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Executive summary
The purpose of making this report is to reshape the strategic direction of Rio Tinto towards the development of innovative and personalised customer care. As per the findings of the report, various types of frameworks and models have been applied to the company to get a clear understanding of the strategic choices and decisions that can be applied in the business of the company towards delivering personalised customer care. According to the relevant marketing models, offering quality products at affordable prices can facilitate the company towards achieving huge business growth and higher market share. 
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[bookmark: _6m44u0mxmvxr][bookmark: _Toc140179270]Introduction 
The business growth and success of an organisation greatly depends on their adopted strategic decision and choices. Strategy decision-making is the process of identifying, evaluating and selecting the best strategy that assists the business in achieving the organisational goals and objectives and obtaining customer satisfaction and major competitive advantages (Proctor, 2018). Strategic decisions must be aligned with the company’s mission, vision, objectives and interest of the key stakeholders to gain the maximum competitive edge in the business market. According to the business trends, customer preferences and requirements, and available business and technological infrastructure, organisations often need to modify their strategic direction in order to stay relevant in the contemporary business environment (Habib and Habib, 2019). This report will provide potential effective strategies to reshape the strategic direction of Rio Tinto. There is a need to reshape the strategic direction of this company to deliver innovative and personalised customer care for the purpose of attaining more sustainable competitive benefits.
Rio Tinto Plc is regarded as the second largest multinational metals and mining corporation in the world, which was established in the year 1873. The company operates in 35 countries across the world in the mines, refineries, and smelters, as well as in the research and development labs, sales office, data centres and artificial intelligence. The organisation is always struggling to find a better way to offer the materials that the world requires (Secundo, 2022). The company has near about 52000 employees with more than 2000 customers. To provide the best strategic options for the company to deliver better customer care, a thorough strategic analysis will be conducted in this report. For the strategic analysis and options, various frameworks or models like PESTLE analysis, SWOT analysis, Ansoff matrix, Bowman’s Strategy Clock and Porter Generic Strategies will be undertaken here. Moreover, the implication of the proposed strategy in the organisation will be described here. 

[bookmark: _Toc140179271]Strategic analysis of the company and main findings drawn from it
[bookmark: _Toc140179272]External Environmental Analysis

The PESTLE analysis is a strategic tool for analysing the organisation's macro environment. The PESTLE analysis is an acronym for - Political, Economic, Social, Technological, Environmental & Legal factors. In this scenario, the PESTLE analysis is being utilised to identify the factors that impact the macro environment of Rio Tinto. 
[image: Pestle Analysis Examples to Unlock Business Growth]
Figure 1: PESTLE Analysis
(Source: Capobianco et al., 2021)
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Figure 2: Distribution of Rio Tinto's revenue from 2011 to 2022
(Source: Garside, 2023)
 
	Factors
	Impact

	Political
	· As per Figure 1, political factors play a significant role in determining the impacts on Rio Tinto Ltd. mining industries is one of the industries which are primarily impacted by changes in international political relations (Capobianco et al., 2021).
·  The conflict between the US-China led to severe optimism in many other parts of the world, making the superpowers look for new sources for generating critical minerals (Wang et al., 2021). 
· But Australia benefits from the low reliance on US-China goods and Rio Tinto. The global miner Rio Tinto was significantly concerned about the escalating trade war but had no issues with the orders from the US and Chinese customers and reported a 12 per cent rise in the first-half profit. 
· After the sanctions imposed by the US on Rusal, Rio Tinto missed out on the recent price gains in alumina, which cost them numerous million dollars for not considering the pricing in old alumina contracts. 
· The influence of the Brexit partition is minimal on Rio Tinto as the mining company does not trade much in the UK and EU (Popham, 2021). Thus Rio Tinto pledged to keep its head office in London even after the Brexit partition. 

	Economical
	· The mining corporation Rio Tinto's revenue in 2022 globally amounted to ＄55.55 Billion, and the net income approximately amounted to ＄12.4 Billion. The company's operation in China accounted for its most significant revenue share. 
· The above Figure 2 shows that Rio Tinto generated sales revenue of more than ＄54 Billion in the year 2022 (Garside, 2023). 
· The United States is always considered the second largest market in revenue, generating more than 18 per cent in sales revenue. As of 2022, the Corporate tax paid by the company was ＄6.9 Billion, and the community investment amounted to ＄62.6 Million (Garside, 2023).
·  The contributions to the development programmes accounted for ＄18.2 Million, while the payment in employment costs was ＄6.0 Billion in 2022. The mining company also spent ＄2.7 Billion with local suppliers, which is 14.5 per cent of their accumulated contestable spend. 
· The amount paid to landowners was ＄229 Million in 2022. The economic contributions generally include the taxes paid to the local and national governments with the dividends paid to shareholders.


	Social
	· The company in 2021 had contributed an amount which is more than ＄72 Million to the community programs that generally cover health, community infrastructure, services and education. 
· The company collaborated with Gumatj Corporation, Northern Territory, and Australian governments to establish the "Gulkula Regional Training Centre" to offer job training to the local Yolngu people (Holcombe and Kemp, 2020). 
· It has also supported the first native-owned and operated "Gulkula Mine" by buying and exporting the bauxite. In the lands of Mongolia, the "Oyu Tolgoi" mine of Rio Tinto collaborated with "the Wildlife Conservation Society", NASA, Stanford University and Kering (Luxury Group) to implement the "Sustainable Cashmere Project". 
· The initiative aims to increase and diversify the incomes of the local herder by improving access to new markets through technical and financial support (Johansson, Martin and Mapunda, 2023). In Madagascar, for diversification of the local economy, the QIT Madagascar Minerals team of Rio Tinto generally provides funding for modernised equipment and business skills with training for supporting the local agricultural companies. 


	Technological
	· In 2021, Rio Tinto launched the "Safe Production System" to improve its operations in managing assets and performance and helping its people innovate (Zhou et al., 2020). 
· Through the SPS, the company draws data more efficiently by understanding the health of the assets, maintenance scheduling and effective bottleneck solutions. Thus it improves production efficiency by increasing safety management at sites where SPS are deployed. 
· The mining company Rio Tinto has implemented a new technology for delivering low-carbon steel by utilising sustainable biomass with microwave technology instead of coking coal in the steel-making process (Rissman et al., 2020). This is potentially a cost-effective option for reducing the industry's carbon emissions. 


	Legal
	· The mining company Rio Tinto has been held accountable and charged for illegal activities numerous times for the harm it caused to the environment. For this new law of the UK has been proposed, the Business, Human Rights and Environment Act to bring any company to court for violating the environmental laws. 
· The company has been accused of engaging in environmentally destructive practices. In many parts, it has been contaminating the waterways and harming the aquatic livelihoods. In 2000, the company was alleged under the Alien Tort Claims Act in US federal court for improperly dumping the waste rocks and tailings from the mining operations of Paguna, which significantly harmed the environment and the health condition of the people.
·  They also alleged that the company is significantly involved in racially discriminatory labour practices at the mine by paying the local black workers considerably low wages (Lewis, 2022). The company was also complicit in the war crimes and crimes against humanity caused by the PNG army in the secessionist conflict at Bougainville. 


	Environmental
	· Although it has been found in numerous reports that Rio Tinto caused massive environmental degradation, it has now aimed to achieve net zero emissions by 2050 (Knoblauch and Dargusch, 2022). 
· The company has invested ＄537 Million in decarbonising its Tinto Iron and Titanium Quebec Operations by collaborating with the Government of Canada. The company also collaborated with the "Biofuel Trial" to reduce its marine fleet's carbon emissions.
·  The company invested＄29 Million in establishing an aluminium recycling technique in their Arvida Plant in Saguenay–Lac-Saint-Jean, Quebec, Canada, to expand their offering of low-carbon aluminium solutions.




[bookmark: _Toc140179273]Internal Environment Analysis
The mining company Rio Tinto is the leading brand and is also the world's second-largest meta and mining corporation after BHP. In this context, Rio Tinto is being analysed using the SWOT model. 
[image: How-to guide for project managers in conducting a SWOT analysis | Nutcache]
Figure 3: Swot Analysis Theory
(Source: Vlados, 2019)
 
	Strength
· Rio Tinto's strengths generally identify the critical internal factors that provide the business with a competitive advantage in the market by strengthening its position (Vlados, 2019). 
· The initial key strength is that it is the global leader in extracting aluminium and copper ore. The industry-led the technological innovation with the "Safe Production System" and implemented a smooth operation in the business. The company is fully diversified, with an employee force of 70,000 (Assibey-Bonsu, 2019).
·  It is also the leading miner of iron ore, aluminium and diamonds and has a significant presence around the orb. The company is highly diversified with economies of scale. The diversified products with significant asset portfolios are considered the critical strength and generally differentiate among the top 3 mining companies (Melnychuk, Schultz and Wirsich, 2021). 
· The company's assets range from industrial metals, iron ore, coal and uranium, borates and "evergreen" salt harvesting across nine countries and 14 global time zones.

	Weakness
· As per the financial reports of 2022, the company is on a total debt of $12.27 Billion, an aggregate of all torrent and non-current assets. The operational inefficiencies are due to government inventions abiding by government regulations and rules with taxes and royalties by the government (Lebdioui, 2022).
·  For example, it adds up to 62 per cent of the aggregate apex in India. The commodity-wise process of generating revenue is abrupt. If the Pilbara project faces challenges, it will create problems in the worst ways as it generates considerable revenue. 
· There are numerous differences caused between the residents and the mining company due to inappropriate mining procedures, which caused the company to face numerous legal allegations. 


	Opportunities
· The rising utilisation of aluminium to replace iron causes them numerous opportunities as it is already the leading global producer of aluminium. This causes them to expand their operation in an unfamiliar along with international players (Chang, Luo and Chen, 2019). 
· The total generated sales revenue by Rio Tinto in 2022 was ＄54 Billion, and the largest revenue-generating countries are China and the US. Implementing the "Safe Production System" can bring opportunities for expansion in numerous other countries.

	Threats
· As per Figure 3, the shortage of skilled workforce in the global markets is being represented as a threat to the steady growth of profits for Rio Tinto. The rising wage pay levels like $15 an hour and rising prices in China are a severe threat and pressure on profitability.
·  The new environmental-related regulation under the Paris Agreement 2016 is one of the most considerable threats in the existing areas (Fahmy, 2022). 
· Imitating low-quality and counterfeit products threatens Rio Tinto, especially in emerging markets and low-income countries. The rising trend of isolationism in the economy of America leads to a negative impact on the company's international sales. 



[bookmark: _Toc140179274]Analysis of the main results drawn from it
As per the findings of the above PESTLE analysis, political factors play a significant role in the operations and management of Rio Tinto. Although the US-China war caused numerous destructions in global trade, for Rio Tinto, it did not cause a significant challenge as the US-China consumers have no issues in their dealings. The economic factors are quite comprehensive and beneficial, and in terms of corporate tax and others, the company has fully complied with all the significant rules and regulations. The company's social and community development work is entirely beneficial and provides lots of opportunities for the company (Montanari, Mattarelli and Scapolan, 2021). The legal factors are not entirely beneficial as it has numerous allegations which caused a considerable downgrade in the operations and image of the company. 
According to the findings of the SWOT analysis, it has been identified that the company's key strength is its human resources and modern innovative systems, where it can gain a lot of advantages if it diversifies its current market. The weakness and threats are quite relevant to each other as they fully devastated the company's operational efficiency; the considerable debt and steady growth of profits are entirely relevant to this (Bouteska and Mili, 2022). The opportunities are massive as it is the leading producer of aluminium, and the demands are generally high, providing a considerable advantage to the company.      
[bookmark: _1v4b9whfyh0u]After the pandemic, it has been found that customers have higher expectations from the companies due to health concerns. It has impacted the aspect of customer service greatly. With respect to that, the company has taken several steps to enhance customer service after the pandemic. They have made their websites more transparent for the customers to view their involvement in various actions, which can secure the clients of their well-being (Montanari, Mattarelli and Scapolan, 2021). Moreover, they have also made their customer service open 24/7 for the clients to contact at all times, given the global services of the company. In addition to that, they have allowed their global CSR reporting to be brief and understandable, which has helped the customers to understand the values of the company and the changes adopted by them.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                
[bookmark: _8n1nih5g8y4u][bookmark: _Toc140179275]Critical evaluation of the strategic options for more personalised customer care 
[bookmark: _c4aj5nr5y11][bookmark: _Toc140179276]Critical analysis of the strategic options
Implementation of strategic options is highly beneficial for a company to attract a larger customer base (Maynard and Susskind, 2019). In the company Rio Tinto, the appliance of strategic options plays a significant role in enhancing the customer base. When strategic options like product differentiation, market penetration and other factors are enhanced, then a large scale of customers start to come into the company, with the help of strategic options like improving the customer experience in the market. Moreover, by improving the cost leadership style in the market, the company Rio Tinto can gain a competitive advantage in the market. When the competitive advantage improved effectively, the customers started to buy products like diamonds, copper, aluminium and many more. Additionally, when the company Rio Tinto seeks customers review, they will get the idea of how the customers are demanding products from them, and by depending on the customer feedback, they can improve their product quality and also enhance their prices against their competitors (Maynard and Susskind, 2019). 
Moreover, the strategic plan also plays the most important role in adding value to a company (Lynch, 2021). When customers started to promote the products to other customers, the ratio of new customers started to increase. Furthermore, other strategic options like omnichannel customer service can engage customers more. Also, if the company started to promote their products through social media and sources, the ratio of customers can get boosted. Their revenue model also gets enhanced in this process, for which the company can spend on R&D, which will help them to bring differentiation in their products on a large scale (Johnson et al., 2017). In this way, strategic options like cost leadership, product differentiation and the like can help Rio Tinto to enhance customer experience. 
Additionally, with the help of proper strategic options, Rio Tinto's management team can gather information regarding customers' expectations from the company, and based on the data, they can prepare customers' personalised services. It has been found that when customers get personalised services, they always love to purchase from the company and also appreciate the company to their friends and relatives, from where the chance of gaining new customers increases (Dess,  McNamara, and Eisner, 2016). Strategic options can also improve the innovativeness of Rio Tinto, from where they can also invest in jewellery manufacturing, from where they can sell authentic jewellery like diamonds and others, which also helps to improve the customer's experience.
[bookmark: _Toc140179277]Ansoff Matrix
The Ansoff Matrix, popularly known as the Product/or  Market expansion grid, is used by organisations and professionals to plan and evaluate several growth initiatives. The grid has four quarters “ Market Penetration, Product Development, Market Development and Diversification” (Clarissia, 2020). The model was developed around two primary notions a business row if the company has now introduced new products or the company can target new markets.
[image: ]
Figure 4: Ansoff Matrix
(Source: Bush. T., 2020)
The Ansoff Matrix has four quarters, the market penetration; utilising this strategy, businesses can increase the sales of the existing products in the existing markets (Bush, 2020). In this regard, it can be said that the company Rio Tinto this strategy by increasing their products, that is, their customers care services in their existing markets, by engaging more in listening and catering to the needs of their customers, and also catering to the needs of the customer with swift responses, moreover, the company can also introduce certain visual tools for providing real-time assistance to their customers and consumers.  
The second grid is market development, though considered to be a slightly risky strategy, but is known to yield high results if this strategy of the matrix is utilised properly. The second element of the matrix suggests that business organisations and companies can target new markets and render their services to new markets (Sukma, Lubis, and Utami, 2019). As the Rio Tinto company is well recognised and considered to be a leading company in the mining industry, it already has the advantage of establishing itself in new markets and catering its services to various demographics. In this context, to enhance their customer service to the consumers by building and adopting “Omni channel customer service”. Companies that invest in these channels have been shown to have retained 89 per cent of their customers as these channels are consistent with delivering support and aligning all communicating channels by using advanced technologies and machine learning.
The third quarter of the matrix is “product development”, where the companies and organisations utilise this strategy to sell new products within the existing markets (Jelonek et al., 2022). Referring to the customer care services of Rio Tinto. The company can improve their services in their exciting markets such as Australia, China and Africa by developing certain “soft skills” of their employees to address the needs of the customers. As per data, almost 86 per cent of customers suspend businesses with organisations because of unsatisfactory customer care services (Help Scout, 2023). There are certain skill sets, such as showing good problem-solving skills along with patiently explaining the reasons behind certain occurrences. The company Rio Tinto can train their employees in a way that they can anticipate the grievances of the service seekers and explain to them the ways to resolve those issues. 
The fourth quarter is “diversifications”; diversification generally involves bringing in new products to new markets (Nouteya-Jackson, 2022). In doing so, Rio Tinto, when establishing itself in a foreign land, can train employees to be fluent in the local language to render better services to the customers.
[bookmark: _Toc140179278]Porter Generic Strategies
Porter's generic strategies are one of the most relevant frameworks through which the strategic options of Rio Tinto for better-personalised customer services can be evaluated. The framework demonstrates how an organisation can obtain competitive advantages and deliver better services through the adaptation of the right strategies (Islami, Mustafa, and Topuzovska Latkovikj, 2020). According to the principles of this model, Rio Tinto must focus on three major strategies to develop innovative and personalised customer care. These strategies include cost leadership, differentiation and focus. One of the major ways to attract the attention of the customers for obtaining competitive advantages is either the reduction of costs of their offered products and services or differentiation of the products or services from the competitors to justify the high prices (Firoz Suleman, Rashidirad, and Firoz Suleman, 2019). Moreover, the organisations can select either a narrow focus strategy, broad focus strategy or industry-wide strategy as per their type, scope and sizes to deliver the personalised products at the right and the right place to the customers. 
In regards to Rio Tinto, it has excellent brand recognition in the global market, but the intense competition in the relevant industry where it operates its business has made it difficult to sustain a market leadership position among its customers (Lee, Hoehn‐Weiss, and Karim, 2021). Therefore Rio Tinto can incorporate a combination of Porter generic strategies like cost leadership, differentiation and focus strategies to control the competitive pressure.
Cost leadership: Cost leadership strategy enables organisations to gain competitive benefits by lowering costs (Greckhamer and Gur, 2021). The foremost objective of implementing this strategy Rio Tinto is to sustain its market leadership position in various consumer markets through effective value chain management. This strategy can enable Rio Tinto to increase its market growth and share by targeting middle-class consumers, who play a vital role in the consumer marketing mix in most nations. As middle-class consumers provide great attention to the pricing factor, hence cost leadership strategy can be regarded as the best strategic option for Rio Tinto to cater for the requirements of the middle-class consumer segment (Lee, Hoehn‐Weiss, and Karim, 2021). Besides offering low prices for the products, Rio Tinto must focus on reducing the production cost and boosting the supply chain efficiency so that they can often provide coupons and discounts to achieve the sales target. 
Differentiation: Differentiation is one of the most significant and widely used Porter generic strategies to achieve the desired growth objectives (Dombrowski, Krenkel, and Wullbrandt, 2018). Providing emphasis on unique product features and quality can provide a great opportunity for Rio Tinto to expand its consumer base. To make a differentiation, the company must focus on innovation, research and development and the data profile of the customers or clients. Considering the changing interests of the consumers is the most vital for product development and expansion and making a significant differentiation from the other competitors in the industry (Dvorak, 2022). By providing a variety of products, Rio Tinto can obtain more clients in different markets across the world.  
Focus strategy: The availability of the products in the market depends on the adopted focus strategy by the organisations (Dvorak, 2022). As Rio Tinto is one of the largest metal and mining companies in the world, it must take an approach through which the company can avail their products in the maximum market segments in the world. In this regard, an industry-wide focus strategy can help the organisation in the most effective way as it ensures the offering of the products in the maximum market segmentation worldwide. However, to ensure the availability of the products in the maximum markets, the company must focus on increasing the production rate of the raw materials and metals.
[bookmark: _5174s7h6mncl][bookmark: _Toc140179279]Implications 
[bookmark: _Toc140179280]Implications of the proposed strategy on different areas of the organisation
Although, for implementing the market penetration strategy, Rio Tinto can develop a market plan that can result in efficient budget preparation with high consumer volumes and boosts sustainable development by boosting growth for effective customer services. For market development, Rio Tinto can turn up the market plan into action assignments to ensure the execution to accomplish the planned objectives. This generally involves assigning team members, setting deadlines and establishing collateral needs to achieve the marketing goals (Zhang et al., 2021). For implementing a new product development, Rio Tinto can generate and refine ideas for innovative products to finalise the concept of performing market research. Establishing a timeline and budget can help to control the costs. Designing, building and testing the prototype both internally and externally by complying with all the regulations with mandatory certifications for launching the new product and monitoring its performance (Mintzberg, Ahlstrand and Lampel, 2009). For implementing product diversifications, Rio Tinto can entail new components in its existing product line by infusing new innovative technology through additional sibling products or increasing the availability of existing products to reach new markets (Hayes, 2014). This can further increase profitability and helps to achieve higher sales volume from the new products. 
For implementing a cost leadership strategy, Rio Tinto must analyse the existing operations to assess the organisation's current cost structure. Competitors' research is needed to identify the strategies that can reduce costs. The need to identify strategies that can reduce costs and develop actionable plans for implementing these strategies into the operations of Rio Tinto. The company should determine the most efficient procurement strategies for deciding what products or services should be offered. Then continually lowering the cost of the operation can increase the scale of production (Fariñas, Martín-Marcos and Velázquez, 2021). Initially, Rio Tinto has to understand the consumers' needs by identifying the targeted niche market. Establishing a unique value proposition can also help Rio Tinto to develop tailored products and services. Rio Tinto can promote its offerings through innovative and specialised techniques by implementing a product and price differentiation strategy (Garner, Stead, Stead, 2014). To implement the focus strategy, Rio Tinto can compile a SWOT analysis of the strategy by determining the goals and target market's strategy. Setting and communicating clear strategic goals by engaging the team to execute the strategic plan by staying agile. 
[bookmark: _Toc140179281]The implication of the proposed strategy using Bowman’s Strategy Clock
Bowman’s strategy clock is one of the effective marketing frameworks which helps to determine the competitive position of an organisation in comparison to the products and services offered by the other competitors in the market (Yu and Yu, 2021). This framework provides eight possible strategies based on the price and perceived added value.  
[image: ]
Figure 5: Bowman’s Strategy Clock
(Source: McCarthy, 2022)
Figure 5 represents eight different strategies provided by Bowman’s Strategy clock framework according to the varying level of price and value. These frameworks can help Rio Tinto to reshape its strategic direction in different positions, which are described below.
Position 1: This is the initial phase of an organisation where the firm does not maintain any competitive position in the market (McCarthy, 2022). In this position, the organisations offer less differentiated products and hence little perceived value is generated among the customers despite offering the products at a comparatively low price. In this position, the only way through which Rio Tinto can stay in the competitive zone is the offering cheap products to the customers in the market.
Position 2: In this category, organisations compete with each other as low-cost leaders. In these positions, organisations charge low prices for their products to increase sales (Saqib, 2021). Due to having adequate perceived value, organisations are able to attract customers to purchase their products by offering low prices. As Rio Tinto is involved with the mass production of raw materials, hence it could follow this strategy of offering products at low prices with a low-profit margin for the achievement of the maximum competitive advantages. 
Position 3: In this category, companies follow a hybrid model where they offer low prices but provide comparatively value-added products, which is a major reason for customer attraction (Helmold and Samara, 2019). This is the best strategy for attracting middle-class consumers as they give priority to those products which can be obtained in good quality at affordable prices. Incorporation of this strategy can help Rio Tinto to increase customer loyalty. 
Position 4: In this position, companies try to differentiate themselves from the other competitors in the market by offering high-perceived-value products (Wiltsey Stirman, Baumann, and Miller, 2019). However, incorporating this strategy with low brand recognition is quite difficult for organisations as to afford this strategy, they have to place higher prices for their products. Rio Tinto can adopt this strategy as it can justify its premium prices as a reputed brand.
Position 5 & 6: The strategy in position 5 concentrates on focused differentiation, where the companies offer their products to a specific, focused group by establishing a premium pricing strategy (Helmold and Samara, 2019). In this regard, Rio Tinto can produce a few specific products by targeting only premium customers for the purpose of greater profit margin. According to the strategy described in position 6, there are a few companies that used to try their luck and suddenly increase the product prices without increasing the perceived value of the products (Fuertes et al., 2020). In case the price is accepted by the customers, the company has started to gain more profits. As a recognised brand, Rio Tinto should not apply this strategy thinking about long-term development.
Position 7 & 8: The strategy of position 7 is only applicable to the monopoly market, where the companies can offer their low-quality products at a high price due to the lack of competitors (McCarthy, 2022). As Rio Tinto operates its business in such an industry where the competition is intense, So this strategy is not applicable to Rio Tinto. On the other hand, implementation of the Position 8 strategy can lead to the business of Rio Tinto losing market share as customers will not accept lower quality products at the increased prices when other competitors are providing the same products at low prices.     
[bookmark: _lo0aivbneofm][bookmark: _Toc140179282]Conclusions
The study mainly describes the strategic management and positions of the mining company Rio Tinto. As the company is the second leading producer of minerals globally, it has faced numerous challenges in its operations. The PESTLE analysis in the context of the study defines that political factors like the US-China conflict and Brexit causes significantly do not impact the company's operations much. The economic factors are very comprehensive and reliable. The technological procedures of the company are massive and beneficial for implementing smooth operations (Benzidia, Makaoui and Bentahar, 2021). The legal factors are not quite good as it has provided the company with numerous allegations and caused severe downfall. The SWOT analysis provided that the company's aluminium production is the key strength, and the weakness is related to its considerable financial debt. A critical evaluation of the strategic options is analysed here with the help of Ansoff's Matrix and Porter's generic strategies for implementing a proposed strategy in the company's operations. 
Moreover, the implications of the proposed strategies in the context of the study determine the areas of preparing a budget plan with established communication channels for implementing the proposed strategies. Thus it further identifies that establishing a unique value proposition technique can help the company to tailor their products and service (Kabil et al., 2023). Rio Tinto can promote its offerings in an innovative and specialised manner that can determine the target market's goals. Thus setting up a clear communicating strategy can clear up the strategic goals and engage a strategic plan in the organisation. Furthermore, the implications of the proposed strategy had been analysed with Bowman's Strategy Clock for implementing a perfect implications strategy.
[bookmark: _Toc140179283]Recommendations
The Mendelow stakeholder matrix provides a simple way to manage the stakeholders during a project. This provides an ability to manage the stakeholders, which is critical for the project's success (Santoro et al., 2020). Moreover, it isn't straightforward to juggle the various competing interests of the stakeholders simultaneously. Thus these interests are often considered contradictory, which can cause conflict and loss of productivity for balancing the conflicting priorities of the stakeholders by analysing two variables- power and interest.
Low power, low interest: The low-power, low-interest stakeholders are the local groups, suppliers and community members; these stakeholders' have the lowest ability to impact a project, and in some cases, they are not interested in doing so. As the low-power, low-interest stakeholders' in Rio Tinto do not have significant power, there is less need for informing and engaging with these groups, and thus should be monitored in case the circumstances change. For this, the market development strategy with unique value proposition techniques needs to be compiled with product development strategies so that they can deliver support by aligning the communication channels through consistent support (Viktoriia et al., 2022). 
Low power, high interest: Low, high-interest stakeholders are the employees, local communities, and stakeholders. The company must value that although the low-power and high-interest stakeholders may not have the power to impact the decisions directly, their engagement and support can be valuable in implementing cost leadership and increasing the brand's reputation.
High power, low interest: The high-power, low-interest stakeholders are the banks, governments, law enforcement, insurance companies and other regulatory bodies; despite their low interest, they need to be informed for various reasons. Rio Tinto must be informed of all the diversifications and product innovation strategies to all the regulatory bodies so they can be informed that everything complies with the rules and regulations (Lynch, 2015). 
High power, high interest: The high-power, high-interest stakeholders are the directors, senior managers, and key investors who are actively involved in decision-making and have the power to terminate a particular project. Although numerous strategies have been proposed, informing these stakeholders is necessary as their relationship with considerable support and cooperation can help Rio Tinto substantially influence outcomes. 
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