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Introduction
In the current highly competitive business climate, it is critical for organizations to develop creative advertising campaigns that will increase awareness of their brands while efficiently overseeing their consumer journey. This is especially true for banks, which operate in a highly competitive environment with high expectations for the level of service that they get in return. HSBC, an international banking company with operations in more than sixty nations, is a single such bank confronting such difficulties. HSBC must adopt creative advertising approaches that take into consideration the evolving economic climate, the rise of technological advancement, and increasing recognition of the brand and competition in order to remain comparable and meet the demands of customers. The purpose of this paper is to critically evaluate how HSBC can develop creative advertising techniques for increasing brand awareness and managing the journey of customers across an array of media methods. The study will look at how HSBC can use online platforms, social networks, and data statistical analysis to meet its marketing goals and gain a competitive advantage in the market.
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HSBC is one of the world's largest banks, with over 38 million customers and operations in over 60 countries. The bank has a global presence and is well-known for its trade and finance expertise. Marketing is critical to HSBC's success because it allows the bank to raise brand awareness, attract and retain customers, and communicate to stakeholders its unique value proposition. This essay will evaluate key marketing activities and the marketing department's contribution to HSBC. Brand management is an important marketing activity at HSBC. The brand of HSBC is one of the bank's most valuable assets, and the marketing department is crucial in managing and protecting it. The bank's brand is based on its global presence, trade and finance expertise, and commitment to sustainability. HSBC's marketing campaigns highlight these advantages and seek to distinguish the bank from its competitors. 
The marketing department promotes the HSBC brand through a variety of channels, including TV and print advertising, social media, and events (Chen et al., 2019). HSBC's sponsorship of events such as the Hong Kong Rugby Sevens and the Wimbledon tennis tournament also contributes to the bank's profile and brand image. Customer acquisition and retention is another important marketing activity at HSBC. In a highly competitive market, acquiring and retaining customers is critical to the bank's long-term success. The marketing department is critical to attracting new customers and retaining existing ones at HSBC. The bank's marketing campaigns emphasize its distinct strengths, such as its global reach and trade and finance expertise. The marketing department also employs data analytics to tailor its messaging and offers to specific customers. 
This strategy allows HSBC to provide a more personalized experience to its customers while also increasing their engagement with the bank. In addition to customer acquisition and retention, HSBC's marketing department is in charge of managing the customer experience. The marketing department is critical to attracting new customers and retaining existing ones at HSBC. The bank's marketing campaigns emphasize its distinct strengths, such as its global reach and trade and finance expertise. The marketing department also employs data analytics to tailor its messaging and offers to specific customers. This strategy allows HSBC to provide a more personalized experience to its customers while also increasing their engagement with the bank. In addition to customer acquisition and retention, HSBC's marketing department is in charge of managing the customer experience (Arthur et al., 2019). The bank's marketing campaigns aim to create a seamless customer journey across all touchpoints, and the marketing department collaborates closely with other departments, such as customer service and digital banking, to ensure a consistent and high-quality customer experience. Customer journey mapping tools are used by HSBC to identify areas for improvement and to improve the customer experience. Digital marketing is another important marketing activity at HSBC. The bank has a strong digital presence and provides its customers with a variety of online and mobile banking services. The marketing department is critical in promoting these services and increasing customer engagement. HSBC's digital marketing campaigns emphasize the convenience and security of its digital banking services, with the goal of attracting customers who prefer to bank online. 
Data analytics is also used by the marketing department to personalize digital marketing campaigns and provide a more personalized experience to customers. Finally, the marketing department at HSBC is in charge of the bank's reputation. HSBC operates in a highly regulated industry, and reputation management is critical to maintaining stakeholders' informed trust and confidence. In order to guarantee that the bank's messaging and marketing campaigns comply with regulatory requirements, the marketing department collaborates closely with other departments such as compliance and legal. The marketing department also monitors media coverage and social media to identify potential reputational risks and mitigate them. Finally, the marketing department is critical to HSBC's success because it manages the bank's brand, acquires and retains customers, manages the customer experience, promotes its digital banking services, and manages its reputation. HSBC's strong brand, international footprint, and reputation for expertise in trade and finance demonstrate the marketing department's involvement in the bank's success (Kohler et al., 2019). However, the marketing department is confronted with challenges such as increased competition, shifting client tastes, and altering regulatory requirements. In order to stay a global banking leader, HSBC's marketing department has to keep trying to come up with creative solutions to these challenges.
[bookmark: _ualg5fz2lqmt][bookmark: _Toc132629157]Analyze and critically appraise marketing management with a view to adding value
Marketing management is an essential function for businesses that want to create and deliver value to their customers. Effective marketing management can assist organizations in better understanding their customer's needs and preferences, developing products and services to meet those needs, and effectively communicating their value proposition to customers. This essay will analyze and evaluate marketing management in order to add value to organizations. Customer understanding is an important aspect of marketing management. In order to create value for customers, businesses must first understand their needs, preferences, and behaviors. This necessitates the use of a variety of tools and techniques, including market research, customer surveys, and data analytics. 
Organizations may recognize movements and trends in their marketing strategies and product development efforts by collecting and analyzing data on customer behaviour. Product development is another important aspect of marketing management (Nordhaus, 2021). In order to meet changing customer needs and preferences, organizations must constantly innovate and develop new products and services. Marketing managers play an important role in this process by collaborating with product development teams to ensure that products are designed to meet the needs and preferences of their customers. This necessitates a thorough understanding of customer behaviour as well as the ability to recognize emerging trends and technologies that may influence customer preferences. Pricing strategies are also heavily influenced by marketing management. Pricing is an important aspect of creating value for customers because customers are often willing to pay more for higher-value products and services. Marketing executives must develop pricing strategies that reflect the value of their products and services while remaining competitive in the market. This necessitates a thorough understanding of customer preferences and willingness to pay, as well as a thorough understanding of rivals' pricing approaches.
Communication is another important aspect of marketing management. In order to generate demand, marketing executives have to effectively convey the value proposition of their products and services to customers. This necessitates the use of a variety of methods and instruments, including advertising, public relations, and digital marketing. Marketing executives must also create messaging that is appealing to customers and effectively communicates the advantages of their products and services (Musabegovic et al., 2019). Marketing management is also important for customer engagement and retention. Organizations have to communicate with their customers on a regular basis to build connections and maintain their trust in order to create lasting advantages for them. As a result, marketing managers must devise customer engagement strategies that encourage ongoing communication and interaction with customers. This necessitates the use of a variety of tools and techniques, including social media, email marketing, and loyalty programmes. 
In addition to these essential aspects, advertising administration is critical in risk management and mitigation. Marketing executives must ensure that their marketing strategies adhere to regulatory and moral norms. They must also determine and reduce potential risks associated with marketing activities, such as damage to reputation or legal risk. Finally, marketing management is critical in creating and delivering value to customers. Marketing managers must gain a thorough understanding of their customer's demands and tastes, create novel offerings and services, devise effective pricing tactics, successfully convey the value proposition, engage customers on an ongoing basis, and manage and mitigate risk. Marketing managers can add value to groups and build long-term relationships with customers by doing so. 
Marketing managers, on the other hand, face challenges such as rising competition, shifting consumer tastes, and changing laws and regulations. Marketing managers must continue to come up with solutions and respond to these challenges in order to continue to add value.
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Companies must develop creative advertising approaches to raise brand awareness in today's highly competitive and rapidly changing business environment. HSBC is a leading global bank with operations in over 64 countries and a global customer base of over 40 million people. As a major player in the banking industry, HSBC faces fierce competition and must constantly innovate in order to stay ahead of the competition. This essay will evaluate how HSBC can develop innovative marketing strategies to increase brand awareness. 
Brand Positioning: 
One of the most important ways for HSBC to develop innovative marketing strategies is through effective brand positioning. The process of creating a unique and distinctive identity for a brand in the minds of customers is referred to as brand positioning. HSBC has an established brand reputation and is well-known for its global presence, financial stability, and international customer service expertise (Majchrzak et al., 2020). In order to stay competitive, HSBC must constantly innovate and find new ways to differentiate itself from its competitors. One way for HSBC to stand out is to position itself as a leader in sustainable finance. HSBC is currently making significant strides in this area, such as its pledge to become a net-zero financial institution by 2050 and its membership in the Partnership for Carbon Accounting Financials. HSBC can appeal to customers who are increasingly concerned about the environment and social responsibility by focusing on sustainability. This can be accomplished through promotional efforts emphasizing HSBC's environmental initiatives and commitment to responsible finance.
Digital Marketing: 
Digital marketing is an additional field where HSBC can develop creative approaches to advertising. Digital marketing is the promotion of products and services through the use of digital technologies such as social media, email, and mobile apps. In recent years, digital marketing has grown in importance as more customers use digital channels to interact with businesses and make purchasing decisions. HSBC has already invested heavily in digital marketing, including the creation of its HSBC smartphone application and online financial services platform (Tirole, 2020). However, there is still room for advancement in this field. Creating personalized digital experiences for customers is one way HSBC can differentiate itself. This can be accomplished by utilizing data analytics and artificial intelligence to better understand consumer preferences and deliver targeted marketing messages. 
Another way for HSBC to develop innovative digital marketing strategies is to use social media.  HSBC can engage with customers and promote its brand through social media platforms such as Twitter, Facebook, and LinkedIn. HSBC can use social media to share content about its sustainability initiatives while also providing customer service and support. HSBC can strengthen relationships with consumers and raise awareness of the company by effectively utilizing social media.
Content marketing: 
Content marketing is the creation and distribution of valuable, relevant, and engaging content in order to attract and retain an audience of interest. Content marketing can help HSBC educate consumers about its products and services while also building trust and credibility. By developing content that is tailored to the needs and interests of its target audience, HSBC can develop imaginative content marketing tactics. Economic education is just one area where HSBC can concentrate its content marketing efforts (Mazzucato et al., 2020). Plenty of consumers are hesitant to use the services of banks because they lack knowledge and understanding of financial products and services. HSBC can create content such as articles, movies, and infographics to educate consumers about the importance of financial literacy and assist them in making educated choices regarding their finances. This can help HSBC distinguish itself from competitors by increasing customer confidence as well as trustworthiness.
Using a Multi-Channel Strategy:
Customers expect brands to communicate with them through multiple channels in today's highly connected world. To effectively reach its target audience, HSBC can use a multi-channel approach. It can reach out to customers through a combination of digital and traditional channels.
HSBC can establish a strong online presence by optimizing its website for search engines, engaging customers on various social networking platforms, and developing digital campaigns. It can also reach a larger audience through traditional channels such as newspapers and magazines, television, and outside advertisements.
Accepting Individuality:
Personalization has evolved into an essential component of modern marketing. HSBC can create a more personal relationship with its customers by personalizing customer expertise, leading to higher customer commitment and support. HSBC can use customer data to provide customers with personalized experiences. It can use data analytics to gain insights into customer preferences and behaviors, and then tailor its marketing messages to match (Pomarici et al., 2021). This method can assist HSBC in developing highly targeted campaigns that resonate with its customers and result in increased engagement and conversions.
Making Use of Influencers:
Influencer marketing has emerged as a powerful tool for brands seeking to reach their target audience. HSBC can work with influencers who have a large following on social media platforms to increase brand awareness and reach new customers. HSBC can collaborate with financial services industry influencers to create content that educates customers about its products and services. It can also work with lifestyle influencers to create content that highlights the benefits of its offerings in an approachable manner.
In a nutshell, developing innovative marketing strategies is critical for HSBC in order to successfully boost its brand profile and reach its intended customer base. HSBC can create highly targeted initiatives that resonate with its clientele and lead to increased conversions and involvement by focusing on creating value for customers, leveraging information about clients, adopting a multi-channel approach, embracing customization, and leveraging influential individuals. Brands that can develop innovative marketing strategies that connect with consumers are more likely to succeed and grow in today's extremely competitive market.
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The customer journey is the sum of a customer's interactions with a brand. It starts with the customer's first exposure to the brand and continues through the purchase decision and post-purchase experience. Customers interact with brands through a variety of communication channels in today's highly connected world. As a result, HSBC must evaluate the customer journey across multiple communication channels to ensure that current and future stakeholders' expectations are met (Akpan et al., 2021). This essay critically examines how HSBC can evaluate the customer journey across a variety of communication channels in order to meet the expectations of current and future stakeholders.
Recognizing Customer Expectations
Understanding customer expectations is the first step in evaluating the customer journey across multiple communication channels. In order to deliver a customer-centric experience, HSBC must first understand its target audience's needs and expectations. This entails conducting customer research to learn about their preferences, behaviors, and needs. HSBC can gain insights into its customers through a variety of research methods, including surveys, focus groups, and social media monitoring. These insights can assist HSBC in better understanding the customer journey and identifying areas where the brand can improve the customer experience.
Customer Journey Mapping
The following step in evaluating the customer journey is to map it across multiple communication channels. A customer journey map depicts the customer's interactions with the brand, from initial awareness to the post-purchase experience. HSBC can create a customer journey map by mapping out every interaction the client has with the company's name. Each of the communication pathways, such as the HSBC website, social media, email, and in-branch interactions, can be considered touchpoints (Marano et al., 2020). In order to acquire a better understanding of the customer's journey, HSBC can identify the customer's emotions at each touchpoint. HSBC may discover areas for improvement in the customer experience by mapping the customer journey. It is capable of recognizing interactions that require additional attention, as well as areas where consumers may be abandoning the journey. 
Customer Satisfaction Evaluation
Customer satisfaction is measured as the third step in evaluating the customer journey. HSBC can measure customer satisfaction using a variety of methods, including feedback from consumer surveys, social media monitoring, and customer satisfaction ratings. HSBC can use polls for customer feedback to gather information from customers about their interactions with the brand. It may additionally track social media channels to gather information about customer sentiment and identify areas where the brand may enhance customer knowledge (Tubaro et al., 2019). Overall satisfaction scores can also be used for monitoring and recognizing trends in client satisfaction over time. HSBC can identify areas for improvement in the customer endure by measuring satisfaction among clients. It can also track advancement over time and identify consumer happiness trends.
Channels of Communication Integration
In order to offer an effortless customer experience, HSBC must ensure that all communication channels are integrated. Customers ought to be able to switch between methods of communication without disrupting their journey. HSBC can integrate its modes of communication using a variety of tools, including customer relationship management (CRM) software and marketing automation software. CRM software can assist HSBC in tracking customer interactions across multiple channels, and marketing automation applications can assist HSBC in delivering customized materials to customers based on their previous purchases. HSBC can create an effortless consumer experience that meets client requirements through the integration of channels of communication. It can also offer a more customized experience, which increases the retention of clients.
Maintaining Consistent Messaging
HSBC must ensure that its messaging remains uniform across all channels of communication. This means that irrespective of the means of communication channel used, consumers ought to receive the same information. In order to guarantee consistent communication, HSBC can use an assortment of tools, including a style manual for the company and a system for managing its content. A guide to brand style can help with overall communication, tone of voice, as well as visual appearance.
In addition, HSBC can use social media sites to engage consumers and create a unified customer experience. Banks are able to interact with clients and provide refreshes on the goods and services they offer through social media platforms such as Facebook, Twitter, and Instagram. According to a poll conducted by the Pew Research Centre survey, sixty-nine per cent of all adults across the nation use social media, presenting an important chance for banks such as HSBC to communicate with customers (Naradda Gamage et al., 2020). HSBC may increase consumer awareness and provide useful data about the goods and services they offer by setting up Facebook and Twitter is responsibly and frequently updating them. Furthermore, because customers are able to communicate with the bank through these methods, social networks can be used as a tool for delivering excellent customer service. Bots known as chat can help HSBC provide clients with quick and efficient answers to their questions. HSBC can improve the overall customer experience by using chatbots to ensure consumers receive reliable and consistent responses. HSBC can also use social media for collecting customer feedback to find areas for enhancement of its goods and services. This input can be used to develop more customer-focused advertising approaches and enhance the overall customer experience. Finally, HSBC can use statistical analysis to gain knowledge about customer behaviour and tastes. 
With the increased use of digital channels, banks such as HSBC have access to massive amounts of customer data that can be used to develop personalized advertising approaches. HSBC can gain knowledge about consumer tastes, behaviour, and expenditure patterns by analyzing customer data, which can then be used to create specific advertising initiatives. Personalized marketing campaigns can increase consumer involvement and happiness, resulting in increased brand loyalty. HSBC can also use statistical analysis of data to create a more effortless customer journey across numerous channels of communication. HSBC, for example, can identify the most frequently utilized channels of communication and make sure they are optimized for an effortless client experience by analyzing customer data. Furthermore, analysis of data can be used to recognize and tackle areas of customer dissatisfaction. This may enhance the customer experience as a whole and guarantee that what customers want is met. Finally, by leveraging online platforms, social networking sites, and information analytics, HSBC can develop creative advertising techniques to increase brand awareness while overseeing the consumer journey (Burger et al., 2019). HSBC may guarantee that consumer demands are met by emphasizing creating an effortless consumer journey, which will eventually contribute to higher brand devotion and client happiness. Furthermore, HSBC may employ these tactics to distinguish itself from rivals and gain an unfair advantage in the competitive landscape.
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Finally, this paper has critically evaluated how HSBC can develop innovative marketing strategies for increasing brand awareness and managing the customer journey across a variety of interaction methods. The significance of digital channels, networking sites, and data statistical analysis in achieving these goals is emphasized in the paper. In order to maximize customer happiness and retention, HSBC must adopt an approach that is customer-focused and focus on the entire journey rather than just touchpoints. HSBC must use data to better understand client requirements and preferences, personalize communication, and provide a consistent experience across all interaction points. HSBC may distinguish itself from other banks and gain an edge over them in an increasingly competitive marketplace by successfully doing so. HSBC must constantly keep track of and assess its advertising operations to ensure that they meet evolving requirements of its clients and other interested parties. Overall, HSBC has an opportunity to develop creative advertising campaigns that can increase awareness of the brand while successfully managing the consumer trip. Through doing so, it may reinforce its competitive place and achieve long-term profitable development.
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