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[bookmark: _Toc187017292]1. Introduction 
Marketing is the key of business to retain customers, build business awareness, and drive sales. Marketing helps businesses communicate with customers regarding their values and offerings to differentiate from competitors, reach a wide range of customers, and foster customer engagement that drives sales and profitability. Financial institutions conduct or implement marketing strategies to retain customers, promote financial products and services, establish business presence or awareness, and drive business growth. Through digital marketing, traditional marketing, email marketing, and many others, financial institutions implement their marketing activities or strategies. Headquartered in London and founded in 1865, HSBC is a banking and financial services organization. HSBC serves a million customers in over 62 countries and territories and offers services like investment banking, wealth management, commercial banking, retail banking, etc. Recently, HSBC has focused on digital banking solutions and sustainable growth. While operating in the competitive financial industry, HSBC to stay competitive implements various marketing strategies through omni channel communication channels. In this context, this report will critically evaluate the marketing activities of HSBC and will emphasize the marketing activities’ effectiveness along with the business environment of the company. By investing in a detailed study of the target market, and selected media, the report will delve into the effectiveness of its marketing strategies and the associated shortcomings. Analysis of these factors will eventually lead to a set of recommendations for the company that will enable the company to strengthen its marketing activities more effectively in the future. 
[bookmark: _cl6yhb6bg80f][bookmark: _Toc187017293]2. Task 1: Critical evaluation of HSBC’s marketing activity
[bookmark: _ygv0wpayssp2][bookmark: _Toc187017294]2.1 Concept of marketing and its importance 
Marketing in today’s business world emerged as one of the fundamental aspects of business operations. In the views of Rahman et al. (2024), marketing is a process or activity that incorporates communication, delivery, and exchange of offerings that are valuable to customers, clients, and society at large. 
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Figure 1: Kotler’s 4 P’s theory of marketing
(Source: Nakanjako, 2023)
Philip Kotler in this marketing theory popularly known as the 4 Ps of marketing propounded that marketing is an imperative aspect of doing business because an effective market ensures competitive advantage for businesses along with a stable position in today’s highly competitive marketing environment (Ogborigbo et al., 2024). For example, HSBC has major competitors including BBVA, Lloyds Banking Group, and Bank of America. Citi and others, and in order to ensure a stable position and business growth HSBC needs to engage its target market and deliver the offerings through marketing (Priya, 2024). HSBC as one of the financial service giants in the global market significantly invests in marketing activities surrounding the 4 Ps of marketing. The following points describe the marketing activities followed by the company:
Product
HSBC continuously invests in developing new products and services, which also strengthens in marketing strategy. The company specifically addresses customer needs and develops tailored financial services that attract both customer attention and improve business growth. For example, different investment options supported by the company including mutual funds, stocks buy and sell, and shares ISA fit the diverse investing needs of the customers.
Price
Competitive value and value-based pricing are at the core of pricing marketing strategy. This approach enables the company to undercut its competitors and support customer-centeredness in products such as savings accounts, loan rates, and others (Sakirovic, 2023). 
Place
HSBC follows a global approach for its marketing strategy in the place aspect. HSBC operates in multiple countries and ensures the availability of its banking and financial services in major cities around the world. The company largely exploits online and mobile banking platforms to connect and engage customers while also ensuring remote accessibility to banking services (Chaimaa et al., 2021). The large ATM network of the company also contributes towards offline marketing increasing visibility in prominent locations. Wealth Management Offices scattered in key locations specifically target high-net-worth customers offering personalized services. 
Promotion
Extensive promotional activities are run by the company to promote its services and brand name. Informative commercial telecasts, ads, sponsorship, and tailored marketing campaigns in digital platforms come under the major promotional strategies practiced by the company. For example, the recent marketing campaign named 'Together We Thrive’ run through diverse social media platforms like LinkedIn and Twitter engaged a high number of customers and promoted the company’s commitment towards community and economic growth (MarketingWeek, 2024).
[bookmark: _hooes8stjzbv][bookmark: _Toc187017295]2.2 Macro and Micro Marketing Environment of HSBC
[bookmark: _157zerd3yfv5][bookmark: _Toc187017296]2.2.1 Macro marketing environment
Micro marketing environment with UK’s PESTLE analysis 
	Factors
	Description
	Impacts

	Political 
	As per the data relieved by the Global Economy, the UK is a politically stable country with 0.51 points as of 2023 (The Global Economy). The standard rate of Value Added Tax (VAT) is 20%. However, financial services such as insurance, granting of credits, and other types of transitions are exempted from VAT. The impact of Brexit has been significant in the UK’s political environment and undermined the fiscal stability of the country (Gov.uk, 2024a). 
	UK’s stable political environment is beneficial for HSBC for its business growth and success. Exemption from VAT in different financial services also enables the company to ensure greater cost-effectiveness of its services. 

	Economic
	The inflation rate in the UK as of November 2024 is 2.6%, which is the highest since March of the same year (Office for National Statistics, 2024). The UK is one of the largest economies in the world and generated 2.54 trillion British pounds of GDP in 2023 (Clark, 2024). However, the unemployment rate in the country remains concerning because, between the ages of 16 and 64, only 74.8% of the citizens are employed (Office for National Statistics, 2024b). 
	A robust economic landscape involving high GDP, and purchasing power creates a supportive environment for the company to target high-net-income individuals. 

	Social
	The UK hosts a population of 67.6 million with diverse ethnic, cultural, and social backgrounds, with white people being the dominant ethnic group. People in this country prefer to spend an affluent life with a high inclination towards luxury and comfort. Apart from the social norms of an affluent lifestyle, a high per capita income of 22,986 British pounds ensures higher affordability and purchasing power making the UK a robust marketplace for companies (Esriuk, 2024). 
	The high population of the country with an inclination towards luxury and comfortable lifestyle ensures that the company can have positive demand conditions to sell its services. 

	Technological 
	The UK is one of the most developed and technically advanced countries in the world. Among the 133 companies under the Global Innovation Index, the UK ranks 5th, which suggests the availability of modern technological infrastructure in the country. Over 98% of the people in the UK have access to high-speed internet making the UK the sixth-ranked worldwide. This suggests that in terms of technology, and internet penetration, the UK is one of the leading countries globally. 
	Strong technological infrastructure and high internet penetration is strongly supportive of digital transformation. HSBC can essentially be beneficial in digital marketing because of its high internet penetration. 

	Legal
	The UK has three distinct legal systems specific to the geographical areas and historical context. With a parliamentary form of government, the power to make decisions in the country rests with the elected parliament. Under a rigid legal system, companies operating in the country need to abide by major laws related to employment, environment, and other areas, for example. Employment Rights Act 1996 specifies the relationship between employers and employees setting responsibilities and boundaries for both parties (Legislation.gov.uk, 2024). 
	The strong legal and regulatory environment in the UK hints that the company has to abide by the laws and ensure its business operations are aligned with the regulatory requirements. 

	Environmental 
	The UK has several environmental challenges, air pollution being the most alarming. It is posing threats to public health shortening 10,000 lives each year (Gv.uk, 2024). Additionally, plastic pollution, difficulty in waste management, floods, and strong surges are the environmental challenges in the country. However, despite these challenges, the UK ranks as one of the most preferred locations for businesses, a safe and easy place for each doing business. The temperate climate in the country enhances the ease of doing business. 
	UK’s temperate weather conditions are supportive of running business activities by HSBC. However, natural calamities such as floods and storms can temporarily hinder business operations. 


Table 1: UK’s PESTLE and HSBC impact 
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Micro marketing environment with Porter’s five forces analysis 
	Forces 
	Description 
	Impact

	Threat of New Entrants
	HSBC benefits from large-scale operations, making it difficult for new entrants to compete on costs. High capital investment is needed to enter the financial industry, making it difficult for new entrants. Strict regulatory requirements act as a barrier to entry for new players. HSBC's established brand and proprietary technologies add to the barriers for new entrants (Sakirovic, 2023).
	







Low

	Bargaining Power of Buyers
	Individual buyers have limited power due to the wide range of services offered by HSBC. HSBC's large customer base reduces the bargaining power of individual buyers (Lu et al., 2023). Limited ability for buyers to integrate into the banking industry. High price sensitivity in competitive markets influences HSBC's pricing strategies.
	


Moderate 

	Bargaining Power of Suppliers
	Financial services rely on suppliers like technology and talent (Chang et al., 2020). A limited number of specialized technology and talent increases the bargaining power of suppliers for HSBC. High switching costs for technology and talent limit the bargaining power of HSBC.
	


Moderate 


	Threat of Substitutes
	Moderate switching costs for customers who might opt for alternative financial services. Alternative financial products or services from fintech companies might offer better options (Roy, 2022).
	


High 

	Competitive Rivalry
	High competition from other established financial institutions. A diverse range of financial products and services are available in the market. Rapid technological advancements and innovative products or services offered by competitors (Rahmayati, 2021).
	


High 


Table 2: Porter’s Five Forces Analysis of HSBC 
Micro marketing environment with SWOT analysis 
	Strengths 
· Strong global brand and reputation (HSBC UK, 2025).
· Extensive network and reach.
· A comprehensive range of financial services.
· Advanced technology and digital banking capabilities.
· Commitment to sustainability and corporate social responsibility (CSR).
	Weaknesses 
· High dependency on certain markets like the UK (Chang, 2022).
· Regulatory challenges in different regions.
· Complex organizational structure.
· High operational costs.
· Limited marketing activities or initiatives.

	Opportunities 
· Expansion in emerging markets.
· Increasing demand for digital banking.
· Cross-selling opportunities with existing customer base (Roy, 2022).
· Strategic partnerships and alliances.
	Threats 
· Intense competition from other financial institutions.
· Economic downturns and market volatility.
· Cybersecurity threats.
· Changing regulatory environment and foreign exchange rate (Chang, 2022).


Table 3: SWOT analysis of HSBC 
[bookmark: _theayogs8kxl][bookmark: _Toc187017298]2.3 Change management strategies
Change management refers to a structured approach implemented by companies to lead people through a transition process to attain desired outcomes (Buchanan & Badham, 2008). 
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Figure 2: Kurt Lewin’s change management model
(Source: Mutomorro, 2025)
Kurt Lewin’s change management model describes three stages of this process, these are unfrozen, move, and refreeze. Following this model, the change management strategy and its effectiveness of HSBC are as follows:
Unfreeze
In the face of rapid modernization and digitization, HSBC faces challenges like digitalization of business processes, stakeholder engagement, shifting customer and stakeholder expectations, and others. The company, adapting to those challenges, decided to make fundamental changes in the organizational processes. This approach to managing change as per market requirements is effective in meeting customer expectations and strengthening company operations. However, in the view of Cameron and Green (2015), it adversely affects existing work patterns and modes of working leading to employee stress and resistance. The company also faced similar types of challenges. 
Move
The company adopted new technologies like AI, blockchain, online banking services, and other digital tools to strive through the digital transformation process (Omrani et al., 2022). Additionally, workshops and training programs ensure the skill development of employees. Leadership alignment to guide the change management process also has been a part of the transition process. These practices indicate the organizational commitment of HSBC to employee well-being and managing change systematically. 
Refreeze
The new processes were stabilized upon close impact on the business processes. The institutionalization of changes resulted in the adoption of new practices and the celebration of successful change management (Rosdiana and Aslami, 2022). However, the company continued collecting feedback and closely monitored the business environment. Positive feedback and monitoring led to cultural reinforcement of the changes. 
[bookmark: _so3ksmhxyrvw][bookmark: _Toc187017299]2.4 Target market(s) 
Segmentation, Targeting, and Positioning (STP) to analyse HSBC the target market(s)
	Segmentation 
	Targeting
	Positioning 

	Geographic 
	While focusing on 62 operating counties, HSBC's marketing strategy strongly focuses on the UK in regions like London for high-value clients and rural areas with digital-first solutions (HSBC UK, 2025). UK’s population is currently 69,350,288 in 2025 (Worldometer, 2025). While reducing its branches in the UK, HSBC has expanded its online banking services.
	Product: Digital-first solutions for rural areas and premium services for high-value clients in London. 
Price: Competitive rates tailored to diverse client needs. 
Place: Focus on the UK, especially urban and rural areas. 
Promotion: Emphasizes convenience and advanced online banking amid reduced physical branches.

	Psychographic 
	Target customers of HSBC UK offer premier accounts for affluent lifestyles, current accounts for businesses, student accounts for young customers, etc (Valaswara and Hasnawati, 2023). It effectively targets risk-takers with mutual funds, investment options, and conscientious savers with tailored banking solutions, appealing to diverse customer personalities and values.
	Product: Premier, business, and student accounts as well as mutual funds, and investment options. 
Price: Competitive and tailored to diverse needs.
Place: Focus on the UK, with emphasis on both urban and rural areas. 
Promotion: Highlights the security, and efficiency of its comprehensive banking services.

	Demographic 
	The target customers of HSBC UK are people of different age groups. It includes children's or adult’s accounts, graduate plans, and retirement services to cater to different age groups. HSBC offers services for all genders and targets various life stages with specific solutions like first-time homebuyer loans (HSBC UK, 2025). HSBC services also target mainly high to medium-income people. HSBC services target businesses or entrepreneurs as well. 
	Product: Accounts for children, adults, graduates, and retirees, and homebuyer loans. 
Price: Competitive rates tailored to different income levels. 
Place: Extensive presence in the UK, targeting various age groups and income levels. 
Promotion: Inclusive marketing for all genders, life stages, and entrepreneurs.

	Behavioural 
	HSBC UK emphasizes convenience through digital banking and caters to high-value clients with exclusive investment and account options (Sakirovic, 2023). It promotes travel cards and personal loans during holiday seasons to leverage seasonal demand. Online platforms are accessible for light and heavy users, though improvements in-app features could better serve high-frequency users. Integrated media campaigns ensure wide audience engagement across digital, TV, and print channels.
	Product: Digital banking, exclusive investment options, travel cards, and personal loans. 
Price: Competitive, tailored to various customer segments. 
Place: UK-wide, accessible online platforms. 
Promotion: Seasonal campaigns, integrated media across digital, TV, and print.


Table 4: STP analysis for HSBC marketing activities
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In terms of conducting marketing to reach audiences or customers, HSBC uses different channels of communication. Social media platforms like LinkedIn, Twitter, Facebook, and Instagram HSBC use to share content in the form of videos, images, or written to company news, company offerings, and other information to engage both B2B and B2C customers (da Silva, 2021). While HSBC uses a LinkedIn page to update industry insights, company news, and thought leadership articles, HSBC uses Twitter for real-time engagement and customer service and Instagram for visual storytelling and brand personality. It is important to note that social media platforms as a communication channel are emerging for customer effective engagement and reach (Lim and Rasul, 2022). Social media's wide reach and targeted advertising capabilities make it highly effective for HSBC's marketing efforts. Email marketing is one of the key channels of communication that HSBC uses. HSBC employs personalized email campaigns to communicate with existing customers about new products, services, and exclusive offers and to improve long-term relationships with customers. As per the observation of Ahmed (2024), a strong focus on customer preferences and behaviours makes email marketing personalized and effective that nurture customer relationships and drive repeat business. 
On the other hand, HSBC uses search engine optimization (SEO) as its most important communication channel. As per the statement of Jusuf (2023), using SEO improves website visibility and customer trafficking and enhances reach and company awareness. HSBC’s website is fully optimized for search engines that ensure high visibility for relevant keywords and drive traffic to their site where potential customers can learn about their products and services. This communication strategy is effective in the digital business era for online visibility and customer acquisition, ensuring that HSBC appears in top search results for financial services that attract new customers seeking financial services. One of the traditional marketing communication channels is television and print media that HSBC uses and it is still part of their marketing mix. Campaigns like “The World’s Local Bank” of HSBC utilized television ads and print media to build brand recognition and trust among a broad audience. However, in today's ground context of marketing, television, and print media are less effective in reaching demographics and establishing a strong business presence due to the increased rise of digital media that is used by most of the population (Mazet-Sonilhac and Mésonnier, 2024). Thus, for implementing marketing strategies, it can be stated that HSBC applies an omnichannel communication approach. 
[bookmark: _ozl49po64ol8][bookmark: _Toc187017301]2.6 Measurement success of marketing strategy
The success of marketing campaigns is understood with the help of KPIs including conversion rates, customer feedback, website traffic, and others. These indicators help to determine return on investment, and also strategies to optimize future campaigns. The marketing strategies of HSBC demonstrate significant effectiveness in terms of various KPIs. The conversation rate of the company has improved significantly due to its marketing strategy through an omnichannel approach. For example, passive clicks have been transforming into generality-engaged visitors of HSBC (Rahman et al., 2024). This highlights the effectiveness of marketing strategy to drive leads and support the business growth of the company. Customer lifetime value (CLV) measures how much revenue a company generates from customers throughout the course of interaction (Firmansyah et al., 2024). HSBC engages over 41 million in over 60 countries. The total value revenue reported by the company in 2023 was $66.1 billion (Statista, 2024). This indicates HSBC’s ability to engage customers and increase their lifetime value. HSBC controls its marketing activities and customer engagement by exploiting digital transformation, and customer-centric services. The omnichannel marketing practice enables the company to foster interaction and supply the necessary information to help customers make informed decisions. Customer-centric services assure a higher level of customer satisfaction, which optimizes both customer retention and lifetime value. 
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The marketing activities of HSBC demonstrate various proactiveness, however, the following shortcomings are observed: 
Issues of cybersecurity threats
Cyber risk and quantum cyber threats are the major aspects that cripple the marketing activities of the company. Risks of IT lead to banking failure, and delays in services, which adversely affect customer experience. 
Limited Personalisation
Personalization of marketing experience is central to ensuring a higher level of customer engagement and also ensures a greater conversion rate and purchase repetition (Griep et al., 2021). Although HSBC invests in personalization, the extensiveness of personalized marketing experience is limited mostly to high-net-worth individuals. 
Lack of community engagement
HSBC significantly invests in community development and supports sustainable economic growth. However, in marketing strategy, the company fails to effectively capture its engagement in community development, which undermines the value of the CSR practices of the company in customer engagement. 
Limited highlighting of sustainability practices
Green marketing involves highlighting the sustainable aspects of business practices and tracking environmental friendliness (Omrani et al., 2022). HSBC’s marketing content lacks information on the sustainable practices executed by the company. 
Underutilization of Customer Feedback 
HSBC lacks the mechanism to collect and utilize customer feedback to optimize products and services. This is detrimental to the company in terms of meeting the diverse needs of the customers and addressing problems faced by customers. 
[bookmark: _pvior19h67ex][bookmark: _Toc187017303]4. Task 3: Recommendations as to how HSBC’s marketing strategy could be improved
Recommendation 1: Enhance cybersecurity measures
There is an urgent need for HSBC to consider some high-risk security features to guard customer information. This includes introducing AI-driven threat detection systems and timely upgrades of the software system to avoid violation. To build customer trust, HSBC can launch an awareness creation that will create awareness of the threats of Internet banking fraud and the measures that the company puts in place to ensure client security (Rana et al., 2024).
Recommendation 2: Personalize customer experiences
Customer data analytics need to be implemented by HSBC to offer customized products and services. For instance, providing customized savings accounts or loan packages to meet the needs of individuals as per their obtained history and desired values would improve the value for money. The use of AI-type tools like chatbots and recommendation systems will guarantee high standards and value-added customer interactions (Khneyzer et al., 2024).
Recommendation 3: Boost community engagement
To gain a more positive perception from the local communities, HSBC should support events in such communities, financial literacy programs, and other local business partnerships. Maintaining client engagement through online conferences or teleconferences in which customers will be able to speak to experts on financial issues will also rebuild trust (Rana et al., 2024).
Recommendation 4: Amplify sustainability practices
There is another strategy that should be active in the promotion of HSBC, including green products and the company’s plans to minimize its emissions. The environmentally friendly products like green loans, and paperless banking services may attract many environmentally sensitive clients. Reporting frequently or having campaigns of progress toward sustainability goals will improve the image of brands (Thangam and Chavadi, 2023).
Recommendation 5: Utilize customer feedback for continuous improvement
Feedback should be gathered using surveys, feedback on products, and services, through online reviews, and social media (Rahmayati, 2021). The feedback must be studied by HSBC to evaluate trends and challenges concerning its service delivery, and the result of such an evaluation ought to be acted on as soon as possible. Establishing a specific customer consultative forum means that their direct input will be incorporated into the development of new work plans hence enforcing improvements in services.
[bookmark: _z82upbqfhb8i][bookmark: _Toc187017304]5. Conclusion
Concluding this report, it can be elaborated on the marketing strategies and the business environment of HSBC. The findings indicate that HSBC utilized an omnichannel strategy and a global network approach to connect and interact with its customers. Digital technologies and informative marketing content as part of marketing strategies permit the company to connect and engage with a large audience, and also help customers make informed decisions. However, a few shortcomings like limited personalization, underutilization of customer feedback, and others adversely impacts the effectiveness of the marketing strategies. In order to overcome these challenges, the company needs to improve the personalization of marketing content, enhance cyber security, utilize customer feedback, and others. 
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