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[bookmark: _Toc214644295]Executive Summery


This report examines how macro-environmental factors like political and economic shape strategic marketing decisions within the banking industry by using HSBC as a pioneering and Halifax as a follower company of the banking industry. The PESTLE analysis shows how external factors of the market effect the operational stability, growth opportunities, and competitive positioning. Political actors, including government stability, international relations, and laws affect banking operations and Economic factors like inflation, interest rates, recession pressures, currency fluctuations, affect the short term and long-term growth. The report emphasises that pioneers and followers are both exposed to these forces, but their strategic responses differ based on resources, scale, and market position and by using Ansoff’s Growth Matrix and Porter’s Generic Strategies, they can achieve sustainable growth in the market.
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[bookmark: _Toc214644296]1.Introduction
Strategic marketing Management Help companies to make planning, implementing strategy, taking decision to achieve its goal. It provides the internal and external Factors which directly and indirectly affect the goal of the company or make huddle to achieve its target. To avoid and tackle the future consequences, companies use different marketing analysis strategies which help them to understand where they need to control, identify, and implement actions to make continuous growth. There are two main environment actors one is Microenvironment and second is Macroenvironment. Usually, companies use SWOT analysis for microenvironment factors such as Competitor, industry markets and its own internal departments like Production, HR, Finance and Marketing where SWOT analysis helps management to understand Strength, Weakness, opportunity and threat. Whereas macroenvironment actors Provide information of external forces which are typically, beyond its control and these factors are directly and indirectly affect the product of the company and damage the brand name or provide opportunity to grow. To analysis these factors management use PESTLE analysis which provide in depth understanding of Political, Environmental, Social, Technological, Legal and Economic factors to identify and predict the changes of these factors which may be negative or positive. 
This report will address how changes in political and economic actors affect the company's production capacity and services of HSBC and Halifax bank and gives opportunity and threat to pioneer and followers of the industry and increase competition among them by introducing new law and regulations and shifting the trend of government policy.

[bookmark: _Toc214644297]2.Macro Marketing Analysis -
[bookmark: _Toc214644298]2.1 Overview 
The Macro Environment Actors and the components of PESTLE analysis are highly important for the companies, and understanding each actor provides data for future predictions.
1. POLITICAL - Political actors provide long-term understandings of countries' political situations and indicate management to take decisions accordingly. (Kotler, 2024).
2. ENVIRONMENTAL – Shifting interest of customers toward the environment and keeping changing policies across the globe to control greenhouse effect are the part of marketing strategy (Kotler, 2024).
3. SOCIAL – Every country has its own norms and cultural taboos, and changes in population affect market demand according to age; gender and education and population growth must be considered before taking a decision to market the product (Kotler, 2024).
4. TECHNOLOGICAL – Keep updating technological advancement and use of automation and artificial intelligence, can create threats, and at the same time this actor can play an important role in marketing (Kotler, 2024).
5. LEGAL- The legal factors Indicate opportunity toward the rule and regulation and law that must be followed by the company and which is an essential part of marketing (Kotler, 2024).
6. ECONOMICAL- Current economic growth and future prediction, Customer spending power and income distribution helps companies make decisions accordingly (Kotler, 2024).
After analyzing all the factors, companies can plan their future policies, and it works for everyone. Iran used PESTLE analysis to control pollution in the cities (Gheibi et al., 2018) and developing countries like Indonesia is using mixed PESTLE strategy for organic waste management (Wahid et al., 2025).
[bookmark: _Toc214644299]2.2 Two External Macro Marketing Actors
Banking is the biggest industry which is always affected by political and economic factors. Every country has their own rules and regulations and changes can directly create problems in banking translations like lending money, foreign transactions, investment strategy and other strategic actions which create development problems. Also, high interest rates and increasing loan growth create loan defaults and all these factors indicate the political and economic factors which are the part of external marketing actors and understanding of these can help management to take actions accordingly. 
[bookmark: _Hlk214644031]Political environment can boost banking industry but rising political conflict, war and terrorism are reducing banking capital, and this effect creates low economic growth, increase debt risk and limit investment (ECB, 2025, para. 13. According to bank of England increasing uncertainty of geopolitics creates problem in trade and financial sectors, although rising government bond yields and higher asset prices indicate risk of sudden drop which lead high interest rates on loan and make worse situations for businesses (Bank of England, 2024). As per KPMG UK banks are facing profitability pressure, losing deposit shares while rising employment and technology expenses are pushing up cost-to-income ratios and up predictable economic factors are affecting economic growth although banks are now reshaping their structure and implementing AI to minimize cost (KPMG, 2025). To make a sustainable environment for economic growth, reduction of inflation and increasing foreign exchange reserve and unemployment ratio make banking system viable and indicate economic growth. Barclays launched mobile banking in 2012 in Europe and become the pioneer in the mobile banking sector and after its other banks have also adopted the mobile banking system but till then Barclays had already secured a good market share.
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(Bank of England, 2024)


[bookmark: _Toc214644300]2.3 Critical Analysis of Each Actor
Political Factors
Opportunities:
Political changes can create opportunities for HSBC and Halifax bank; Stable government indicate growth and create positive environment for banking system as well as political stability between the counties reduces the fear of trade war and create investment options for banks. It helps pioneer companies to increase international activity and followers to work in stable operating conditions.
Threats:
Shifting interest of government, political instability, corruption, increase in taxes and sanctions affect operation activities of pioneer companies and increases the compliance costs on the other hand, follower's companies face the same problem but in small scale.


Economic Factors:
Opportunities:
Economic conditions also create opportunities for pioneers and followers both. Banking reforms; currency stability and foreign exchange help pioneer companies to increase fund flow withing the economy while followers enhance operations activity and expand business.
Threats:
Global recessions, inflation, credit risk and borrowing cost affects pioneer bank and in some countries high inflation increases costs make it harder for customers to repay while for pioneer company, demand of domestic market creates problems for their development.
Both the pioneer and followers company need to change their marketing strategy as per economy and political factors, pioneer company can easily manipulate by governments and in some countries like India have FDI cap which affect the investment strategy while for follower bank within the country can get benefits from government policy and local laws, to promote and for internal banking growth. Pioneer companies are always at top because of higher fund reserve and multinational reach while followers need to create their own status in the market by making their own presence in the market.
The best strategy for followers is to do what their pioneer companies are doing because it reduces the risk and followers' companies cannot take higher risks than their pioneer. Also, adaptability of new technology and controlling the expenses can help both companies to grow in this competitive market.
Silicon Valley Bank collapsed because bank had invested money in government bonds and when federal government increase the interest rates, people started to withdraw money which made investment loss for the bank also the government had reduced rules for banks like SVB, so problems weren’t caught in time (Stiglitz, 2023).Also , the bank like Travancore National and Quilon Bank collapse because of weak government and political interference and Yes Bank, Lakshmi Vilas Bank, and Punjab & Maharashtra Co-operative Bank collapse due to bad loan , miss government and promoters controls (Agrawal, 2021).
[bookmark: _Toc214644301]3.Strategic Responses of Pioneering and Follower
Idolor, Adebisi and Ifere (2025), pioneer companies face outside problems that affect the companies' growth, and to fight with them they must find new opportunities and use their strengths to create new idea to stay competitive. Because of their strong presence, they handle problems like competition, technology and money issue. Also, adapting and shaping are the methods which they use, adapting the technology, law and industry and shaping means actively trying to influence the future business environment through innovative actions and this capability to accept change makes them pioneer of the industry.
[bookmark: _Toc214644302]3.1Ansoff’s Growth Matrix
Ansoff’s growth matrix is strategic planning tool which help to understand that expansion of business and to lead it towards growth. The tool helps management to understand the value of product in the market and indicate them risk factors while introducing new product in existing markets or new products in new market also the expansion of old products and existing market or old products in new market (Peters, 1993).
[image: ]
(Peters, 1993)

In simple words:
· Market Penetration – Existing product in existing market by increasing the sales and cover more market share of the product. Market penetration a safe way and have less risk.
· Product Development - New products in existing markets by launching new products in existing market to show diversifications of products and to attract more customers.
· Market Development – To sell their existing product in new country or in new region helps companies to increase sales growth and increases the risk factors of deferent market.
· Diversification – Diversifications comes with higher risk; in this process companies launch new products in new country where uncertainty of the market related to the product is very high.

[bookmark: _Toc214644303]3.2 Porter’s Generic Strategies
According to the porter’s companies need to follow one marketing strategy to achieve competitive advantage rather than mix strategies and outline how businesses can outperform their rivals by either offering products or services at a lower cost or by differentiating their offerings. 
The strategy divided into four parts

Cost leadership
Companies must focus on cost-effective products by reducing production, operational and distributions cost and offer lower prices than competitors and gain a high profit margin. This strategy depends on the large scale of production and cost control.  For example, Walmart makes low price products and sells these products at a higher volume.
Differentiation
In this strategy, companies must provide unique service or products that customers value and this speciality come things like design, higher quality materials, extra features, advanced technology, and customer service. For example, Apple and tesla have unique design and software for their customers.
Cost Focus
Cost focus strategy focusses the specific market where they provide cost effective product and service, and their aim is to be lowest cost provider in that market. IKEA is the best example for this segment which target only budget conscious customers who want affordable furniture.
Differentiation Focus
To target only specific customer by their unique and limited products. Rolls- Royce and Rolex are the examples for this segment.
[bookmark: _Toc214644304]3.3 Analysis for Pioneer company
Tesla is using the Ansoff’s growth matrix by reducing the price of some products to gain market shares, while launching new products in the market, Also, tesla is expanding their product and enter in the global markets with that it has new products like Powerwall, Solar Roof which shows diversification (adamkhankasi, 2020).
The same way HSBC bank investing in their old product and making it cost effective with that bank has launched new products in the market to make diversification and investing heavily in AI, blockchain, and tokenization to make advance banking systems, Also, HSBC is investing in private credit funds which is a totally new market and new product for them (Gilmour & Denny, 2025).	

As per Bhat, Agrawal and Barmpas (2024), Mc donald’s used Cost leadership strategy to provide their products at lower prices in comparison to industry, while startbbucks chosen Differentiation strategy which is focusing on a unique, premium product and high experience that justifies the price. The same way HSBC bank needs to target their customers and make marketing strategy accordingly; they can use uses cost leadership by the price of operations expenses or they can use Differentiation Strategy like Starbucks to make their banking service unique and different then all. As per the recent market condition Differentiation strategy is the best for HSBC which will help them to gain more profit and allow them to be in the market leader position.

[bookmark: _Toc214644305]3.4 Analysis for Follower company
Samsung is the best example for follower company which is increasing it market shares by giving discounts and developing new products within the same category like TV , mobile and appliances, also expanding business in the world by packaging, engages local influencers, and uses diverse distribution channels and launched different product in the in new markets and succeed that shows diversification (Kasi, 2020).
As a follower bank, Halifax bank needs to focus on improving its retail banking services and must need to develop their mobile-banking services by improves online customer support and optimises mortgage processes. Also, Halifax needs to develop new banking products or services by invests in new digitalisation or AI based solutions. Halifax need to focus on expansions of their business to make brand value, and they must adopt the system link HSBC has done in the past. Halifax is a one of the leading banks in UK, and to show diversification, it needs to explore new opportunities in new countries with unique products like digital invoicing, payments, and basic bookkeeping software, which are very different than pioneer companies.

[bookmark: _Int_91LxrV6P]Xiaomi is the best example for follower company that has used Porter’s Generic Strategies by launching new products at low prices. This cost-effective strategy help it gain market share and allow it to compete with the pioneer of the market like Samsung and apple (HBS Digital Initiative, n.d.). Halifax need to follow the cost-effective strategy to increase its market share across the globe and attract more customer by providing quality services at cost- effective price. It has to reduce the loan interest and provide easy accessibility to all the customers.

[bookmark: _Toc214644306]4.Conclusion
This report analysed the macro marketing environment and strategic responses of both pioneering and follower organisations of the banking industry which includes macro marketing factors like political and economic factors and how it affects in the positive and negative way to shaping the operational and strategic decisions of banks. Political stability, regulatory changes, and government policies create both opportunities and threats for the banks and enabling pioneers like HSBC to expand globally and offering followers like Halifax to be in a stable domestic platform to operate. Similarly, economic conditions, including interest rates, inflation, and currency stability, directly affect funding, investment and influencing the pioneers and followers of the industry. The strategic analysis, pioneering company like HSBC were shown their resources, strength, and market presence lead growth and opportunities by using Ansoff’s Growth Matrix and Porter’s Generic Strategies and the follower company like Halifax, while facing higher risks from macro factors and strategically adopt cost-effective methods to build market presence to lead success. The main highlight of the PESTLE enables firms is to adopt strategy according to the market condition and use the strategy to counter the situations through innovation, differentiation, or cost leaderships which are essential for maintaining a competitive edge. Pioneers benefit from their first-mover advantage and ability to shape markets, while followers can leverage the lessons and frameworks established by pioneers to reduce risk and optimise performance. At the end they must follow the strategy which help them to understand external factors and allow them to maintain sustainable growth in this market.
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