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“Introduction”
The function of marketing is referred to as the process of executing conception and planning, promotion, pricing and distribution of services, goods and ideas to establish exchanges which satisfy the objectives of the organisation and individual. The report is going to highlight the company Rio Tinto and its overview. Rio Tinto is a renowned metals and mining company, founded in 1873, and its headquarters are in London, United Kingdom. The revenue of Rio Tinto is £63.5 million in 2022 as compared to £43.3 in 2021, along with assets of £102.9 million and profitability of £21.1 million in 2022. The report will also highlight the marketing function of Rio Tinto. The marketing function is referred to as the company activities which are undertaken to promote the selling or buying of their services or products. Lastly, the report will highlight the Rio Tinto marketing function and how these functions impact the needs of the customers.  
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“Overview of the chosen UK-based organisation”
The company Rio Tinto is a renowned metals and mining company, founded in 1873, and its headquarters are in London, United Kingdom. Rio Tinto carries out the exploration, mining and processing of different mineral resources (Knoblauch and Dargusch, 2022). The company operates internationally in more than 35 countries. The company delivers a range of metals and minerals along with diamond, aluminium, copper, iron ore, gold and uranium. It also delivers minerals of industries such as salt, titanium dioxide and borax. The company has a total workforce of 49000 employees around the world. The strategy of the company is to offer superior value to all of their shareholders through meeting their consumer needs, cash maximising from their assets of world-class, and capital allocating with better discipline and the company's aim is to be the solution part to help the challenges of climate change be addressed. The overall rating of the company is 3.9, with the balance of work-life has been rated at the top and produced a 4.2 of rating (Moore et al., 2022). Rio Tinto operates facilities fully involved in processing, refining and processing aluminium to bauxite and various other products with operations in Brazil, Australia, Oman, Zealand, France, Guinea, Canada and Iceland. The revenue of Rio Tinto is £63.5 million in 2022 as compared to £43.3 in 2021, along with assets of £102.9 million and profitability of £21.1 million in 2022. The company markets and sells metals and minerals to market “globally to industrial companies for further processing”. Through the company logistics and marine division, they provide ocean freight and services of the supply chain to the “Rio Tinto Group”. The company division of procurement focuses on developing sustainable higher productivity and cost efficiencies, and freeing capital from locked up working for the group (Shrivastava and Pradhan, 2022).    
“Define what marketing function is, along with organisational examples”
The function of marketing is referred to as the company activities which are undertaken to promote the selling or buying of their services or products. It includes selling, delivering and advertising products or services to customers or other businesses. The function of marketing is the work foundation which professionals in marketing do (Tien et al., 2019). Each function of marketing comprises a set of tasks and responsibilities for the team of marketing to organise, execute and design a successful campaign. Widely accepted there are several functions of marketing that help to the entire tasks of marketers. Marketing functions such as product management, evaluation and exploration, development and innovation, renewal and repurposing, promotion, pricing, financing, distribution and market and delivery. The seven functions of marketing are essential since each function of marketing represents an activities category which takes place in marketing. The marketing goal is to sell and promote products and services in a competitive place of market and referring to the function of marketing white improving a campaign allows the team of marketing to keep focused on the goals of the company. The functions of marketing are crucial for acknowledging the purpose of marketing tools, processes and strategies (Deepak et al., 2019). All of these functions work adhesively to help employers improve consistent strategies of marketing for various types of organisations and brands. The marketing function promotion varies in form and professionals in marketing tailor every form to relate to a specific brand, product or target audience. The promotion might include such strategies as advertisements on social media, email marketing, public relation, content marketing, influencer marketing, print or digital advertising, events and more. Selling is the marketing function which compromises communicating with sales pursuing leads and potential customers. It is crucial for professionals in marketing to pursue leads of sales with subtlety, which contributes to them establishing relationships with potential customers. The management of products includes the improvement, design and development of services and products. The marketer's roles in the management of products are to make sure that a completed product meets the needs of the customer. This involves examining the entire product visually, how it is delivered and its usefulness. Creating a product price incorporates factors of value and cost. Ideally, the company finds a price among the perceptions of the customer of the value of the product and the production accurate cost (Shah and Murthi, 2021). The function of marketing management of information is crucial to store and collect data on customer demographics and preferences. Often all of this data relates directly to the company's target audience for the company service and products. The function of marketing financing includes securing funding either externally or internally to create the campaigns of marketing. It is crucial for the team to protect enough availability in the company's annual budget to develop a previous marketing campaign and to keep updated with the trends of the industry. The distribution function of marketing is the process of delivering the company services or products to the customers of a company. Several procedures of distribution are digital and physical which include catalogues or magazines, online stores, retail stores and wholesalers (Kang et al., 2021). 
“Different marketing functions of the chosen organisation”
Product management: The Company supplies minerals and metals which can be used to help customers decarbonise and grow. The company also wants to explore a more feasible belief and future the company can be a solution part: from developing technology to helping which will create the smelting process of aluminium overall free of direct greenhouse gas emission, to providing the customer with the materials they need such as titanium and copper to establish a new economy of low carbon and products like smartphones and electric vehicles. In 2018, the company also exited the production of fossil fuels, becoming only the one company of major mining to do so (Paliewicz, 2022). The company's product iron ore is the most abundant metal and it is the primary raw material which can be used for making steel. Aluminium is infinitely recyclable and lightweight, it can be found in everything from electric vehicles to jet engines to mobile phones. Copper can be used for many benefits. The company also delivers borates, which are crystallised salts which contain boron along with Lithium, scandium, diamonds, titanium oxide and salts. As Rio Tinto's position within its industry is established well the company can increase to the segment of adjacent where the consumers are using products which are complimentary from various other brands to receive the approximate value out of the product (Pereira, 2021). 
Promotion: The Company uses various channels of media to promote Rio Tinto products. The company uses “traditional media”, which involves advertisement on radio and television which is beneficial because of its capability to attract and reach a huge amount of people. Rio Tinto also uses social media and online advertising, which is beneficial and cheaper because of the increasing number of internet users. It advertises on different platforms of social media with a focus on Face book, Twitter and YouTube because of the high monthly users. The company has over two hundred thousand customers following and likes on such pages, which are revealed to repeat content uploaded by the company. It undergoes different promotions of sales participating in different events and trade exhibitions around the year. Also undergoes selling of personal, with a force of large sales to expand the company presence in the stores of retail (Lavissiere et al., 2020).    
Pricing: The current strategy of pricing to set the level of the price which follows is a competitor-based strategy of pricing because the competitor data is available easily due to the huge amount of competitors which exists in the industry. Also takes rates into consideration for the price set for several products which whether the information is not accessible to competitors or it can be costlier to create. Sells the company products at a huge amount than their competitors which offer several more features, and a huge amount makes up for these. Currently, the company is using the pricing of product bundles well, here the products are bundled all together and sold at lower prices than the individual items total. The company also uses a pricing strategy of optional products for specific products, where the company offers base product prices and accessories separate prices that come along with it. The company charges a huge amount for the online selling product because of delivery costs which have been involved in the product price.   
Financing: The company Rio Tinto's quarterly and annual financial performance covers key metrics like net income, revenue, profitability ratio, liquidity ratio, cost ratio, growth ratio, equity ratio, and more. The company has net earnings of 8.9 million, which is 28 per cent lower than the first half of 2021, the movement reflected in the prices of commodities. The influence of prices of higher energy on the company operation and inflation higher rate on the company closure liabilities and costs of operating. Tax rate effective on 24.5 percent of net income as compared to 28.5 per cent in the first half of 2021. The company has total revenue of £63.5 million in 2022. The growth of sales has increased by more than 40 per cent within 2021 and the company net income is  £115.93 in 2021 (Anaf et al., 2019).      
Distribution: The distribution is a set of processes from which Rio Tinto distributes its products to the clients. The marketing and distribution channel fulfils different purposes such as providing information to the customers about the product, providing the assurance of product quality, enabling the customisation of products options at the sales point, installation services and services after sales, decreasing the size of purchase lot thus opportunities enabling for buy products to an individual customer and providing an assortment of extensive product using lines of product depth, length and breadth. The company needs to select whether they want to appoint a system of distribution which is indirect, direct or both. The design of channel decisions includes acknowledging a proposition of customer value, current points of customer convenience, depth, breadth and length of the company product line and the systems of competitor distribution (Winkens, 2020).  
Explore and evaluate: The Company uses the most advanced technologies of exploration in the world to search for new potential sources of metals and minerals. The company considers new products and commodities with an acknowledgement of the company communities and customers' needs. Rio Tinto is also mindful of the company's future potential environmental and social influence as well as the balance of the company portfolio and diversity (Herst, 2019). 
Innovate and develop: The company accesses every potential practice with a focus on potential returns, sustainability of long term, values and risks. Once the company has approved an investment, they build and design every practice, informed by input from those most impacted stakeholders. Rio Tinto aims to improve each potential site to accomplish optimal, productivity long term along with minimising risks. The company works in collaboration with stakeholder-growing network communities, governments, suppliers and customers. Those who contribute expand the company's capabilities, thinking and ultimately the company's capability to deliver benefits mutually (Bhattarcharya, 2021).   
Deliver and market: Rio Tinto metals and minerals are crucial to the transformation to a future of low carbon and are utilised in everyday products vast array from coffee pods to cars to smart phones. The company's commercial team makes sure that they align products in a border with customers and market needs. The company network of ships, ports and rails means that they can handle logistics end to end to deliver the company product efficiently, reliably and safely. 
Renew and repurpose: The Company aims to run and design their assets to establish a positive legacy once the company concludes mining activity. Rio Tinto engages stakeholders of the company closure nearing sites, including government, employees, host communities and indigenous peoples and involves actively all of them in planning. Applying all of this approach might entail the land rehabilitating for a reserve of nature. The company has plans for rehabilitation which the company reviews every year (Kemp and Owen, 20220. They find this approach of long-term operating and planning with the “future in mind” as integral to safe running, profitable business and responsible.   
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Marketing function builds a bundle of services and goods which the company provides at a cost to its customers. The bundle contains substantial goods, an insubstantial benefits or services Marketing build opens a path for exchanging the items for a value and thus satisfies buyer’s needs. It is based on analysing profitable customer's needs.
Marketing Function design consumer desire
People have basic needs like eating, drinking, breathing etc likewise marketing Function also depends on what the customers’ needs. Nowadays various sectors are in competition to fulfill what consumer needs. They try to satisfy human needs and wants through various ways such as advertising, direct marketing, sales promotion etc . Advertisement also plays a vital role in fulfilling consumer needs (Cho et al., 2022). It vastly affects the consumer minds as it is displayed through unique elaboration and beautiful pictures. Ads directly have a product's impact on consumer's mind through these technical illusions. 
The marketers are technically so sound as they try to solve or manipulate customers' problems, for example if we go to any mall to buy something our eyes go to the product which shows the best advertisement. Best advertisement products usually click images in our minds automatically.
The company's principal aim is to get customer's attention and to develop consumer needs. To succeed as marketers, companies need to know the overall consumer’s requirements. It tries to create illusions by marking particular products' benefits because it directly tries to exploit the customer's minds.
With the modern technology materials and education, marketing can be an easy process. Companies try to influence consumer's minds through their various technical processes. In addition, consumers easily get influenced to buy what companies show through Ads of their products though at the same time consumers also have to be firmly conscious about the product as they sometimes try to influence the mind of consumers through unethical ways.
Marketing Function Build Value for Consumers
According to renowned economist and Harvard Business School professor Theodore Levitt, the aim of all Business purposes is to find and keep consumers. Marketing Function acts as a middle man in developing Business purposes which is more than advertising and selling goods (Rivaldo et al., 2022). Marketing Function create value by developing the relation between consumer and products 
Product management creates roadmaps of products and delivers them to stakeholders, where management of the product publishes features of the product they are working on. Product management requires the teams to interrelate with existing consumers repeatedly and feedback analysing which might lead to challenges getting fixed sooner and getting adopted new features before the other various market wise up. The product can impact customers' needs through ensuring the development of products irresponsibly, management encompasses each and everything from making sure of the understandability and correctness of documentation to establishing various release notes versions for various audiences targeted. Also, marketing of products and communication can be manually appealing and uniquely (Ayala et al., 2019). The owner of the company takes the made-up updates for execution further. The innovative eagerness can lead development members of the team to wrongly prioritise features, which is not based on the vision of the product. 
Promotion refers to the component of the marketing function which aims and highlights the use of different types of communication tools to advertise Rio Tinto company’s products or mineral resources. Promotions are narrow time discounts or specific pricing on products. Rio Tinto company’s promotion assists customers to purchase items immediately because there is a sense of urgency.  Without promotion, Rio Tento customers will wait as long as they have an insistence for a product or customers will wait until they are in the range near the shop. Sales Promotion of Rio Tinto Company is one of the best strategic tools which support different marketing efforts to influence customers (Xu et al., 2022). 
As the Rio Tinto company uses Traditional media to promote their brands which is very beneficial for the company and it attracts the customers. As Rio Tinto advertise their different mineral resources on different platforms of social media, which is beneficial and cheaper because of the increasing number of internet and it directly attracts and reaches huge amounts of customers. 
Pricing strategy of Rio Tinto can create or break down the customer’s needs. Possibly, the higher cost in the products will create less satisfied customers. Cheap pricing in the products of Rio Tinto Company will create the consumer extra aware of its attributes in familiar, and they can be extra likely to recognize faults or potential weakness. This will make it difficult for consumer needs and satisfaction. If the Rio Tinto Company selects a pricing strategy which gives products at high cost to the consumers, there are some points to be considered. Intuitively, High cost will deter consumers, and it will not be the case. Higher cost will show that Rio Tinto company’s products are excellent and good in quality which will attract more people and fulfil the customer's needs.
The finance department of Rio Tinto company is principally focused on collecting payment for bills, customising services to consumer needs and performing everything possible to implement customers pay on time is mandatory (Shao et al., 2022). Thus, the more the Rio Tinto Finance department feels about the customer, the better it becomes.  For eg, It is practicable to search how the consumers want to be in touch with. Either from email, maybe even Whatsapp and how customers want to pay for their products.
Rio Tinto distributes their products through wholesalers, and retails to make profit for the company. The level of consumer experience with service is an essential element in growing service delivery channels which display to customers’ needs, reduces time and price and adds the effect of service on the target population. 
The Rio Tinto company utilises the most advanced technologies to explore in the world to search for new potential sources of metals and minerals. Questioning customers why they are purchasing and not purchasing, what customers want to purchase in the future and questioning what other needs of the consumer can provide a valuable image of what's essential to customers. Powerful sales are operated by highlighting the benefits Rio Tinto Products and services bring to the company's customers. If the company knows the disadvantages that face them, it will be easier to provide them solutions. 
Innovation and development are vital sources for long term financial growth and systematic change. It includes the creation of new shapes and conditions of doing things. Innovation and development have to expand the value for the Rio Tinto company, the customers or the producers. A fresh and better product can be known as innovation when it is utilised by the consumers and satisfied their needs. Rio Tinto companies should take steps to secure that the generated innovation meets their consumer’s desires. Considering the consumer needs play a vital role in the process of generating innovation and development.
Marketing and delivery satisfied the consumer needs by the creation of a transaction for replacing the products for a prize and thus built a satisfaction to the consumer’s needs, marketing and delivery is grounded on recognizing and satisfying consumer’s needs profitability (Olsson et al., 2022). 
Renew and repurpose of the Rio Tinto company refers to utilising raw materials without treatment. This will drop the pollution and cut the consumption and create extra sustainable processes and environmentally responsible customer behaviors.


[bookmark: _Toc127361270]“Conclusion”
The report above has discussed an overview of the company Rio Tinto. Rio Tinto carries out the exploration, mining and processing of different mineral resources. The company also delivers minerals for industries such as salt, titanium dioxide and borax. The report has also highlighted the marketing function of Rio Tinto. It includes product management, evaluation and exploration, development and innovation, renewal and repurposing, promotion, pricing, financing, distribution and market and delivery along with the explanation of each function. The company supplies minerals and metals which can be used to help customers decarbonize and grow. The company uses various channels of media to promote Rio Tinto products. Rio Tinto's quarterly and annual financial performance covers key metrics like net income, revenue, the ratio of profitability, cost ratio, growth ratio and more. Lastly, the report has displayed how the function of the company impacted the needs of the customers.   
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