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Executive Summary
The purpose of this report is to evaluate HSBC’s marketing plan and present its advantages and drawbacks as well as possible enhancements. Marketing communication is also employed by HSBC to maintain its market share in the international market by segmenting, targeting, and digitization to fulfil the needs of the consumers. The consideration of macro and micro environments through a tool like PESTLE shows how its regulatory change, technology severity, and competition poses challenges on strategic plans it has. While campaigns like “Together We Thrive” does add to brand awareness, there are still opportunities to improve targeting of younger people and predictive analytics. The recommendations were as follows: the shift to newer digital platforms, the degree of customization of content that was provided then, and resource scenario. These strategies aim at increasing the flexibility and production capacity of organisations to meet the existing HSBC customer requirements.
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[bookmark: _Toc187316919]1. Introduction 
HSBC, also known as HongKong and Shanghai Banking Corporation, is one of the biggest worldwide banking and financial organisations. HSBC provides its services to millions of consumers in more than 60 countries through its divisions, which include retail banking, wealth and personal banking, commercial banking, and global markets. The organisation plays a crucial role in providing foreign exchange services, managing various financial risks, and providing a variety of services to its customers, whether they are individuals, business entities. Due to the operations of HSBC in the global economy, these factors are relevant to the company and the constant evolution of its marketing strategies in the context of the competition.
In the banking industry, marketing strategy plays an important facet in attracting customers towards the banks and in increasing the percentage of business. Banking services are not tangible and this means that customers always have to seek services from organizations and companies that they can trust. Organisational communication goals work for benefit of the organisations like HSBC to inform their audience about its products and services, to position itself against competitors, and to address changes in customer needs. This becomes even more important, particularly in inducing technology in the production of goods and services by companies under changing customer needs and rising competitiveness.
This report proposes to critically evaluate the HSBC group in the following areas marketing about macro and microenvironmental factors, identification of the most suitable target markets and the proper communication channels to utilise. The report details the shortcomings and recommendations on the marketing of HSBC and shows how the company can enhance its status in the marketplace of financial services.
[bookmark: _s82zkbwf6nbo][bookmark: _Toc187316920]2. Task 1: Critical Evaluation of HSBC Marketing Activity
[bookmark: _whcrshel6lqb][bookmark: _Toc187316921]2.1 The Concept and Importance of Marketing: Resources Invested by HSBC
Marketing is considered as one of the most valuable approaches in HSBC because it seeks the expansion of the company and international network (Sivaprasad and Mathew, 2021). The bank notices it important to spend a huge chunk of its capital on marketing to ensure that tops the list of the most recognized institutions and come close to the consumers in all the markets. They are present in several significant spheres, which can be the budget sphere, staff, and technologies.
Budget Allocation
Marketing communication expenses remain high if considered in terms of the overall fund investment by HSBC that it brings in for the process and highlights its importance on brand creation and customer outreach (Jain, 2024). This budget is adopted through the traditional media, the new media, the print media, and the Electronic Media also through advertisements and sponsorships. Significant portion remains with the DX projects because HSBC remains inclined towards online banking, mobile applications, and other customised offerings. Latterly, it has focused more on extending and enhancing digital advertisement in parallel with growing online financial services.
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Figure 2.1: Asset Management of HSBC
(Source: assetmanagement.hsbc.co.uk, 2025)
Staffing
The staffing resources used in the marketing functions of HSBC implies the involvement of several people in charge of marketing, marketing strategies, campaigns and consumers (BILGIN, 2024). Such individuals may have a wide range of experience across like fields as marketing, communications, research, and analysis. In HSBC, the marketing department collaborate with other departments such as IT and support in producing well-coordinated campaigns and structures that is responsive to the customers and conforms to the organizational strategies.
Technological Tools
Concerning the technological assets, it is equally important to note that HSBC has gotten hold of various modern digital tools and platforms to back its marketing campaign (Balaji, 2024). This includes from customer relationship management (CRM), data analytics, and social media management systems among others. The use of these technologies will help the bank track the habits of the customers, evaluate the effect of the campaigns and deliver quality services. The mobile banking promotions, the promotions’ key aspect is the customer information and trends, while on the other hand, HSBC has tapped into the technological aspect to come up with better ways of marketing.
HSBC has invested on these resources in order to prove that marketing can be a competitive asset in the globalization effort of an enterprise.
[bookmark: _e89x1thgm8sf][bookmark: _Toc187316922]2.2 The Macro and Micro Marketing Environment of HSBC: Influence on Marketing Strategy
The analysis of the macro and micro environment is immensely crucial in establishing HSBC’s marketing strategies (Kaluarachchi and Sedera, 2024). While using the PESTLE (Political, Economic, Social, Technological, Legal, and Environmental) framework facilitates understanding the macro environment better to assess this impact on the organisation. The microenvironment deals with specific industry competitors, and stakeholders and their direct influence on the marketing decisions within the bank.
Macro Factors: PESTLE Analysis
	Factor
	Impact on HSBC's Marketing

	Political
	Regulatory policies, banking reforms (Basel III), and political stability affect HSBC’s global marketing and growth strategies.

	Economic
	Economic conditions influence HSBC’s product offerings; stable markets attract investment products, while downturns focus on cost-effective financial solutions.

	Social
	CSR initiatives, sustainable finance, and demographic changes (ageing population, young consumers) shape HSBC’s marketing to reflect ethical values and cater to diverse customer needs.

	Technological
	Digital banking, AI, and mobile platforms necessitate investment in digital marketing strategies and innovative technologies (blockchain, cryptocurrency).

	Legal
	Compliance with data protection, anti-money laundering laws, and regional regulations influences HSBC's marketing communication to ensure legal and ethical practices.

	Environmental
	HSBC's commitment to sustainability drives the marketing of green bonds, eco-friendly financial products, and environmentally responsible practices.


Table 2.1: PESTLE Analysis: Macro Factors Influencing HSBC's Marketing Environment
(Source: Self-created)
Political Factors: The political factors are one of the important business macro environments affecting the marketing of HSBC since it operates in many countries and they all have different political structures and laws from that of the UK (Ghadiridehkordi et al. 2024). Some of these key policies include banking regulation policies, taxes, and trade policies which are crucial to the operations of HSBC. Legal changes, such as the launch of the Basel III banking reforms, demand marketing claims that emphasize the company’s compliance with the new guidelines and proper management of finances. The political factors also play a role in HSBC’s growth strategies since sometimes may be politically unstable but holds potential for growth.
Economic Factors: The economic factors including the world economy, inflation, spending power and many others are also key determinants of HSBC’s marketing strategies (Ngoc, 2024). HSBC could have other slogans like stabling, cheap, and secure when the market is not doing well. In turn, in situations of economic development, it can attract customers with investment offers, credit products, as well as other financial services. HSBC has been forced to adapt digital banking channels in its business due to changes in socio-economic factors including financial technology, and digital currency among others.
Social Factors: Social factors are another influential aspect in the context of the marketing mix decisions of HSBC (Niyazbekova et al. 2021). Since the customer is thinking of more ethical, sustainable, and socially responsible business activities, HSBC has included “corporate social responsibility (CSR)” approaches in their communicated themes. HSBC has promoted its sustainable finance services and policies on emission cuts to meet the growing consumer consciousness about the ethical standing of their banking institutions. Moreover, the ageing population in developed countries and the young generation in developing countries become a demographical factor that defines HSBC's segmented marketing strategies and products on wealth building and online banking.
Technological Factors: Technological factors can be considered as one of the key factors in the transformation of HSBC’s marketing tactics caused by the shift towards digitalization of marketing processes (Yu, 2023). The development of mobile banking together with other platforms based on data analytics and AI increases the need for this enterprise to increase its advertising costs in digital media. Web advertisement, creating content for each customer, and membership in social networks can help HSBC establish communication with customers. The changes in technology have forced HSBC to embrace new techniques in offering digital banking services, blockchain and cryptocurrency offerings to consumers who are interested in such technologies.
Legal factors: The legal factors of HSBC’s marketing concern are the legal dimensions that guarantee that the company adheres to distinct legal requirements in various international locations (Marotta and Bradshaw, 2023). Presently, marketing communication is governed by anti-money laundering legislation, data protection and other consumer protection laws meaning that the marketing communication of HSBC should be legal, truthful and not unfair. In regions where specifics of regulations for data privacy are strict like the EU, HSBC has to manage legalities of customer privacy to detail how that company collects and uses customer data for marketing.
Environmental Factors: Environmental factors include the need to practice sustainability and also affect the marketing decisions of HSBC (Nahar et al. 2021). It is also observed in its sales and marketing of sustainable investment, environmental bonds and the funding of sustainable practices. This strategy can be seen to enhance the consumption shifts for both the consumer and business by employing slogans as a way of communicating to the audience that HSBC is willing to facilitate change for the green economy.
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Figure 2.2: Different Macro and Micro Marketing Environments
(Source: Week 3-The Marketing Environment Lecture Note)
Micro Factors: Competitors, Customers, and Stakeholders
	Factor
	Impact on HSBC's Marketing

	Competitors
	HSBC monitors competitors like Barclays and Citibank to adjust its marketing strategies, especially in digital banking, wealth management, and corporate finance.

	Customers
	HSBC targets various customer segments (corporates, SMEs, digital users) based on data analytics, tailoring marketing to meet the needs of each group, including those in emerging markets.

	Stakeholders
	Stakeholders, including employees and regulatory authorities, shape HSBC’s marketing strategies by enforcing ethical practices and promoting brand values.


Table 2.2: Micro Factors Influencing HSBC's Marketing Environment
(Source: Self-created)
Competitors: The main microenvironment for HSBC Company includes the competitors, customers and stakeholders. Among HSBC’s competitors that directly influence its marketing strategies, are Barclays and Citibank (Chowdhury and Islam, 2021). Marketing promotion and customer incentives together with prices offered by competitors are monitored by HSBC. This competition analysis can assist HSBC in positioning itself in more suitable ways in digital banking, wealth management, and corporate financing. If a competitor has launched a new product or service, HSBC can respond to it by staging advertising campaigns which can assert the benefits of their offerings and improved features.
Customers: Customers are core in the marketing concepts practised at HSBC and on evaluating and classifying the customers, the bank directs its marketing activities towards these qualified customers. HSBC uses its customer data to analyse customer needs depending on a certain segment and then markets to their products that fit special categories like the corporate people, SMEs, the adept, and internet enthusiasts (Czinkota et al. 2021). It also adjusts its marketing activities to account for the challenges in such markets where mobile money and emerging middle-income groups provide high growth potential.
Stakeholders: Shareholders like employees, and regulatory authorities are other marketing influencers in HSBC. An organisational culture that inculcates brand values has to be constantly nurtured by reinforcing with the employees and marketing to HSBC (Tahri, 2023). It targets the customers through the banker to communicate and persuade them on the financial position, growth prospects, and activities on environmental conservation the banker portrays. Legal and ethical requirements of promotion mean that there are some regulations by the relevant authorities that directly or indirectly regulate how HSBC structures its marketing communications.
[bookmark: _y5ujdl52cl5u][bookmark: _Toc187316923]2.3 Change Management Strategies: HSBC's Approach
Digital Transformation in Marketing
HSBC has been flexible in responding to the shifting nature of the spread of marketing through mobile banking promotions and other digital channels (Abou Saleh and Al Tuwaijri, 2022). Currently, the bank has employed the use of Artificial intelligence, data analytics and even mobile applications when addressing the issues of customer interface and sales promotions. Mobile banking, for instance, creates an opportunity to advertise more frequently for instance special financial services offered by HSBC to reach more people who use digital platforms. Further, the high adoption of the Internet and social media for advertising by the bank has helped the marketing team to develop more campaigns, this is a sign that the institution has embraced technology in marketing (Cameron and Green, 2015).
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Figure 2.3: Technology Strategy of HSBC
(Source: thedigitaltransformationpeople.com, 2025)
Response to External Pressures
Strategies used by HSBC concerning outside pressures, such as regulations and economic volatility, have been preventative though not without some challenges. These regulatory changes for instance with more stringent anti-money laundering (AML) and data privacy laws have prompted HSBC to change its marketing strategies (Barber, 2021). Marketing communication remains an area in which the bank has dynamism by ensuring the new regulations of transparency and trust in marketing campaigns. During periods of such economic disadvantages as the present world financial institution, the marketing concentration of HSBC has been the question related to stability and trust. However, the lack of efficient regulatory and economic risk management across the global locations of the bank still poses a challenging operating environment.
Effectiveness of Change Management Processes
The change management processes in HSBC have generally been good in their application, though they are still capable of improvement. Flexibility has however been adopted in the bank’s marketing strategies through the strategic management adapting to new technologies and environment (Vittala et al. 2024). The fact that it has integrated digital technology into the way it operates serves as proof that it is willing to reinvent itself. However, some of the critics believe that HSBC has not been as rapid with the change as some individuals and fintech businesses in the banking world. HSBC’s approach to change management has served its marketing strategies well sustained change is essential to remain competitive in the market (Buchanan and Badham, 2008).
Lewin’s Force Field Analysis
Lewin’s Force Field Analysis can be used in HSBC to analyse change management process and would need to look for driving forces and restraining forces in HSBC. With this model, it is easier to make a comparison of the results of HSBC actions in the past years with the actual success in marketing. 
	Driving Forces
	Restraining Forces
	Impact on Marketing Strategies

	Adoption of digital technologies (AI, data analytics).
	High costs of implementing advanced technologies.
	Enhanced personalization and targeting of campaigns.

	Increasing consumer preference for digital banking.
	Resistance to change among older or less tech-savvy users.
	Broader outreach through mobile and digital platforms.

	Pressure from competitors (e.g., fintech companies).
	Organizational inertia compared to agile fintech firms.
	Accelerated innovation in marketing campaigns.

	Regulatory demands for transparency and compliance.
	Complex, region-specific regulations requiring adaptation.
	Strengthened brand trust through compliance marketing.

	Economic pressures prompting focus on financial stability.
	Limited flexibility in budget allocation during crises.
	Positioning as a secure and reliable financial partner.


Table 2.3: Lewin’s Force Field Analysis
(Source: Self-created)
[bookmark: _cmp33xt9w469][bookmark: _Toc187316924]2.4 Target Markets: HSBC’s Audience and Approach
As per HSBC, major customer segments are business markets, SMEs, high-net-worth individuals, and digital consumers. These segments are identified through market segmentation that depends on demographic, income and behaviour patterns (Sourov, 2022). These groups are targeted strategically because of the nature of the bank that serves international markets and provides financial services for sectors.
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Figure 2.4: Types of market segmentation
(Source: Week 6 - Segmentation Targeting Positioning Lecture Note)
Segmentation, Targeting, and Positioning
HSBC employs segmentation because it identifies that its consumers aren’t homogeneous. The corporate and business customer together with the SMEs are served with products related to financial solutions such as trade finance and global cash management which focuses on international transactions (Kapmeier et al. 2021). Private banking services are provided and customers personal services for the management of wealth are provided. Mobile banking and easy-to-use online interfaces are used to target technology-aware customers. HSBC, citing its global leadership and accuracy, in its turn, uses the slogans that characterize the concepts of health and partnership, Such as “Together We Grow”.
Marketing Mix and Campaigns
HSBC uses an appropriate marketing mix to access its desired markets. Some of the highlighted digital selling activities include social media and email marketing which assist in contacting digitized customers (Lu et al. 2023). The campaigns it conducts on the LinkedIn site can easily identify corporate customers through financial solutions advertisements in different fields. Newspapers and television targeting remain focused on the upper-class segment still carrying the branding of originals. Marketing campaigns like “Together We Thrive” introduce new cultures chasing globalization for the customers.
Effectiveness of the Approach
This is a good strategy adopted by HSBC in enhancing its branding strategy for reinforcing its branding globally and reaching the right audience. There is a possibility to interact at the given age, even more, using further examples of TikTok and gamified marketing strategies (Mim, 2023). The extent of compatibility of the bank’s segmentation, targeting, and differentiation strategies helps to improve its competitiveness within a dynamic and changing financial landscape.
[bookmark: _545dy0sb2l6d][bookmark: _Toc187316925]2.5 Selection of Media: Key Channels and Effectiveness 
HSBC uses both online and traditional media since the audience is diverse and ranges due to the global operation of the company. Internet marketing encompasses most of the marketing techniques, which the Bank employs through social media, emails, and SEOs (Yathiraju and Dash, 2023). Furthermore, newspaper advertisements, television ads, and outdoor ads are still staples to the company strategy particularly the repetition that people should see the brand among the wealthy and the corporates.
Digital Media
Some of the social media that should be used are LinkedIn, Twitter, and YouTube to cover corporate customers, SMEs and technologically advanced consumers. Marketing and connecting with professional customers by posting solutions, financial insights, and educative news on LinkedIn make HSBC more credible to professionals (Philippidis, 2024). Some of the advertisements that HSBC has developed are those on YouTube featuring the company’s tagline: “Together We Thrive” which showcases operations globally together with a people-focused approach. SEO ensures that HSBC stays visible on the search engines and therefore, its digital platforms are easily reachable by the potential consumers. Email also helps in reaching the target consumers one on one as it offers and updates especially when targeting the affluent consumers.
Traditional Media
Newspapers and television are favourites and may come in handy for supporting the promotion of HSBC’s online services. Newspapers and magazines are used for putting adverts as part of the branding appeals to the corporate world and the affluent classes, whereas television enhances the international recall value of the bank’s advertisements (Chen, 2023). An HSBC campaign that is specific to the airport campaigns its global aspect and links the brand to travellers.
Effectiveness of the Media Mix
Regarding media choices, HSBC appears to effectively communicate the intended message to the targeted segmented audiences. Electronic and print media can be employed to reach a wide audience while at the same time, the message can be targeted. However, this does not apply to attracting young audiences as the example of TikTok, which the bank almost does not use. However, exploring new areas of skill in digital platforms and applying for new forms might assist HSBC in moving with the new consumer changes while offsetting the costs.
[bookmark: _bytcjuf11bi0][bookmark: _Toc187316926]2.6 Measuring Success: Effectiveness of Campaigns and Control 
Key Measurement Metrics
Customer acquisition and retention metrics help to understand how the campaigns affect customer decisions. A successful campaign aimed at securing SMEs may lead to more account openings as compared to the set targets. ROI is another important metric that enables HSBC to assess the financial output of marketing investments (Chang, 2022). Also, brand equity is measured by surveys and sentiment analysis to determine the image of the bank in the public domain. Cost per acquisition (CPA) and customer lifetime value (CLV) are also used to determine the efficient allocation of resources and the viability of a given campaign.
Effectiveness of Marketing Strategies
In this case, the marketing strategies adopted by HSBC are very successful in promoting the company brand and ensuring it is well-known globally. Marketing strategies like “Together We Thrive” have been used to promote the bank’s policy of inclusion and the organisation’s international reputation. Nevertheless, there is still room for growth when it comes to attracting the younger, millennial audience who are natives to the digital world. Although HSBC has adopted digital marketing strategies to the fullest, the company can improve on the application of social media analysis and artificial intelligence for customer behaviour and targeting.
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Figure 2.5: STP Marketing Analysis of HSBC
(Source: mpk732t22016clusterb.wordpress.com, 2025)
Controlling Marketing Efforts
HSBC employs real-time analysis to track the performance of ongoing campaigns and alter strategy if needed. Regular performance checks and marketing dashboards help to keep marketing campaigns on track with strategic goals (Xinlei, 2021). Stakeholder and customer feedback is then used to make further adjustments to the campaign. While HSBC has adequate control systems in place there is potential for the company to strengthen its ability to analyse market trends and external factors using predictive analytics.
[bookmark: _2ets18rkny0r][bookmark: _Toc187316927]3. Task 2: Conclusion: Shortcomings of HSBC's Marketing Strategy
HSBC’s marketing strategy ensures it connects its branding to the largest banking and financial service company while making optimal use of segmentation, digital influence and the creative campaign known as “Together We Thrive”. However, the evaluation revealed the following flaws that the organisation has to address in a bid to enhance its competitiveness. However, there is a strong perception towards digital applications and technologies, the company does not actively engage the recognised younger segments. Lack of engagement on the newer social media platforms like TikTok and interactive content, which reduces its outreach to millennials and Generation Z.
The major strong points are compliance and trust in marketing the changes in the environmental legislation and the economic conditions could sometimes be addressed with less flexibility. Organisational flexibility could be realised if the company made use of improved systems used in accurately predicting emergent difficulties. Although traditional media do fit some target audiences, the attempts to make the brand more high-tech can go unnoticed in general. It is important to continue the innovations in using unique approaches to digital marketing for further improvement. The marketing strategy at HSBC is strong but needs to be tightened more on digital communications, more sensitivity towards the external environment and better ways of managing resources on print and electronic media for sustaining market dominance.
[bookmark: _w69x5xt2ki30][bookmark: _Toc187316928]4. Task 3: Recommendations for Improving HSBC’s Marketing Strategy
Enhance Engagement on Emerging Digital Platforms: HSBC should step up in the utilisation of elements in media outlets like TikTok, incorporating a specific level of gamification. Strategies of this nature would augment shifts in the customer base because the suggested platforms would still remain cheap to run given the various scale economies obtainable in this Leverage Predictive Analytics for Market Trends: HSBC can obtain complex models in an attempt to foresee regulatory shifts, modification at national and global level of economy and customer trends (Danis and Biggs, 2021). Such a strategy would enable the marketing company to make the necessary modifications to marketing mix tools when the forces are at peak thus creating competitive flexibility.
Diversify Digital Content Offerings: It is also important that HSBC expand beyond text and graphics, and include more effective and worthy promotional campaigns like Webinars or Live Financial Counselling. These elements can deepen audience participation and make the brand more suitable in the sphere of digital change.
Optimize Resource Allocation Between Traditional and Digital Media: The conventional media should still be utilised to reach specific consumers but in the future, new media should be integrated by HSBC. However, the bank can spend resources on higher-impact forms of digital marketing like search engine optimization and programmatic advertising which will yield better ROI.
Foster Innovation Through Collaboration: HSBC could develop new products in cooperation with the fintech companies to address the new needs that the customers may have (Myllyvirta, 2021). Such collaborations would supplement the technological development of the organisation, which would ensure that it fits into the current progressing financial service industry.
	SOSTAC Element
	Recommendation

	Situation
	HSBC faces increasing competition from fintech and evolving consumer preferences for digital platforms.

	Objectives
	Enhance engagement on emerging platforms, improve predictive analytics capabilities, diversify content, optimize resource allocation, and foster innovation.

	Strategy
	Focus on digital-first approaches, leveraging gamification and collaboration with fintech to meet evolving customer needs and competitive pressures.

	Tactics
	Launch campaigns on TikTok with gamified content, adopt predictive analytics tools, introduce webinars or live sessions, and optimize SEO and programmatic ads.

	Action
	Allocate budget for digital campaigns, establish partnerships with fintech, and train staff for advanced analytics and content creation.

	Control
	Use KPIs like engagement rates, ROI, and customer acquisition to measure effectiveness, ensuring iterative improvements based on results.


Table 3.1: Recommendations Using the SOSTAC Model
(Source: Self-created)
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Strong heritage in Asia

Nowhere will the transition be more
important than in Emerging Markets
and Asia. Our local expertise and
insights benefit our clients in Asia as
well as those seeking exposure to
sustainability assets in the region.

Innovative solutions to meet
different client needs

From core strategies to alternative
asset classes like natural capital,
we have developed investment
solutions that aim to speed up a
just transition and are constantly
looking for ways to innovate.

Opening a world of
sustainable investment
opportunities

Long dated experience in
sustainable investing

Our track record in ESG dates back
to the launch of our first Socially
Responsible solution in 2001,
making us an early mover

Substantial resources dedicated to
driving sustainability

120+ investment professionals to
conduct sector-specific ESG research
across markets and asset classes,
supported by two dedicated teams —
Sustainability Office and Responsible
Investment.

Sustainable approach recognised by UN PRI and
Morningstar

Awarded the top PRI ratings' - for ‘Policy, Governance
and Strategy’ and in most categories by asset class and
received Morningstar ESG Commitment Level —
Advanced?for a third year running
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2020 Technology Strategy

Our purpose is to enable HSBC to achieve its full potential as a global, connected, digital business. Our long-term, four-part strategy is to:

Remove constraints to growth
To ensure that the Technology
team or platform are never
constraints to business growth.

Build drivers of growth
To build Technology
capabilities which directly
enable or drive growth.

Enable a differentiated global
business
To provide global platforms
which enable differentiated
propositions to meet the needs of
specific customers and markets.
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To provide services which our
customers and we can rely on to
work, and to be safe from
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Provide an integrated,
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customer experience
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Embed new ways of
working into our
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