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[bookmark: _Toc129893337]Introduction
The purpose of this report is to explore the range of marketing functions within HSBC and how they impact customer needs. The report will delve into the various elements of the marketing mix, also known as the 7Ps of marketing, to understand how HSBC utilizes these functions to meet the needs of its customers. The report will also analyse the challenges faced by HSBC in implementing these functions and recommend strategies that can be adopted to improve its marketing efforts.
HSBC is a global key player with total assets worth around 2.98 trillion U.S. dollars (Statista, 2022). The history of HSBC dates back to 1865, when it opened its doors for business in Hong Kong, helping to finance trade between Europe and Asia (HSBC, 2022). Today, HSBC serves around 39 million personal, wealthy and corporate customers worldwide in 62 countries and territories. As of March 14th 2023, the latest closing stock price for HSBC was 35.13 (Macrotrends, 2023).
[bookmark: _GoBack]The report will be structured as follows. The first section will provide an overview of HSBC and its marketing strategy. The second section will discuss the first three Ps of the marketing mix, which is product, price, and place. The third section will focus on the next three Ps, which are promotion, people, and process. The fourth section will analyse the final P of the marketing mix, which is physical evidence. The final section will provide recommendations for HSBC to improve its marketing efforts and better meet the needs of its customers. Overall, this report aims to provide a comprehensive analysis of HSBC's marketing functions and how they impact customer needs. The insights gained from this report can be used by HSBC to improve its marketing efforts, better understand its customers, and ultimately enhance its overall competitiveness in the global financial services industry.



[bookmark: _Toc129893338]Body
[bookmark: _Toc129893339]Theoretical Overview of the Impact of Marketing Functions on Customer Needs
Marketing functions, often called the 7Ps of marketing, play a critical role in influencing customer needs. The 7Ps include product, price, place, promotion, people, process, and physical evidence. Each of these functions has a distinct impact on customer needs and preferences, which businesses must understand and incorporate into their marketing strategies to succeed in the market.
Product:
The product is the core element of the marketing mix and refers to the goods or services offered by the business. The product's quality, design, features, and packaging all have a significant impact on customer needs (Mahmood and Khan, 2014). A well-designed and high-quality product is likely to meet customer expectations and generate positive feedback, while a well-designed or low-quality product can lead to customer satisfaction.
Price:
Pricing is an essential component of marketing strategy, and it significantly impacts customer needs. Customers are always looking for value for their money, and the price of the product or service is often the primary factor in their purchasing decision. A high price can discourage customers from buying, while a low price can be seen as a sign of low quality (Mohammad, 2015).
Place:
The place function refers to the distribution and availability of the product or service. The convenience of purchasing the product or service plays a vital role in customer needs. Customers are more likely to buy a product that is readily available and easily accessible.
Promotion:
Promotion includes all activities aimed at promoting the product or service to potential customers. The promotional activities should be designed to meet customer needs and preferences, including their communication style, language, and media preferences (Das and Jain et al., 2021). A well-designed promotion can create brand awareness and encourage customers to buy.

People:
People refer to the personnel involved in delivering the product or service, including salespeople, customer service representatives, and other employees. The behaviour and professionalism of these people can significantly impact customer needs. The friendly and knowledgeable staff can create a positive impression on customers and enhance their experience.
Process:
Process refers to the procedures involved in delivering the product or service, including the ordering process, delivery process, and customer service. The efficiency and effectiveness of these processes can impact customer needs. A streamlined and efficient process can enhance customer satisfaction and loyalty.
Physical evidence:
Physical evidence refers to the tangible elements that customers can use to evaluate the product or service, such as the packaging, website, and store layout. The appearance and quality of these elements can influence customer needs (Altay and Okumus, 2022). A well-designed website or store layout can create a positive impression on customers and enhance their experience. In conclusion, the 7Ps of marketing play a significant role in shaping customer needs and preferences. A business must carefully consider each of these functions and incorporate them into its marketing strategy to meet customer needs effectively. By understanding the impact of the 7Ps on customer needs, a business can develop a marketing plan that resonates with its target market, builds brand loyalty, and drives revenue growth.
[bookmark: _Toc129893340]Impact of HSBC’s Marketing Functions on Customer Needs
[bookmark: _Toc129893341]Impact of Product
The product function of marketing has a significant impact on the customer needs of HSBC. By effectively promoting and marketing products and services, HSBC is able to reach out to potential customers, educate them about the products and services offered, and ultimately build customer loyalty. The product function of marketing helps HSBC to identify the needs and wants of its customers. Through market research, surveys and customer feedback, HSBC can better understand the needs of the customers and design products and services that meet those needs. This helps to create a strong customer base, as customers feel that their needs are being met.
The product function of marketing also helps HSBC to create an effective pricing strategy. By accurately understanding the needs and wants of customers, HSBC can create pricing models that meet the needs and wants of customers while also being profitable. This helps to ensure that customers are happy with the service and that HSBC is able to generate sufficient profits. Finally, the product function of marketing helps to create a positive customer experience. Through effective product promotion and marketing, HSBC can ensure that customers are aware of the products and services offered and have the necessary information to make the best decisions (Lam and Cheung, 2015). This helps to create a positive customer experience and build customer loyalty. Overall, the product function of marketing has a significant impact on the customer needs of HSBC. By understanding the needs and wants of customers, creating an effective pricing strategy and providing a positive customer experience, HSBC is able to create a strong customer base and strengthen customer loyalty.
[bookmark: _Toc129893342]Impact of Price
Price is an essential marketing function for HSBC and is key to meeting the needs of their customers. It has a direct impact on customer decisions, as it influences the perceived value of a product or service. The price of each service or product is carefully evaluated to ensure that it meets the customer’s needs and expectations. HSBC offers a wide range of services for customers including savings accounts, current accounts, credit cards, mortgages, investments, and insurance. The price of each of these services is carefully evaluated to ensure that it meets the customer’s needs and expectations. For example, HSBC offers competitive rates on its savings accounts, which are tailored to meet the needs of different customers (As four and Haddad, 2014). Additionally, HSBC offers competitive rates on its credit cards and mortgages, allowing customers to access credit at a reasonable price.
The price of services and products is also used to differentiate HSBC from its competitors. For example, HSBC offers competitive rates on its investments and insurance products, which its competitors may not offer. This encourages customers to use HSBC’s services, as they know they are getting a better deal. Overall, the price function of marketing has a significant impact on the customer needs of HSBC. It ensures that HSBC offers competitive rates on its services and products, allowing customers to access credit and savings at a reasonable price. Additionally, it allows HSBC to differentiate itself from its competitors, encouraging customers to use its services over those of its competitors.
[bookmark: _Toc129893343]Impact of Place
The Place function of the marketing mix is of great importance to HSBC when it comes to meeting the needs of its customers. Place refers to the location and availability of a product or service. By understanding customers' needs and providing them with convenient access to the services HSBC offers, they can better meet those needs. HSBC for example offers a range of financial services, such as banking, insurance, investment and mortgage products. By understanding the customer's needs and providing convenient access to these services, HSBC can help customers meet their financial needs. In this regard, HSBC has established a strong network of branches and automated banking machines (ABMs) in order to make their services available to customers in a variety of locations. This convenience allows customers to bank with HSBC regardless of their location or time of day (Abou-Saleh and Al-Taisir, 2022). In addition, HSBC also offers online banking services, which enable customers to access their accounts and manage their finances from any device with an internet connection. This allows customers to stay connected to their accounts and manage their finances from anywhere in the world, regardless of their availability or location.
[bookmark: _Toc129893344]Impact of Promotion
The Promotion function of the marketing mix has a significant impact on the customer needs of HSBC. HSBC is a global bank that provides a wide range of services to its customers, including personal banking, credit cards, investments, mortgages, loans, and insurance. In order to successfully promote these services and attract new customers, HSBC relies heavily on its promotion activities. Promotion is a key element of the marketing mix that helps HSBC to create brand awareness and generate interest in its services (Georges, 2019). By communicating effectively with its target customers, HSBC is able to influence their buying decision and draw attention to its services. The promotion also helps HSBC to build customer loyalty and reinforce its brand identity.
HSBC utilizes a variety of promotional techniques, including advertising, public relations, direct marketing, and sales promotion. The bank uses these methods to reach out to its target customers and communicate the benefits of its products and services. For example, HSBC advertises its savings and loan services on television, radio, and print media. It also promotes its credit cards on its website and through direct mail campaigns. HSBC launched a marketing campaign called “Together We Thrive” (Fleming, 2020). They also use social media marketing, SEO strategies, influencer marketing, e-commerce strategies, mobile apps and content marketing strategies. Overall, HSBC’s extensive marketing strategy helps them reach out to potential customers and build customer loyalty by understanding their needs and wants.
[bookmark: _Toc129893345]Impact of Physical Evidence
Physical evidence is an important function of the marketing mix for HSBC, as it has a direct impact on customer needs. Physical evidence is defined as any tangible object that helps to communicate a message to a customer, such as billboards, brochures, or product packaging. For HSBC, physical evidence is used to communicate the message that the bank is a reliable and trustworthy provider of financial services.  HSBC offers a wide range of services that can be communicated through physical evidence. For example, the bank offers a variety of credit cards and loans that can be advertised through physical evidence such as brochures, billboards, and magazine advertisements. Additionally, the bank provides online banking services that can be communicated through website design, web banners, and social media posts (Chowdhury and Islam, 2015). 
The physical evidence that HSBC uses to communicate its services to customers has a positive impact on customer needs. By using physical evidence to communicate its services, HSBC is able to demonstrate to customers that it is a reliable and trustworthy provider of financial services. Additionally, physical evidence helps customers to understand the services that HSBC offers and how they can benefit from them. This helps to build customer trust and confidence in the bank, which in turn leads to increased customer satisfaction and loyalty (Kammerer and Greenspan, 2021).  Overall, physical evidence is an important function of the marketing mix for HSBC, as it has a direct impact on customer needs. By using physical evidence to communicate its services, HSBC is able to demonstrate to customers that it is a reliable and trustworthy provider of financial services, which in turn helps to build customer trust and confidence.
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The People element of the marketing mix has a significant impact on the customer needs of HSBC. By providing customers with an experienced, knowledgeable, and friendly staff, HSBC can ensure that customers receive the best possible experience when it comes to their banking needs. 
For instance, HSBC offers a wide range of services, including savings accounts, mortgages, loans, and investments. By providing knowledgeable staff, HSBC can help customers navigate the myriad of products and services available to them and make the most informed decisions possible. Furthermore, HSBC's staff can assist customers with setting up online banking services, making deposits, and transferring money in real time. In addition to providing knowledgeable staff, HSBC also ensures that its staff is friendly and approachable. This helps to create a positive customer experience and encourages customers to return (Darwish and Bayou, 2023). Moreover, HSBC also provides its customers with a range of customer service options, including telephone banking and online chat services. This allows customers to get immediate assistance and answers to their questions, helping to reduce wait times and improve customer satisfaction.
Finally, HSBC also takes great care in ensuring that its staff is trained regularly in order to stay up-to-date with the latest banking regulations and best practices. This helps to ensure that customers are provided with the best possible advice and service. Overall, the People element of the marketing mix has a significant impact on the customer needs of HSBC. By providing knowledgeable and friendly staff, HSBC can help customers to make the most informed decisions and receive the best possible customer service. Additionally, by providing a range of customer service options, HSBC can ensure that customers receive the help they need in a timely manner. Finally, through regular staff training, HSBC can ensure that customers receive the best possible advice and service.
[bookmark: _Toc129893347]Impact of Processes
The process is an important function of the marketing mix and has a direct impact on the customer needs of HSBC. This function involves the actual delivery of the services and products as promised in the marketing mix. For HSBC, the process's function is essential in order to be successful in meeting customer needs. Processes such as customer service, product delivery, and order fulfilment, are all essential in providing customers with what they need.
HSBC offers a variety of services, such as banking, investment, insurance, and credit cards. In order to effectively meet customer needs, the processes related to each of these services must be efficient and effective. For example, in the banking sector, HSBC must provide customers with efficient ways to access their accounts, transfer funds, and make payments. Similarly, in the investment sector, HSBC must provide customers with reliable investment advice and tools for making informed investment decisions. In order to provide customers with a good experience, HSBC must also ensure that its processes are as seamless as possible. This includes ensuring that customer service representatives are knowledgeable about their products and services, that customer queries are dealt with promptly, and that orders are fulfilled quickly and efficiently. Overall, the process function of the marketing mix is essential in meeting the customer needs of HSBC. By ensuring that its processes are efficient, reliable, and seamless, HSBC can ensure that its customers are satisfied with the services and products it provides.
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Based on the analysis done previously in this report the following recommended 4Ps of marketing mix would be suggested to the business of HSBC:
Product:
HSBC offers a range of financial products and services to cater to the needs of its customers. However, to better serve its customers, HSBC can consider developing innovative products and services that align with the changing needs of the market. For example, HSBC can explore introducing digital-only banking products to target tech-savvy customers. Additionally, HSBC can also offer specialized products and services for businesses and high-net-worth individuals to differentiate itself from its competitors.
Price:
Pricing is a critical element of the marketing mix, and HSBC can consider adopting a flexible pricing strategy to cater to the diverse needs of its customers. For example, HSBC can offer customized pricing packages for its products and services, depending on the customer's financial status and their specific requirements. This approach will enable HSBC to retain existing customers while attracting new ones.
Place:
HSBC has a global presence and operates in multiple countries. However, to improve its customer reach, HSBC can consider expanding its physical presence in high-growth markets. For example, HSBC can open more branches in emerging markets such as Asia and Africa to tap into the growing demand for financial services. Additionally, HSBC can also explore digital channels such as mobile banking and internet banking to cater to customers who prefer online banking.
Promotion:
HSBC can leverage various promotional channels to increase brand awareness and attract new customers. For example, HSBC can use social media platforms to reach out to younger customers who prefer digital channels for banking. Additionally, HSBC can also explore sponsorships and partnerships to increase its visibility and promote its products and services. For example, HSBC can sponsor sports events or partner with luxury brands to reach out to high-net-worth individuals.
In summary, HSBC can revise the 4Ps of its marketing mix by adopting a customer-centric approach and focusing on innovation, flexibility, and customization to better serve its customers. HSBC can also consider expanding its physical and digital presence to reach a wider customer base and leverage various promotional channels to increase brand awareness and attract new customers.
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[bookmark: _Toc129893349]Conclusion
After conducting a thorough analysis of HSBC's marketing strategies, it can be concluded that the bank has a solid foundation for its marketing mix. HSBC has successfully established its brand image as a global bank that provides superior financial services to its customers. The bank has implemented an effective segmentation and targeting strategy, which has allowed it to offer customized services to its different customer segments. In terms of products, HSBC offers a wide range of financial products and services that cater to the needs of its diverse customer base. The bank's focus on innovation and technology has allowed it to introduce new products and services that are aligned with the changing needs of its customers.
HSBC's pricing strategy is competitive, and the bank offers its products and services at reasonable prices. The bank's use of promotional activities, such as advertising and sponsorship, has helped it to create brand awareness and maintain its market position. In terms of place, HSBC has a strong presence in several countries worldwide, with a network of branches, ATMs, and digital channels that make it easy for customers to access its products and services. However, there is still room for improvement in HSBC's marketing mix. The bank could focus on enhancing the customer experience by providing more personalized services and simplifying its processes. HSBC could also explore new markets and customer segments to increase its customer base and revenue. Overall, HSBC's marketing mix has been effective in establishing the bank as a leading financial services provider. By continuing to innovate and focus on customer needs, HSBC can maintain its position and continue to grow in the future.
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