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Marketing and management, both are considered to be fundamental tasks of business. To successfully run any organisation, regardless of its size and purpose, an understanding of marketing and management is a must. Marketing can be defined as the well-structured way of creating customer value by providing superior products and services to customers. On the other hand, management can be defined as the act of administering the components of an organisation so that organisational goals can be achieved. In this assignment, the author will research and discuss the marketing and management activities of the Standard Chartered Bank (SCB). It is one of the most commercially and critically acclaimed banks in the world. Since its inception, the bank has opened more than twelve hundred branches in seventy countries of the world. The headquarter of the bank is situated in London. Aside from banking services, the bank also provides a variety of financial services to its customers.

[bookmark: _Toc61007220]Environmental marketing analysis

An environmental marketing analysis can be defined as the process of investigating and analysing the external factors that influence an organisation. Considering the current competitive nature of the corporate world, and the intricacy of operation, conducting an environmental marketing analysis is an absolute necessity. Several factors influence the actions of the organisations. These factors can be within the organisation as well as outside the organisation.

Internal environmental factors: The internal environmental factors refer to those factors that can be controlled by the organisation. These factors can be both palpable and impalpable. The author of this report has analysed the internal environmental factors of the Standard Chartered Bank. These factors are described below:
· Plans: Plans refer to the predetermined course of action of the Standard Chartered Bank. The bank has over 1200 branches. So, the bank implements a master plan that encompasses all the branches as well as separate plans for individual branches.
· Value proposition: Value proposition refers to the customer’s precepted value about the service of the bank. SCB offers a high quality and premium value to its customers.
· Human resources: SCB has one of the best classes of employees within the industry. They are very important because, at the end of the day, the clients of the bank have to interact with the employees (Saura et al., 2017).
· The management of the bank also has a good interpersonal relationship with its employees.
· Brand value: The brand value of SCB is very high. The bank has goodwill about its service and expertise throughout the world.
· Quality and size of the infrastructure: The bank has twelve hundred branches in the world. All these branches are interconnected with one another. Customers can get state of the art financial services from any of the branches. 

External environmental factors: The external factors refer to those factors that are placed outside the organisation and the organisation has no degree of control over it (Girchenko and Kossmann, 2017). These factors are described below:
· Wages: Most of the country has some sort of labour law that determines the minimum wage and salary of the employees. SCB has to follow different labour laws as it operates in more than seventy countries.
· Inflation/Deflation: Inflation and deflation in the economy may affect the customers’ demand for the services of the Standard Chartered Bank.
· Tax rate: Business organisations have to pay tax to the government which affects their earnings. Currently, the corporate tax rate is at 19%.
· Technology: The availability and access to technology play a great role in the success of an organisation. Thanks to its sound financial capabilities, the SCB can implement the latest technologies to serve its clientele.
· Competition: The Standard Chartered bank faces serious competition from other banks like HSBC, RBS, Bank of America, etc.

Therefore, these are the internal and external factors that influence the Standard Chartered Bank. The authors have analysed the factors about how they are affecting the bank. Now, the environmental marketing analysis of the Standard Chartered Bank will be conducted. To do this the author will do a PESTLE analysis. 

[bookmark: _Toc61007221]PESTLE analysis.

PESTLE analysis is a tool that is used worldwide by both managers and marketers (Kolios and Read, 2013). By using this tool, some factors that affect the business environment of the Standard Chartered Bank will be analysed. Standard Chartered Bank has branches in seventy different countries. For this assignment, the UK section of the company will be considered.
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Figure 1: PESTLE Analysis. Source: Self-designed

[bookmark: _Toc61007222]Political factor: The government system of the UK is quite stable. The country rarely observes any political instability. The legislative system there is also consistent. The government of the UK also possesses a strong global influence. Considering these, it can be said that the SCB remains in a favourable political environment.

[bookmark: _Toc61007223]Economic factor: Before the coronavirus pandemic, the UK’s economy was growing at a slow but steady pace. However, the country was one of the worst-hit by the pandemic. Since then, the UK’s economic growth has slowed down even further. This can cause problems for SCB (Dawson, 2014). Similarly, the employment rate has also gone down due to the pandemic. However, the monetary policy remained unchanged. Therefore, it is expected that the UK section of the bank may observe a decrease in its earnings as the situation is not favourable.

[bookmark: _Toc61007224]Social factor: Considering the social practices, lifestyles, income distribution of the British people, it can be said that the Standard Chartered Bank is in a safe position. The British people are heavily accustomed to banking services (deposit, ATM card, debit/credit card, fund transfer, etc.) which are provided by Standard Chartered.

[bookmark: _Toc61007225]Technological factor: The UK is technologically strong. Hence, the Standard Chartered Bank can implement top of the line banking services to its customers. The Standard Chartered Bank can offer services like digital account opening, P2P payments, API, cloud banking applications, etc. The bank has been positively influenced by its environment, in terms of technology.

[bookmark: _Toc61007226]Legal factors: The legal environment of business in the UK is strictly regulated. The government closely monitors the activity of every business organisation. The corporate tax rate is much less than in other developed countries (Hanssens and Pauwels, 2016). The employment law is also beneficial to both the employees and employers. This factor aids the Standard Chartered Bank to run its business profitably in the UK.

[bookmark: _Toc61007227]Environmental factors: The Standard Chartered Bank abides by sustainable business practices in the UK. The government wants businesses under its jurisdiction to take a greener approach, and SCB did so. It is constantly reducing its carbon footprint. This also increased the goodwill of the organisation in the market.

The author can safely say from the result of the PESTLE analysis that, the Standard Chartered Bank got positively influenced by its marketing environment. Due to the pandemic, the bank has faced some minor setbacks. Nevertheless, these will get better once the pandemic is over.

Within the organisation, the Standard Chartered Bank’s marketing team plays a prominent role. The bank has several heavyweight competitors. The marketing team of the bank tries to create a good relationship with the customers so that customers feel the need to retain the services of the bank for a long time. Also, the marketing team ensures that the various services provided by SCB are known to all. This team has led the marketing campaign of the bank in such a way that the company’s perceived value in the customers’ mind is very high. Often, the customers consider SCB as synonymous with reliability. This has been possible only for the marketing team of the organisation. In brief, the marketing activity has increased the profitability of the bank. Therefore, this is the role that marketing plays within the Standard Chartered Bank.

[bookmark: _Toc61007228]SWOT analysis 

Strengths: Standard Chartered Bank has an extremely big target audience which means that it has the potential to reach widespread success because the service is coinvent and accessible. The bank is in a stable and safe position to be able to support a its customers.

Weaknesses: Some people find that banks such as Standard Chartered Bank are difficult to rely on because with an online focus it becomes difficult to trust so it might lose some customers. Also, with a more online focus there needs to be a stronger focus on security.

Opportunities: There is a potential possibility for Standard Chartered Bank to expand and create a more focused target audience with a more digitalised setting that is taking place.  

Threats: During the pandemic, Standard Chartered Bank might have faced some setbacks because the external environment has been heavily affected by it but hopes to improve soon. This situation could cause problems because Standard Chartered has well known competitors that could take away their customers.


[bookmark: _Toc61007229]Segmentation, targeting and positioning of Standard Chartered Bank

[bookmark: _Toc61007230]Main types of segmentation for Standard Chartered Bank:

[bookmark: _Toc61007231]Demographic segmentation: 
· Age 
· Life stage
· Gender
· Income
· Generation
· Social class 

[bookmark: _Toc61007232]Behavioural segmentation: 
· Occasions
· Benefits
· User status
· Usage rate
· Buyer-readiness
· Loyalty status
· Attitude

Market segmentation refers to the fact that a market segment consists of a group of customers who share a similar set of needs and wants. These wants and needs are represented in the product of the company. With a move to a more digitalised era, Standard Chartered Bank helps meet the needs of those that would rather handle their business with the bank online rather than having to leave the comfort of their homes. Its targeted for a younger generation who find online banks more accessible. This considers a more demographic and behavioural segmentation. This is because the bank is useful for people depending where they are at their life, their age, generation etc... however the bank can be used by anyone at any point in their life, so it becomes versatile. 

[bookmark: _Toc61007233]Porter’s Five force model

Competition in the industry: The main competitions of Standard Chartered Bank is of America, RBS, Deutsche Bank and HSBC. Banks like HSBC are more well-known, so customers trust them more which is why this has a high force.

Potential of new entrants into the industry: This is a medium force because even with new entrants its difficult customers to trust unknown banks right away. The company’s position cannot be weakened because it takes a long time to enter the market.

Power of suppliers: This has a high force because with an already weekended economy because of the pandemic having to switch suppliers would be difficult.

Power of customers: Customers have less power to negotiate in the pricing/products because other banks are harder and require more time and information to be able to use. This has low force as customers will not affect the profitability of Standard Chartered Bank

Threat of substitute products: Substituting products will be a high force because there are many competitors that could provide the same services as Standard Chartered Bank.

[bookmark: _Toc61007234]Marketing mix 4ps and 7ps

[bookmark: _Toc61007235]The 4ps of marketing mix include:
· Product: This requires research on the product to see how it will be marketed towards people and what value and beliefs it will be based on.
· Price: This focuses on the pricing that will be set for the product but because Standard Chartered is a Bank the focus needs to be more on product rather than price.
· Place: This needs to consider the distribution channels needed to reach the customers of Standard Chartered Bank rather than the physical location. E.g., Standard Chartered Bank uses multiple mediums of media to keep in contact with its customers. 
· Promotion: The strategic tactics that the company used fall under this stage. For Standard Chartered Bank that is use of social media to promote, making the services online based, adding an educational feature etc… 

[bookmark: _Toc61007236]A bonus of 3ps is added in the 7ps which includes:
· People: Standard Chartered Bank’s customer service builds a relationship with the customers so they can be reached through multiple channels. This maintains a long-term relationship for the two
· Process: This considers the multiples ways in which the goods and services are provided for Standard Chartered Bank’s customers e.g., live chat, SNS, email etc… 
· Physical evidence:  This refers to the environment in which the services occur. But because Standard Chartered Bank is not selling products but providing services these market mix strategies apply differently. 

[bookmark: _Toc61007237]Recommendations for the future

The author of this report has been hired by the Standard Chartered Bank as an external consultant. In the previous part of the report, the author has conducted an environmental marketing analysis of the Standard Chartered Bank. To do so, the internal and external factors that influence the business environment of the Standard Chartered Bank have been analysed. Below are some recommendations on how the Standard Chartered Bank can improve its marketing to manage the environmental factors in its favour.

Local search engine optimisation: Standard Chartered Bank must make sure that the bank’s website is getting a favourable position in the search engine. The bank offers superior services, better efficiency, and higher deposit rates than its competitors. However, whenever a person searches for a good bank in the search engine, SCB’s website often misses out from the favourable position. Therefore, the bank should do SEO works so that people can find the bank’s website easily. Also, the bank must list all its branches in the Google Map so that the branches' locations are easily accessible to the people. This will be a huge boost to the market, considering its extensive network of branches throughout the UK.

Using multiple channels: The Standard Chartered Bank is quite silent in social media. Though the social media handles of the bank regularly post on social media, the bank did not take the necessary steps to ensure that the posts reach the target audience. To solve the problem, the bank can use Facebook Business Suite to boost its post (Kobe et al., 2015). By doing so, the bank can show relevant advertisements to the people who are highly likely to become clients of the bank in the future. Similar services are available on Twitter, LinkedIn, Instagram. The Standard Chartered Bank should do promotional campaigns there.

Increasing mobile presence: In 2020, especially in the pandemic, the most used digital device is the smartphone. The use of smartphones is increasing day by day. If the Standard Chartered Bank does not provide banking service through mobile, it may lose a ton of potential customers. The bank has already launched a mobile app for its clients. Nevertheless, the author has found out that the mobile app is not good enough. There is room for improvement. SCB can improve its app by improving inter-bank transactions and adding support for the old versions of smartphones.

Providing friendly and educational financial services: The quality of the customer service provided by the Standard Chartered Bank is undoubtedly extraordinary. The employees are friendly and always works for the best interest of the bank. Some customers are well acquainted with the banking culture and have good ideas about various services provided by the bank (Tsoukatos and Mastrojianni, 2010). However, some customers may not have much idea about banking services. In this case, the employees of the bank should give recommendations that benefit the customers mostly, not the bank. In brief, the customers must be the priority. The bank must focus on creating a long-term relationship with the customers, not short-term gains.

Considering the competition: The Standard Chartered Bank has many competitors. The bank needs to constantly do a competitor analysis to remain profitable. The bank focus on making the customers understand why it (the bank) is providing better value and services than the customers. Because only providing better deposit rates than the customers will not be enough.

By following these recommendations, the marketing environment of the Standard Chartered Bank can be improved.

[bookmark: _Toc61007238]Conclusion

In this report, the author analysed the external and internal factors that influence the marketing environment of the bank. An environmental marketing analysis has been conducted by using the PESTLE framework. The author has shown how marketing plays a role in the organisation. Also, some recommendations have been made to improve the marketing function. The author is hopeful the assignment will be able to satisfy the assessor.
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