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Executive Summary
HSBC is a UK based global bank and financial services company with its headquarters in London. It has its business connections with East Asia and a multinational footmark. It is the greatest UK based bank with regard to total assets, which is ahead of BNP Paribas, with USD 3.098 trillion at the end of September, 2024. 
The report consists of analysing the macro or the external environment of HSBC with the help of PESTLE framework and micro or internal environment with the help of 5C Model. The PESTLE Analysis helps to understand the social, political, environmental, legal and political factors which affect the business of HSBC either as opportunities or as potential threats. The 5C Model Analysis helps to understand the Company, Competitors, Collaborators, Customers and Context of HSBC. Moreover, the target market of HSBC helps to comprehend the markets where HSBC operates across the world. 
For communication purpose, social media, email marketing and SEO is followed by HSBC. Along with traditional mode of marketing physical branches are also followed by the banking company. The importance of marketing strategy can be mentioned under improving trust of the customers. Brand health, digital engagement and internal matrix are followed by HSBC to measure success of the company. Improving employee benefits and incorporating agile methodologies are some aspects which HSBC should be focussed on for better marketing strategy in future. 
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[bookmark: _Toc217492617]1. Introduction 
A marketing plan is a detailed and tactical roadmap of operations which translates high level marketing strategy into daily, weekly and monthly actions. This study will discuss marketing plans with respect to HSBC. HSBC is a universal bank and financial services which operates worldwide and the headquarters of the company is in London. The revenue of HSBC was $65.9 billion (€55.86 billion) in 2024 (HSBC, 2025). The study will discuss the concept, importance of marketing and resources invested in marketing by HSBC. Selection of media and measuring success will be included under part of discussion as well. Moreover, the study will identify targeted customers and the micro and macro environment of the HSBC. 
[bookmark: _Toc217492618]2. Task 1: Critical evaluation of marketing activity of HSBC’s marketing activity
[bookmark: _Toc217492619]2.1 Concept, Importance of marketing and the resources invested in marketing 
Concept of marketing 
According to Zahara et al., (2023), Marketing refers to the comprehensive procedure of understanding the needs of customers and creating valuable products. In other words, it is said that marketing is the broad procedure of creation, communication and delivery of exchange offerings which involves ideas, products and services. However, Zhang et al., (2023), mentions that marketing all time cannot understand the needs of customers because of information overload. The core activities of marketing include market research, development of the product, pricing, promotion and distribution. Customer experience is something which must not be ignored as well. Marketing is a very essential factor to survive in the rapidly changing environment (Danciu, 2023). The main principles of marketing include customer focus, integrated marketing as well as profitability.   
Importance of marketing 
Building brand awareness and identity: With the help of the marketing, brand awareness can be improved to a great extent. Marketing helps in building trust and in this way it is possible to sustain customers with the company for a longer period of time.   
Understanding needs of customers: In order to understand the needs of customers, marketing is very essential (Guerola-Navarro et al., 2024). More specifically it can be said that marketing helps in understanding functional, unpredictable and emotional needs of customers. Information can be searched through marketing which can help any company including HSBC.  
Providing competitive advantage: Effective marketing helps in attracting potential customers and in this way marketing helps in gaining competitive advantage (Hussain et al., 2023). Market intelligence is used in the marketing procedure and at the same time, cost leadership is also included under this. In this way, marketing can provide competitive advantage to companies. However, Jaskari (2025) mentions that the skill gap is the main issue for which effective marketing cannot be implemented by many companies.
Boosting other business functions: Marketing provides customer data which helps in developing different kinds of products. The importance of it can be mentioned in the context of forecasting demand as well. With the help of effective marketing, it is possible to gain market insight which helps in taking decisions regarding allocation of budget. 
Resources are invested in marketing by HSBC 
In order to conduct marketing, HSBC has invested both in physical and capital resources. Considering the physical resources, it can be said that the company has increased its investment in research and development work. The digital infrastructure of the business enterprise has been improved in recent times. For this reason, it is possible for the company to include technology like AI and big data. The training and development cost of HSBC for employees has increased in recent times. In 2024, the operating expense of HSBC increased by 5 % compared to the previous year and it was €27.68 billion EUR in this year (HSBC, 2025). Increased development cost is one of the main reasons for this increased cost.  In this context, it is also important to mention that the company has given its focus on selection and recruitment procedure as well to attract the right kinds of employees in the company.  In order to examine the long term effect of customers as well as competitors marketing plays a very important role (Foreman, 2014).  With the help of all these resources, HSBC tries to understand its customers and competitors. 
High profile sponsorships are used by HSBC for amplifying brand visibility. With the help of AI and data analytics, it is possible for the company to make data-driven decisions regarding the customer behaviour.  As stated by Udeh et al., (2024), Data analytics helps in preventing frauds and optimisation of localisation. It helps in reducing false positives and improving accuracy. However, Abualigah (2025) mentions that a real time monitoring process is required to incorporate under data analytics. Without this, it is quite difficult to detect the actual fraud by data analysis. As the customer base of the banking company is large enough, this particular technology is very important for the company. The competition with respect to HSBC is not very low and therefore it is important for the company to include potential customers in the business process. Investment in both resources helps the company in this particular aspect. Investment in recent campaigns is also required to be mentioned as well.     
[bookmark: _Toc217492620]2.2 Macro and micro marketing environment of HSBC 
Macro marketing Environment analysis of HSBC
The macro marketing environment of HSBC has been done with the help of the PESTLE framework.  From week 3 of the lecture notes, it has been observed that the changes in the macro or external environment help in planning and shaping strategies of marketing. Due to intense competition in the market, factors relating to market forces are not included in the framework. 
	Factors
	Sub-factors and Analysis
	Opportunities/ Threats for HSBC

	Political
	Government policies: UK governmental policies inspire financial institutions to adopt transition to a carbon negative economy (Gov.uk, 2022)
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Figure 1: Suggestive reductions in emission to meet NDC and UK carbon budgets
(Source: Gov.uk, 2022)
Taxation changes: Strict laws of tax in the UK increase complexities and costs of operation, requiring strong internal controls and clarity to elude penalties and preserve trust (EY, 2025). 
	Opportunities: HSBC has an extensive Net-Zero plan of transition and sustainability risk framework, which covers agriculture and energy sectors, to prepare capital for green energy and decarbonisation (HSBC, 2025). 






Threats: Due to the stringent laws relating to tax and heightened attention to regulations, HSBC must comply with the taxation regulations in the UK.

	Economical
	Employment levels: In the year 2025, the level of employment in the UK is around 75% (Statista, 2025).  
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Figure 2: Level of Employment in the UK
(Source: Statista, 2025)
	Opportunities: Due to the decrease in the level of employment, HSBC has an opportunity to hire new people within its workforce.  



	Socio-cultural
	Income level: In year 2023, the median disposable income of households in the UK was £34,500, which was a decrease of 2.5% from FY ending 2022 (ONS, 2024). 
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Figure 3: Distribution of income in the UK up to 2023
(Source: Statista, 2025)
	Opportunities: Investors and high income individuals, who want to increase their wealth, focus on the premier services by HSBC (HSBC, 2025).  
Threats: Depletion in UK’s customers’ accounts can be attributed to cost of living pressures (Bank of England, 2023). 


	Technological
	Cyber-security concerns: The National Cyber Security Centre provides continuous support and guidance regarding cyber security, to reduce the impact of cyber-attacks. (Ncsc.gov.uk, 2025)
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Figure 4: Cyber security market in the UK
(Source: Grand View Research, 2025)
	Opportunities: Concerns relating to cyber-security drives adoption of new technology and innovation and attracts new talent.
Threats: Risks of cyber-security like cyber-attacks can cost HSBC hugely and reduce its reputation. 


	Environmental
	Climate Change: Change in climate like melting of polar ice, heat waves, frequent droughts, floods and increase in sea level results from activities of humans (Gov.uk, 2025)
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Figure 5: Model for how the UK could attain net zero emissions
(Source: Black, 2021)
	Threats: Due to its continuous financing of businesses involved in deforestation and expansion in fossil fuel, HSBC faced serious criticism (Actionaid.org.uk, 2025). 


	Legal
	Equal Opportunities: Under  The Equality Act 2010, all employees have an equal possibility to be trained, promoted and have their work terminated (Eoc.org.uk, 2025)
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Figure 6: Equal opportunities in UK industries
(Source: Fenews, 2021)
	Opportunities: HSBC is taking actions to make sure that its workplace is inclusive, where every person has the opportunity to progress and develop (HSBC, 2025).



Table 1: PESTLE Analysis of HSBC
(Source: Self-generated)
Micro marketing environment of HSBC 
5Cs Model Analysis of HSBC
According to Week 3 of the lecture notes, analysis of the internal environment of a company is essential in the development of strategies relating to marketing to make sure that the strategy of the firm is based on its resources, situations and goals. According to the Corporate Finance Institute, (2025), 5C Analysis Model is a marketing structure aimed to analyse the micro environment within which a company’s operations are done. It has the ability to provide insight into the main drivers of success, along with the exposure of risk to diverse environmental factors. The 5Cs are Company, Collaborators, Customers, Competitors, and Context. I have applied the 5C Model to evaluate the internal environment of HSBC. HSBC applies the model as: 
Company
HSBC is a robust international brand, which has strong online platforms with access to mobile banking and personalised services that are premium (HSBC, 2025). HSBC has systematised processes with tailored customer interaction points, with a strong emphasis on trust and security. 
Customers
HSBC caters to diversified needs of health, wealth and international solutions to its customers, from retail customers to affluent customers. HSBC increases engagement with its customers through self-service features like ATM and applications. The company also provides mobile application facility which helps in managing account and payment. Considering ATM, it can be said that ATM helps in handling the cash. The importance of ATM can be mentioned in the context of transferring cash as well (Zeinalkhani et al., 2024). With the help of all these digital tools, it is possible for HSBC to enhance independence and convenience.  
Competitors
The competitors of HSBC include other prime main street banks like Lloyds, NatWest and Barclays (Corporate Finance Institute, 2025). HSBC bank differentiates itself via its broad branch network, extensive offering of service, and worldwide connectivity, which are lacking by several small competitors. These small banks lack international reach, scale and the variety of services provided by HSBC. 
Collaborators
HSBC bank collaborates with providers of technology, suppliers and stakeholders. For example, HSBC Global Asset Management has collaborated with Vivid Economics on analysis of climate situations to help investors make decisions (HSBC Global Asset Management, 2025). The organisation also collaborates with City of London Corporation to promote its industry abroad. These collaborations make sure smoothness in operations, increase distribution and enhance value to the services and products offered to customers. 
Context
As discussed under the PESTLE analysis, HSBC bank operates in a complicated external environment. Climate change, rates of inflation, confidence levels of consumers drastically impact demand for financial products and risk. HSBC has put an aspiring plan to give importance to sustainable finance and shift to a net zero carbon economy (HSBC, 2020).The industry of financial services is regulated heavily, and HSBC must comply with tax and governmental regulations. Quick advancements in technology need continuous investment in banking digitally to meet the increasing expectations of consumers. 
[bookmark: _Toc217492621]2.3 Target market of HSBC 
According to week 8 of the lecture notes, target marketing means the choice of particular segments to assist and is a main element in strategies of marketing. Organisations are required to assess the segments to choose which ones to be serviced to using five criteria namely measurable, actionable, profitable, accessible and effective for success in segmentation. 
The target market of HSBC bank is extensive, but focused strategically on wealthy and high-net-worth individuals and businesses which are growing, especially those with global needs. Some of its markets around the world are in countries like China, Singapore, Hong Kong, the Middle East, Africa, Europe, Algeria, Bahrain, Australia, Belgium, Bangladesh, Brazil, Cayman Islands, Colombia, Chile, Channel Islands, Denmark, Czech Republic, France, Germany, Ireland, Indonesia, Israel, Italy, Japan, Kuwait, Korea, Lebanon, Luxembourg, Malaysia, Mauritius, Oman, Peru, Poland, Spain, Sri Lanka and India.  HSBC has 211,000 full-time equal employees across the world (HSBC, 2025). HSBC bank is one of the world’s greatest financial organisations, catering to the needs of about 41 million consumers over 57 markets (HSBC, 2025). HSBC targets middle-upper income level retail customers, corporations and digitally intelligent millennial, connecting worldwide flows for investment, wealth management and trade. 
HSBC's International Wealth and Premier Banking targets persons who are seeking to grow their wealth across boundaries, using their global network in quick growing Asian markets. HSBC connects organisations to international opportunities in supply chain, capital and trade with a robust presence in countries that are developing. It targets young customers who are technologically focused by giving them tailored advice through digital experiences and mobile applications. HSBC capitalises on enhancement of diversification of investment and wealth requirements in main Asian economies. 
[bookmark: _Toc217492622]2.4 Selection of media 
Different kinds of media are used by HSBC for communicating with their customers. In this context, it is important to mention that both traditional and digital media is used by the banking company. The elaboration and effectiveness of all these media is elaborated below. 
	Communication channels
	Explanation
	Effectiveness

	Social media 

	Different kinds of social media platforms like Facebook, Instagram and You-tube are used by HSBC for communicating with their customers. The aspect can be mentioned with respect to communicating with other stakeholders as well. The use of LinkedIn can also be mentioned in this regard as well. 
	Social media communication is effective for HSBC with respect to direct communication. As per the statement of Tsaltskan et al., (2023), Social media platforms are one of the most cost-effective procedures and it helps in reaching global audiences within a very short span of time. However Mujeeb and Gupta (2022), mentions that due to the fake account issue social media platforms cannot be used as an effective marketing strategy. 
With the help of this platform, it is possible for the company to set the target market. The engagement of customers of HSBC in all social media was not that high but it has improved in the present times.

	SEO (Search Engine Optimisation)
	SEO (Search Engine Optimisation) is used by HSBC for lead generation and improving visibility. 
	The importance of the communication channel can be mentioned in the context of ensuring the website rank of the bank. Website rank is important because it leads to improving visibility and traffic which helps in gaining competitive advantage (Trehan, 2025). With the help of this communication medium, it becomes much easier for communicating with customers. In many cases feedback of customers is solved on the website of the company.  68 % of online experience begins with a search engine and therefore it is prioritised by the banking company.  

	Email marketing 

	Email marketing is also used by HSBC because of it’s highly effectiveness. The importance of using this communication channel can be mentioned with respect to gaining high ROI as well.  
	Email marketing can be considered as an effective communication channel because it is a low cost procedure of communicating (Khedkar, and Khedkar, 2021). The importance of it can be mentioned in respect of segmenting customers as well. Data analytics are used in email marketing for which it is possible to provide tailored messages to companies. 

	Physical branches 
	Physical branches are used by HSBC for communicating and it is appropriate for high value segments.  
	The communication channel is effective and it helps in interacting with customers in a direct way. Physical branches are important to maintain direct communication with customers. It is possible to maintain effective communication as well. Effective communication is helpful to provide proper information to customers (Kearns et al., 2025) In this way; HSBC is able to build personal trust which helps in improving customer base as well. The effectiveness can be addressed in the context of delivering trailed solutions as well. 


Table 2: Different kinds of communication channels used by HSBC
(Source: Self-created)
[bookmark: _Toc217492623]2.5 Measuring success 
Effectiveness of campaigns assessed
In 2025, HSBC assesses the effectiveness of marketing campaigns through the mindset of measurement. The link of it can be mentioned in the context of reestablishing brand equity with respect to financial performance. The importance can be mentioned in respect of reestablishing the value of shareholders. In this process several metrics were included by the company and it includes brand health, digital engagement and internal matrix. It was important for HSBC to deal with the current organisational change. As per the opinion of Buchanan and Badham, 2008 Organisational change can be referred to as an inherent political process which requires political skills. Change creates losers, winners, and power shifts to create political tactics as well as influence. As per the opinion of Zettl et al., (2021), it is said that valued based culture should be incorporated under organisational change. At the same time, leadership culture should also be given more priority. From that respect, it is said that political skills are not that important in improving organisational culture.  
With the help of these matrices, the company wanted to improve its political skills as well.  Considering the brand health, it can be said that HSBC could understand that the company should be focused on brand awareness and brand perception. Campaigns were evaluated through clicks, impression and application downloads. Employee pulses were tracked by HSBC for measuring the way marketing affects the internal talent.  Based on this last measurement, it was decided by the company that cost-effectiveness employee training will be followed by the baking company in the near future    
Effectiveness of measurement strategy 
The marketing strategy of HSBC includes digital transformation, customer-centric segmentation and multi-channel promotion. Improved technology like AI and data analytics is used by the banking company. The company has improved the infrastructure for incorporating these technologies.  HSBC segments its base of customers into categories like mass affluent, retail and high-net worth individuals. Both digital marketing as well as traditional marketing is followed under multi-channel promotion. Apart from that, sponsorship and PR is also followed under the third marketing strategy.  
Effectiveness 
· Considering digital transformation, it can be said that AI and data analytics is used by HSBC for understanding the behaviour of customers. The aspect can be mentioned in the context of delivering personalised experience to customers as well. In order to bring changes in the organisation, it is important to integrate team, individual and organisational perspectives with practical models (Cameron and Green, 2015). With the help of digital transformation, HSBC is able to bring organisational change in many business aspects.  
· Considering the multi-channel marketing, it can be said that HSBC is facing both advantages and disadvantages. In order to understand pros and cons of multi-channel marketing, the following figure is required to consider. 
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Figure 7: Pros and cons of multi-channel marketing
(Source: Viseven, 2025)
Based on the above figure, it is said that all pros are faced by HSBC but the company is facing issues under the same messaging problem and this can be mentioned under traditional ways of communicating with customers. 
· Customer-centric segmentation marketing strategy helps in enhancing customer satisfaction (Nugroho, 2025). With the help of this marketing strategy, the banking company is able to provide different kinds of banking products and therefore more customers are satisfied with the service of the company. Apart from that, the effectiveness of the marketing strategy can be mentioned on the ground of increasing ROI as well. In order to get the maximum benefit from this marketing strategy, HSBC has increased investment amount on research work. This aspect can be mentioned for technological up gradation as well. 
Controlling market 
Brand health: Consideration, awareness, likeability and market share are factors which are considered under the brand health. With the help of these factors, HSBC re-evaluated its position with respect to its competitors. Bank of America, JPMorgan Chase and Barclays are some close competitors of HSBC (Comparably, 2025). Before taking the final decision, HSBC considered the strategies taken by its rival companies as well. 
Digital engagement: Data-driven decision making helps in providing proper customer service by understanding their preferences (Sala et al., 2022). Engagement from posts and videos can help in understanding whether HSBC should be focused on any particular banking product or changes should be incorporated on this. It can be considered as an Omnichannel strategy which helps in establishing a long term relationship with customers. 
Internal matrix: In order to implement marketing strategy, HSBC is required to take suggestions from different branches which include HSBC UK and HSBC Hong Kong. If there is any kind of objection related to any product, problems can be created in the marketing aspect. The local market condition is also required to be considered before taking the final strategy of marketing. Cultural nuances are important in marketing because it helps in building trust and engagement (Ali and Mohsin, 2023). This factor is considered under the internal matrix of HSBC as well. 
[bookmark: _Toc217492624]3. Task 2: Conclusion 
Based on the above discussion, it can be concluded that both traditional and digital marketing strategy is followed by HSBC. The company is able to increase its revenue from Omni channel integration. Digital transformation is another aspect which helped the company to incorporate a new kind of marketing strategy. The infrastructure of the company has been improved and therefore it is possible to incorporate technologies like AI and data analytics. However, HSBC may be required to change its marketing strategy because of the political, socio-cultural and technological aspect mentioned in the above section. There are customers who are not that tech savvy and therefore physical branches are effective communication channels. Cultural nuances are considered under marketing and therefore it is possible to include more customers with the company for a longer period of time.  
[bookmark: _Toc217492625]4. Task 3: Recommendations 
Improving employee benefits 
In order to conduct marketing in a proper way, it is important to have skilful employees in the organisation. For attracting the right kind of employees in HSBC, it is important to improve the salary and incentive structure of the company. At the same time, HSBC should provide additional benefits to employees like scholarship facilities and healthcare facilities.  Scholarship facilities provide family and dependent support and in this way it works as a motivation to the company (Ramadhianti et al., 2024). Non-financial factors can also be improved in the company. 
More development on infrastructure
In order to conduct better marketing in the current future it is important to incorporate improved technology. In future advanced AI may be incorporated but for this it is extremely important to focus more on infrastructural development.    
Embracing agile methodologies 
In order to overcome technological disruption problems, HSBC should embrace agile methodology. The agile methodology helps in providing a continuous feedback loop which helps in identifying the problem at the very initial level (López et al., 2021). At the same time, the company should be focused on leveraging strategic partnerships to deal with the financial burden in the near future.  
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