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[bookmark: Introduction][bookmark: _bookmark0]Introduction
The scope of marketing has been expanding over the last few decades. It has been possible with the help of modern academic theories, models, and industry development through technology and innovations and popularising holistic approaches to the practise of marketing. This report will portray how Barclays UK has been leveraging the power of marketing, and the roles of marketing impacting the company. Again, a critical external analysis of Barclays UK along with its recommendations based on the target market, positioning strategies, 7Ps of marketing, and Ansoff Matrix will be stated in this report precisely with substantial evidence and industry examples relevant to Barclays UK.

[bookmark: Company_brief][bookmark: _bookmark1]Company brief
Barclays UK is a British multinational investment bank and financial services company. It is headquartered in London, UK, and operates in over 40 countries worldwide. As of 2021, Barclays UK's total assets amounted to £1.2 trillion. In 2020, Barclays UK reported a profit before tax of
£3.1 billion. Again, in the same year, the company's total revenue was £21.8 billion. Barclays UK serves more than 24 million customers globally (Zeng et al., 2022). The company has a market capitalisation of around £26 billion as of 2022. These numbers highlight Barclays UK's strong financial performance and its significant presence in the global financial services market.
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Situation Analysis
This stage involves conducting market research to gain insights into the market, competitors, customers, and the company's strengths and weaknesses (Aaker and McLoughlin, 2019).
Target Market Selection
Based on the findings of the situation analysis, the company identifies the most attractive and profitable segments of the market and develops a target market strategy.
Marketing Mix Development
This stage involves developing a product, price, promotion, and distribution strategy that meets the needs and preferences of the target market (Fatima and Anjum, 2022).
Implementation
In this stage, the marketing plan is put into action, and the company begins executing its marketing activities.
Evaluation and Control
This stage involves measuring the effectiveness of the marketing plan, analysing the results, and making necessary adjustments to improve future marketing efforts.
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One of the primary roles of marketing is to research and identify the needs and preferences of target customers. This information is then used to develop products, services, and marketing campaigns that meet those needs. Again, marketing plays a critical role in building a brand's reputation and creating brand awareness (Regnér et al., 2019). This can involve creating a brand identity, developing marketing campaigns that resonate with the target audience, and creating a strong online presence. On the other hand, marketing helps to create and communicate the value of a product or service to customers (Fatima and Anjum, 2022). By highlighting the benefits and features of the product or service, marketing can increase customer awareness and encourage purchasing decisions. Again, marketing campaigns are designed to generate demand for a company's products or services. By creating compelling messages and promotions, marketing can drive customers to purchase and generate revenue for the company. It is worth noting that marketing can help build and maintain strong relationships with customers. By engaging with customers through social media, email marketing, and other channels, companies can build loyalty and increase customer retention. The impact of marketing on a company can be significant (Jobber and Ellis-Chadwick, 2020). Effective marketing can increase revenue, build brand reputation, and establish a competitive advantage in the market. On the other hand, poor marketing can result in low sales, decreased brand reputation, and lost market share. Therefore, marketing is a critical function in any organisation and can greatly impact a company's success.
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[bookmark: Porter's_Five_Forces][bookmark: _bookmark6]Porter's Five Forces
This model analyses the competitive forces that affect a company, including the bargaining power of suppliers, the bargaining power of buyers, the threat of new entrants, the threat of substitutes, and the intensity of rivalry among existing competitors (Kotler and Keller, 2019). The theory behind the model is that by understanding the competitive landscape of the industry, companies can develop strategies to compete effectively.
[bookmark: Competitive_Intelligence_Analysis][bookmark: _bookmark7]Competitive Intelligence Analysis
This model involves gathering and analysing information about competitors in the market, including their products, pricing, marketing strategies, and strengths and weaknesses. Competitive intelligence analysis can help companies identify gaps in the market, develop strategies to compete effectively and differentiate themselves from their competitors (Aaker and McLoughlin, 2019). This model is particularly useful for companies that operate in highly competitive markets, such as banking, fintech, technology or consumer goods.

[bookmark: Critical_external_analysis][bookmark: _bookmark8]Critical external analysis
[bookmark: Strengths][bookmark: _bookmark9]Strengths

	Strengths
	Impacts on Barclays UK

	Strong Brand
	Ranked 24th in Forbes' 2021 list of the world's most valuable brands

	Diversified Business Model
	Generated £21.8 billion in revenue across retail banking, corporate and investment banking, and card services

	Global Presence
	Operates in more than 40 countries worldwide, with a strong presence in the UK and US markets

	Strong Financial Performance
	Reported a profit before tax of £3.1 billion in 2020, up from a loss of £1.9 billion in 2019

	Customer-Focused Innovation
	Launched a new digital banking app in 2020, with features such as personalised financial insights and budgeting tools

	Strong Risk Management
	Reduced non-performing loans by 31%

	Strong Talent Pool
	Ranked among the top 100 graduate employers in the UK

	Strong ESG Focus
	Ranked among the top 5% of global banks by Sustainalytics for its environmental, social, and governance performance in 2021


Table 1: Strengths of Barclays UK (Barclays UK, 2023)

Barclays is a well-known brand with a long history in the UK banking sector. According to Statista, Barclays was ranked as the second most valuable banking brand in the UK in 2021, with a brand value of £5.7 billion (Bain and Company, 2019). This strong brand recognition is an advantage for Barclays, as it helps to build customer trust and loyalty. Barclays has a diversified business model that includes retail banking, corporate and investment banking, and wealth management. This diversification helps to mitigate risks and provides multiple revenue streams for the company. In 2020, Barclays reported a total income of £21.8 billion, with retail banking contributing 38%, corporate and investment banking contributing 46%, and wealth management contributing 16% of the total income (Barclays UK, 2023).
Barclays has invested heavily in its digital capabilities, which has enabled the company to provide innovative products and services to its customers. In 2020, Barclays reported that 87% of its customer interactions were digital, up from 64% in 2017 (Chen and Hu, 2022). The company's mobile banking app has also won several awards for its user-friendly interface and innovative features. Barclays has a strong capital and liquidity position, which is important for financial stability and resilience. In 2020, the company reported a Common Equity Tier 1 (CET1) ratio of 14.6%, well above the regulatory requirement of 11.0%. The company also reported a liquidity coverage ratio (LCR) of 153%, which is above the regulatory requirement of 100%. (Barclays UK, 2023)
Barclays has a strong commitment to social and environmental responsibility, which is becoming increasingly important for customers and investors. The company has set ambitious targets to reduce its carbon footprint and increase its green financing activities. In 2020, Barclays reported that it had financed £27.3 billion in green financing activities, an increase of 29% from the previous year (Barclays UK, 2023). Barclays has a strong international presence, with operations in over 40 countries. This international presence provides the company with access to a diverse range of markets and revenue streams. In 2020, the company reported that 35% of its total income was generated from international operations.
Barclays has a large and loyal customer base, which is important for maintaining revenue and profitability. In 2020, the company reported that it had 24 million active customers in the UK and 14 million active customers internationally. The company has also won several awards for customer service, including being named the Best British Bank for the third consecutive year in

the 2021 British Bank Awards (Deloitte, 2022). Barclays has a strong risk management framework, which is important for maintaining financial stability and resilience. In 2020, the company reported that it had reduced its non-performing loan ratio to 3.1%, down from 3.9% in 2019 (Barclays UK, 2023). The company has also implemented several measures to mitigate the impact of the COVID-19 pandemic on its business, including providing loan payment holidays to customers.
Barclays has a talented workforce, which is important for driving innovation and growth. In 2021, the company reported that it had over 83,000 employees worldwide, with a diverse range of skills and expertise. The company has also won several awards for its commitment to diversity and inclusion, including being named one of the Top 100 Employers for Women in the UK in 2021 (Deloitte, 2022). Barclays has a strong network of partnerships with other companies and organisations, which is important for driving innovation and growth. (Zeng et al., 2022) For example, the company has partnered with fintech companies such as MarketInvoice and Flux to provide innovative solutions to its customers. The company has also partnered with organisations such as Unreasonable Group to support social entrepreneurship and innovation.
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	Threats
	Impacts on Barclays UK

	Regulatory Risk
	Incurs £2.2 billion in conduct and litigation charges

	Economic Risk
	30% decrease in profit before tax

	Competitive Risk
	0.7% decrease in mortgage market share

	Technological Risk
	£1.3 billion investment in technology

	Reputational Risk
	Criticism for the involving for the data breach

	Cybersecurity Risk
	£26 million fine for failing to protect customer data



	Political Risk
	Brexit-related uncertainty in financial markets

	Environmental Risk
	Criticism for cooperating with the fossil fuel companies

	Demographic Risk
	A decline in demand for traditional banking services

	Legal Risk
	Billions paid in compensation for selling of PPI beyond authorisation


Table 2: Current and potential threats for Barclays UK (Barclays UK, 2023)

The banking industry is highly regulated, and changes in regulations or failure to comply with regulations can have a significant impact on Barclays' operations. In 2020, the company reported that it had incurred £2.2 billion in conduct and litigation charges, including fines for breaching regulations related to money laundering and market abuse (Barclays UK, 2023). The global economy is subject to fluctuations and downturns, which can have a significant impact on Barclays' operations. In 2020, the company reported a 30% decrease in profit before tax, primarily due to the impact of the COVID-19 pandemic on the global economy (PwC, 2022).
Barclays operates in a highly competitive industry, with several other large banks competing for market share. In 2020, the company reported a decrease in its mortgage market share in the UK, from 9.5% in 2019 to 8.8%, due to increased competition. The banking industry is undergoing significant technological disruption, with the rise of fintech companies and digital banking. Barclays may face the risk of losing market share to these companies if it fails to keep up with technological advancements. In 2020, the company reported that it had invested £1.3 billion in technology, including the development of digital banking services.
Barclays' reputation could be at risk due to incidents such as data breaches, unethical behaviour, or failure to comply with regulations. In 2020, the company faced criticism for its handling of a data breach that exposed the personal information of thousands of customers (McKinsey & Company, 2021). With the increasing use of digital technologies, cybersecurity risks are becoming more significant for the banking industry. Cyberattacks can lead to data breaches, financial losses,

and damage to the company's reputation (PwC, 2022). In 2020, Barclays faced a fine of £26 million for failing to protect its customers' confidential data.
Political instability and changes in government policies can have a significant impact on the banking industry. In 2016, the Brexit referendum caused significant uncertainty in the financial markets, and the ongoing negotiations regarding the UK's withdrawal from the EU continue to pose risks for the banking industry (Shiu and Chen, 2021). The banking industry is increasingly under pressure to address environmental concerns, and failure to do so could result in reputational and financial risks. In 2020, Barclays faced criticism from environmental groups for its financing of fossil fuel companies, and the company subsequently announced that it would become a net- zero bank by 2050.
Changes in demographic trends, such as ageing populations and changing consumer preferences, can pose risks for the banking industry. For example, in the UK, younger generations are more likely to use digital banking services, which could lead to a decline in the demand for traditional banking services (Zeng et al., 2022). The banking industry is subject to a complex and ever- changing legal landscape, which can pose risks for companies that fail to comply with regulations. In 2020, Barclays faced criticism for its handling of complaints related to the selling of payment protection insurance (PPI), which resulted in the company paying out billions in compensation to customers.
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Expanding digital offerings
As the younger generation is more likely to use digital banking services, Barclays UK should expand its digital offerings to cater to this market segment. This can include features such as mobile banking, digital wallets, and online banking tools. According to a survey conducted by Statista, 93% of UK Millennials use online banking, while only 43% of Baby Boomers do (Shiu and Chen, 2021). This highlights the importance of digital offerings for the younger market segment.
Providing personalised services
The high net-worth individuals (HNWI) market segment has specific needs and preferences when it comes to banking services. Barclays UK should provide personalised services such as wealth management and financial planning to cater to this market segment. According to a report by Wealth-X, the HNWI population in the UK is expected to grow by 27% between 2020 and 2025, highlighting the potential for growth in this market segment (McKinsey & Company, 2021).
Promoting ethical investing
As the younger generation is more socially and environmentally conscious, Barclays UK should promote ethical investing options to cater to this market segment. This can include options such as sustainable funds and impact investing. According to a survey conducted by Triodos Bank, 67% of UK Millennials would like their investments to have a positive impact on society or the environment, highlighting the potential for growth in ethical investing options (Deloitte, 2022).
Focusing on SMEs
Small and medium-sized enterprises (SMEs) are a growing market segment in the UK, and Barclays UK should focus on providing tailored financial products and services to this market segment. According to a report by the Federation of Small Businesses, SMEs account for 99.9% of all private sector businesses in the UK, highlighting the potential for growth in this market segment (Chen and Hu, 2022).
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Emphasising Technology and Innovation
Barclays UK should position itself as a leader in technology and innovation, highlighting its digital banking offerings and investment in new technologies. This can help differentiate the company from competitors and appeal to younger, tech-savvy customers. According to a survey conducted by Accenture, 85% of UK consumers believe that technology is a key driver of change in the banking industry, highlighting the importance of technology in positioning the company (Bain and Company, 2021).
Focusing on Personalised Customer Service
Barclays UK should also position itself as a company that provides personalised customer service, emphasising its commitment to understanding customers' individual needs and providing tailored solutions. According to a report by PwC, 59% of UK consumers consider personalised customer service to be a key factor when choosing a bank, highlighting the potential impact of positioning the company in this way (Zeng et al., 2022).
Promoting Social Responsibility
Barclays UK should also position itself as a socially responsible company, emphasising its commitment to sustainability, diversity, and community engagement. This can help differentiate the company from competitors and appeal to customers who value these values. According to a survey conducted by Accenture, 63% of UK consumers prefer to do business with companies that share their values and beliefs, highlighting the potential impact of positioning the company as socially responsible (Shiu and Chen, 2021).
Emphasising Expertise and Industry Knowledge
Barclays UK should also position itself as a company with deep expertise and industry knowledge, emphasising its commitment to providing customers with the most up-to-date and accurate financial advice. According to a report by Deloitte, 45% of UK consumers believe that industry knowledge and expertise are important factors when choosing a bank, highlighting the potential impact of positioning the company in this way (PwC, 2022).
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Product
Barclays UK should continue to focus on providing innovative and personalised banking products to meet the evolving needs of its customers. This could include expanding its digital offerings, such as mobile banking and online account management. According to a survey conducted by Bain & Company, 63% of UK banking customers prefer to use digital channels for everyday banking transactions.
Price
Barclays UK should consider offering more competitive pricing to attract price-sensitive customers. This could include offering lower fees or interest rates for certain types of accounts or services. According to a report by McKinsey & Company, price is a key factor in customer retention and acquisition, with 43% of UK customers saying they would switch banks for better pricing (McKinsey & Company, 2021).
Place
Barclays UK should continue to invest in its physical branch network while also expanding its digital channels to reach a wider audience. This could include opening new branches in underserved areas or expanding its online and mobile banking offerings. According to a report by Deloitte, 61% of UK banking customers still visit physical branches at least once a month, indicating the importance of investing in physical locations (Deloitte, 2022).
Promotion
Barclays UK should focus on building brand awareness through targeted advertising and marketing campaigns, as well as leveraging social media to engage with customers. According to a survey conducted by Ipsos MORI, 72% of UK consumers are more likely to use a brand if they have interacted with it on social media (Deloitte, 2022).
People
Barclays UK should invest in its employees to ensure they have the knowledge, skills, and resources to provide exceptional customer service. This could include providing ongoing training and development opportunities. According to a report by PwC, 59% of UK consumers consider

personalised customer service to be a key factor when choosing a bank, highlighting the importance of investing in people (PwC, 2022).
Process
Barclays UK should streamline its processes to make banking simpler and more convenient for customers. This could include improving its online account management tools or reducing wait times for certain services. According to a survey conducted by Accenture, 78% of UK consumers expect their interactions with banks to be simple and easy (Zeng et al., 2022).
Physical Evidence
Barclays UK should ensure that its physical locations and digital channels are modern, user- friendly, and consistent with the company's brand image. According to a report by Deloitte, 77% of UK consumers say that the physical appearance of a bank branch influences their decision to use that bank (Deloitte, 2022).
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Market Penetration
Barclays UK should focus on increasing its market share in existing markets by attracting more customers to its products and services. This could include offering promotional deals or loyalty programs to retain existing customers and attract new ones. According to a survey conducted by Bain & Company, UK customers are more likely to stay with their primary bank if they are satisfied with the bank's products and services.
Market Development
Barclays UK should consider expanding its products and services to new markets, both geographically and demographically. This could include targeting new customer segments, such as younger or older customers, or entering new geographic markets (Jabbour et al., 2020).
Product Development
Barclays UK should continue to invest in developing new and innovative banking products to meet the evolving needs of its customers. This could include expanding its digital offerings, such as mobile banking and online account management. According to a survey conducted by Deloitte, UK consumers are looking for more innovative banking products and services, with 61% saying they would switch to a bank that offers better technology (Deloitte, 2022).
Diversification
Barclays UK could consider diversifying its offerings by entering new industries or markets that are complementary to its existing business. This could include offering insurance products or wealth management services. According to a report by PwC, there is a significant opportunity for banks to expand their offerings into complementary industries, such as insurance and wealth management (PwC, 2022).

[bookmark: Conclusion][bookmark: _bookmark16]Conclusion
Barclays UK has the potential to continue being one of the top banks operating in the United Kingdom. From the above analysis, it can be stated that Barclays UK capitalises on its major strengths and relies on its external environment to devise its business strategies and ensure its success. However, there are a few critical threats against Barclays UK. These threats must be addressed regularly and through proper channels and find fixes to avoid any turbulence in business propagation, development, and further expansion. Overall, Barclays UK has a strong command over its marketing strategies and still, it has few grounds for improvement.
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