The management target training sessions and different activities through which business is able to identify need of employee and their progression, growth and development. The training and development resulted to develop employees with active engagement and thus balanced learning is perceived with relevance. 
	Organisational ownership: Burberry works to strengthen and enhance organisational commitment of employees and organisation ensure to build maximised loyalty of employees and thus individual is able to reflect optimally at work. The management build understanding about satisfaction of employees and attain lead and satisfaction of customers. In addition, regular share is offered and it consist stock sharing and thus organisational commitment also get enhance. 
	Motivation building: Burberry motivates its employees through creative and excessive culture of an organisation and thus provide different reward program, bonus that distribute accordingly (Silvano, 2020). The appreciation program is also used to acknowledge work and performance of employees at work. 
	Succession planning: Burberry is a leading organisation and thus focused to conduct succession planning and it is processed through internal promotion and from external recruitment and thus need of business get fulfilled. It allows the business to be prepared for different challenges and be resourceful to enhance working proficiency. 
	Process: It is an element that is based on organised and systematic process that is taken place by Burberry to enhance consistency and regular growth of business. It is also related with different functions that is as illustrate follows as:
	Operations: Burberry makes clear and defined goals to communicate with employees and ensure that employees are trained and knowledgeable to process different functions. The operational processes attain focus to maintain higher quality level and standard so that procurement of final sale of products gets processed with relevance. In this online portals is used that build strong backup at managerial purpose of organisation. 
	People management: Burberry has clear and defined goals and thus able to streamline its working in systematic manner (Morais, 2020). The organisation follows specific guideline for training, recruitment, compensation management and performance management of employees so that a sense of transparency is developed and it resulted to create an environment of trust. The progressive people management system keeps the workforce happy and satisfied and its outcome reflects as satisfied customers. 
	Quality maintenance: Burberry follows defined policies and processes so as to maintain and manage quality and thus all the products of organisation undergone with triple quality check and ensure that customers receives best product at production and distribution level. 
	Store management: It is processed through stringent and close monitored policies and processes and it is resulted to enhance working performance of employees (Vaissman Guinsburg, 2020). The management considered policies and procedure to maintain quality of products and cut down unnecessary cost and expense. 
	Physical evidence: It is based on marketing strategy that allows influential working to consumers and thus appropriate offering is processed and it is as briefly described as:
	Store atmosphere: Burberry makes store design and management as in creative and exciting manner and thus customers feel relaxed and comfortable while interact and also tends to enjoy product offering. In this organisation is able to control working and make positive control so that appeal of working gets change. 
	Packaging: Burberry follows unique packaging and makes vibrant touch with regular change in pattern and colour and keeps the logo simple thus it is recognised by consumers with ease (Lanzillotta, 2020). It is much sophisticated thus matches with brand image and inspire customers to make use of offered goods and services of Burberry. 
	Website design: Burberry keeps the website customer friendly and makes an interface that allows easy navigation and builds better understanding about different product offering. The designed patterns are processed with effective packaging thus Burberry is able to match need of campaign and enhance sales offering of business.
 

[bookmark: _Toc129894703]Conclusion 
It has been summarised from the above that marketing functions of an organisation is used to assess customer engagement and satisfaction and it resulted to make optimise and promotional campaign for new goods and services. The marketing is resulted to offer range of goods and services and it resulted to make meaningful issues that are faced by customers and it resulted to assist new technologies and solutions and it is implemented to achieve possible and potential outcome. The organisation ensure to make direct contribution about to solve respective issues related to social and environmental challenges and it is referred to affect working competence of direct basis. Moreover, the organisation makes use of both traditional and digital marketing activities and thus able to create more awareness and it is involved with different activities and it is used to involve and communicate with potential customers. The functions are used to inform the brand about offered goods and services and thus business is able to convince the customers to purchase offered goods and services. Furthermore, the organisation make use of marketing to target people those are interested in suitable products and services and it is processed to make market analysis, research and it tends to contemplate interest of ideal customers in business and often resulted to attract people through messaging and it assist to attain attraction of target group. In the end, the marketing management is much responsible and it is used to perform different functions and thus marketing goals and objectives are achieved in systematic manner. 
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