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[bookmark: _Toc143107742]Introduction
Marketing is a very critical element of the business management perspective. Marketing deals with the customers and customer relationship management and other pertinent activities. However, this report is aiming at discussing marketing, marketing process and its stages. It is also required to define the environmental forces that may have direct or indirect impact on the organisation. Hence, the report will outline discussion on PESTEL analysis and Porter’s Five Forces Model and will suggest some recommendations for the organisation regarding Ansoff Matrix as well. However, all this discussion will focal of Standard Chartered Bank a UK based renowned global banking organisation (Bank, 2014).


[bookmark: _Toc143107743]1. Marketing 
A key component of business is marketing, which enables companies to interact with consumers, increase brand recognition, and boost sales. In order to accomplish certain commercial goals, the strategic process of advertising, distributing, and selling goods or services to specified consumers is referred to as marketing. It entails comprehending client demands, developing worthwhile offerings and successfully communicating with and distributing those offerings to the appropriate individuals at the appropriate times (Pride and Ferrell, 2019). 
· Understanding the needs, tastes and habits of the target market is the first step in marketing. Businesses can more successfully modify their products or services to match customer requests by detecting and analysing these elements.
· Customers must be provided with value for marketing to be effective. This could take the form of goods or services that address particular issues, convenience-enhancing services, or enriching experiences for customers.
· Customers don't all have the same wants and preferences. As a result, marketers frequently segment the overall market into smaller subgroups based on traits they have in common. This enables them to target particular groups using specialized marketing techniques. Positioning entails influencing how a good or service is viewed by consumers in comparison to rival goods and services. A product's distinctive qualities and benefits are highlighted by effective positioning (Ferrell et al, 2021).
· The development of goods and services that are in line with consumer preferences and market trends is influenced by marketing. This guarantees that the offerings continue to be competitive and relevant.
In order to satisfy customer wants, create value, and accomplish business objectives, marketing employs a variety of methods, techniques and concepts. Understanding customers, creating attractive goods and reaching the right audience with those services all play a vital role in this process.


[bookmark: _Toc143107744]2. Marketing process
The marketing process is a methodical procedure that leads businesses through the stages of planning, carrying out, and assessing their marketing initiatives. It entails a number of connected steps that make sure marketing initiatives support organisational objectives and successfully target the target market. Situational analysis, goal-setting, formulating a strategy, implementation, and control are typical steps in the marketing process (McDonald and Wilson, 2016).
Learning and adjusting occur in cycles throughout the marketing process. The approach for continuous improvement is updated when insights are learned from the results and feedback is taken into account. It's crucial to remember that the marketing process does not follow a straight line; rather, companies must be flexible in order to adapt to shifting market conditions, consumer trends and the level of competition.
[bookmark: _Toc143107745]3. Stages of marketing process
There are five steps in marketing process. Here is a short depiction of the marketing process.  
	Situational analysis
· Information on internal and external elements that may have an impact on the organization's marketing activities is gathered and analysed during this stage. 
· The goal is to gain a comprehensive understanding of the current market environment, the organisation's strengths and weaknesses, opportunities, threats, customer behaviour and competitive landscape (Pride and Ferrell, 2019). 
· This analysis provides the foundation for informed decision-making throughout the marketing process.
	Objectives
· After conducting the situational analysis, the next step is to define vibrant and assessable marketing objectives. 
· The objectives should be specific, achievable, relevant and time-bound. 
· They outline what the organisation aims to achieve through its marketing efforts, like market expansion, brand awareness enhancement, sales increase or starting a new product. (Pride and Ferrell, 2019).

	Strategy
· Based on the identified objectives, marketers develop a strategic plan that outlines the approach and tactics they will use to achieve those objectives. 
· Making choices here will involve choosing target market segments, positioning, price, distribution methods, and advertising strategies (McDonald and Wilson, 2016). 
· The strategy provides a roadmap for how the organisation will allocate resources and execute its marketing initiatives.
	Implementation
· The implementation stage involves putting the marketing strategy into action. This is where marketing plans are executed, and various marketing activities are carried out. 
· This might involve launching advertising campaigns, creating content, engaging with customers on social media, optimizing websites, and more. 
· Coordination and effective communication among different departments are crucial to ensure that the strategy is executed smoothly.

	Control
· The control stage focuses on monitoring and evaluating the results of the marketing activities. Key performance indicators (KPIs) established during the objective-setting stage are used to assess whether the marketing efforts are on track and delivering the desired outcomes. 
· If the results are not meeting the objectives, adjustments can be made to the strategy or implementation tactics (Ferrell et al, 2021). 
· Regular analysis and reporting enable marketers to measure the effectiveness of their efforts and make data-driven decisions.



Organisations may make sure that their marketing initiatives are informed, strategic and in line with their overarching business goals by adhering to the stages of the marketing process. This methodical approach aids in better decision-making, increases client involvement and maximizes the ROI from marketing initiatives.


[bookmark: _Toc143107746]4. PESTEL analysis of Standard Chartered Bank 
PESTEL analysis is a tactical framework that businesses use to assess and look into the external environmental factors that could affect their plans, tactics and choices. The acronym "PESTEL" stands for "political forces, economic forces, social forces, technological forces, environmental forces and legal aspects." (Matović, 2020). This research offers a thorough understanding of the outside variables that can affect an organisation's performance and potential.
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Figure 01: PESTEL analysis framework 
Source: (Matović, 2020).
· These variables include the effect of governmental laws, rules, political stability, trade limitations, taxation laws, and other political elements that may have an effect on the business environment. Organisations may have possibilities or difficulties as a result of political upheavals and uncertainty (Perera, 2017).
· Economic factors include things like economic expansion, inflation, interest rates, unemployment rates, exchange rates, and general economic stability. These elements may have an impact on consumer spending power, corporate investment, and market demand.
· Social aspects take into account society attitudes, consumer behaviour, cultural conventions, lifestyle changes, and demographic trends. For businesses to properly focus their products, services, and marketing tactics to their target customers, it is essential to understand social movements and preferences (Matović, 2020).
· Technology developments, innovation, research and development, automation, and digital transformation are examples of technological factors. To stay competitive in the market, organisations must keep up with technological advancements and modify their operations (Perera, 2017).
· Environmental considerations are related to ecological and sustainability issues. Climate change, environmental laws, resource scarcity, and consumer preferences for eco-friendly goods and behaviours are a few examples of these. Businesses are being put under more and more pressure to adopt ethical environmental behaviour.
· Among the legal factors like rules, laws and legal frameworks might be laws governing labour, consumer protection, intellectual property, and particular industries (Perera, 2017). To avoid threats to one's reputation and legal standing, one must adhere to legal regulations.
Here is an overview of the PESTEL forces in regards of Standard Chartered Bank’s marketing strategies in a short manner. 
	Political forces
	Political stability and government policies can influence the regulatory environment in which Standard Chartered operates. Changes in regulations related to banking, finance, and international trade could impact the bank's product offerings, compliance requirements, and cross-border transactions (Bank, 2015).

	Economic forces
	The demand for financial services can be impacted by factors in the economy like interest rates, inflation, and currency exchange rates. Economic growth or recession can impact consumer spending, investment decisions, and borrowing patterns. In response, Standard Chartered may adjust its marketing strategies to emphasize products that align with prevailing economic conditions, such as promoting savings products during economic uncertainty (Bank, 2015).

	Social forces
	Demographic shifts and changing societal attitudes can influence how Standard Chartered tailors its marketing messages and services. If there's a trend toward digital banking and mobile payments among a younger demographic, the bank may focus on marketing its online banking platforms and mobile apps to attract and retain this audience.

	Technological forces
	Technological advancements play a significant role in the banking industry. Standard Chartered Bank’s marketing strategies may revolve around highlighting its technological capabilities, such as online banking features, mobile apps, AI-powered customer support, and cybersecurity measures (Kendi, 2019).

	Environmental forces
	Promoting eco-friendly banking practices, supporting green investments, and demonstrating commitment to environmental responsibility might resonate with customers who value sustainable business practices.

	Legal forces
	Compliance with financial regulations and industry standards is paramount for banks. The changes of legal issues like anti-money laundering, data security and privacy and customer protection can impact how Standard Chartered markets its services (Kendi, 2019).



By taking into account these PESTEL elements, Standard Chartered Bank is better able to create marketing plans that are in tune with the outside world and foresee future obstacles and possibilities. The bank can strengthen its competitive edge and maintain a strong brand presence in a dynamic and constantly shifting financial sector by being able to adjust and personalize its marketing messages and services based on these criteria.


[bookmark: _Toc143107747]5. Porter’s Five Forces Model for Standard Chartered Bank
Michael E. Porter created the Porter's Five Forces Model, which is a popular framework for examining the competitive landscape of a market or sector. The model analyses five major elements that influence an industry's competitive landscape in order to offer insights into its competitive dynamics and attractiveness (Bruijl, 2018).
· This team assesses how easy or difficult it is for new enterprises to enter a particular sector. Entry barriers include high capital requirements, economies of scale, brand loyalty, and governmental regulations may deter new rivals. 
· Suppliers provide the raw materials required to produce the goods or services of an industry. Suppliers' negotiating strength is influenced by things like supplier concentration, the accessibility of substitute inputs and how crucial their contributions are to the sector. 
· Customers, or buyers, can affect an industry by requesting cheaper prices, higher quality products, or more services. Buyers' negotiating power is determined by things including their concentration, the accessibility of alternatives and how sensitive they are to price changes. 
· Products or services from different industries that can meet comparable client needs are substitutes. A sector's ability to set prices and achieve profitability may be constrained by the presence of close alternatives. 
· The competition amongst already established rivals has a substantial impact on the competitive dynamics of an industry. The number and distribution of competitors, industry growth rate, product differentiation, and exit barriers are all factors that affect the level of competition.
Based on the discussion, these forces of Porter’s Five Forces Model can be reviewed in terms of marketing strategies and objectives of Standard Chartered Bank. 
	Threat of New Entrants
	Standard Chartered operates in a highly regulated and capital-intensive industry. Barriers to entry, such as the need for significant capital, regulatory compliance, and established customer relationships, can deter new entrants. This gives the bank a degree of competitive advantage and allows it to focus its marketing efforts on building and leveraging its existing customer base and reputation. So, this issue can be regarded as low risky for the organisation. 

	Bargaining Power of Suppliers
	Suppliers to a bank include software providers, technology partners, and other service providers. Since Standard Chartered is a large and established institution, it likely has some bargaining power over its suppliers due to its scale and reputation. This can enable the bank to negotiate favourable terms for the technologies and services it uses in its operations, potentially leading to cost savings that can be highlighted in its marketing communications (Kawira, 2017). As bank is a service based organisation there is medium risk from the suppliers. 

	Bargaining Power of Buyers
	In the context of banking, buyers refer to individual and corporate customers. The banking industry is customer-centric, and customers have a range of options to choose from. Standard Chartered needs to continuously offer competitive products, services, and customer experiences to retain its customer base (Jarin et al, 2016). The bank's marketing strategy likely emphasizes customer satisfaction, personalized services and benefits to create customer loyalty and reduce the likelihood of customers switching to competitors. This issue depicts high risks for the organisation. 

	Threat of Substitute Products or Services
	Banking services can have substitutes, such as fin-tech apps, online payment platforms, and digital wallets. These substitutes provide convenient alternatives for basic financial transactions. Standard Chartered Bank’s marketing strategy could focus on promoting its advanced digital banking features, security measures, and value-added services to differentiate itself from these substitutes and demonstrate its relevance in a digital age. This force of the model involves high risk for the organisation in regards of marketing (Kawira, 2017). 

	Rivalry Among Existing Competitors
	The banking industry is highly competitive, with numerous players vying for market share. Standard Chartered competes with other global and regional banks. Its marketing strategy may emphasize unique value propositions, such as its international presence, specialized services, or expertise in certain sectors (Jarin et al, 2016). This force also involves high risks for the bank. 



Standard Chartered Bank’s marketing strategy needs to address each of these five forces. It should emphasize customer relationships, digital innovation, differentiation and the bank's unique strengths to create a competitive advantage and maintain its position in a dynamic and competitive industry.
[bookmark: _Toc143107748]6. Advantages and disadvantages of Porter’s Five Forces Model 
An organisation should be highly concerned of the advantages and disadvantages of Porter’s Five Forces Model. Here is a short overview of this model based on the discussion:
Advantages:
· Comprehensive Analysis: The model offers a well-organized framework for examining the many outside elements that affect SCB's competitive position. It allows for a comprehensive understanding of the dynamics of the industry because it covers a wide range of factors beyond only immediate rivals (Dobbs, 2014).
· Strategic Understanding: By evaluating the five forces, SCB can learn a lot about the advantages and disadvantages of its competitive position. The bank can use this information to inform its strategy choices and help it spot possible dangers and growth opportunities.
· Making Well-Informed Decisions: The model aids SCB in making well-informed decisions on product differentiation, pricing strategies, market entry, and resource allocation. It offers a methodical way to weigh various tactical possibilities.
· Customized tactics: SCB is able to create tactics that complement its advantages and weaknesses in relation to each force. This makes it possible for the bank to more successfully address certain issues and seize opportunities (Dobbs, 2014).
· Competitive Positioning: The model helps SCB analyse its competitive environment so that it may position itself to best appeal to customers and emphasize its distinct advantages.
Disadvantages:
· Simplifying Complex Factors: The model divides an industry's complex dynamics into five groups. This oversimplification may ignore subtleties and interactions between different forces.
· Changing nature: The model assumes a static environment, while markets and industries are dynamic and always evolving. As outside factors change, SCB might need to regularly revise its analysis.
· Limited business Context: The model may not accurately reflect the complexity unique to a certain business that can have an impact on SCB. Banking is a highly regulated industry with particular problems that might not be easily accommodated by the framework (Bruijl, 2018).
· Data Availability and Accuracy: It can be difficult to compile correct and current data for each force. The applicability of the data analysed determine how well the model performs.
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Using their present products/services and markets as a guide, firms can establish growth strategies with the aid of the Ansoff Matrix. Here are some suggestions for Standard Chartered Banks (SCB) growth initiatives utilizing the Ansoff Matrix in light of the SCB context and the findings from Porter's Five Forces analysis:
· SCB can concentrate on boosting its market share in its current markets. The bank can undertake targeted marketing strategies to draw in new clients and persuade current ones to use a wider range of services by using its reputation, clientele, and digital banking capabilities. The ability of SCB to highlight its advantages and strengths in the marketplace is in line with this strategy (Loredana, 2016).
· SCB may launch cutting-edge financial products and services by using its technological expertise and comprehension of customer needs. These can include cutting-edge mobile banking capabilities, tools for individualized financial planning, or novel investment opportunities (Loredana, 2016). The bank's value proposition would be strengthened by such product creation, which would take into account shifting client preferences.
Some supplementary do’s for SCB for implementing the recommendations can be further marked as per the followings: 
· Regulatory Compliance: The complex regulatory environment of the banking industry should be taken into account for any new product or market development.
· Technical Integration: To support any growth strategy and ensure the seamless integration of new goods or services, SCB's digital capabilities should be used.
· Customer-Centric Approach: No matter the strategy selected, SCB should place a high priority on providing value to its clients and attending to their requirements and preferences.
· Competitive Differentiation: SCB needs to think about how the strategy it chooses will set it apart from rivals and complement its overall brand image.
The Ansoff Matrix's proposals must ultimately be customized to SCB's unique objectives, resources, and capacities. Insights from Porter's Five Forces and the Ansoff Matrix combined will offer a more thorough and strategic strategy to effectively steer SCB's growth strategies (Dawes, 2018).


[bookmark: _Toc143107750]Conclusion
A thorough foundation for strategic decision-making is provided by analysing Standard Chartered Bank's competitive environment and growth initiatives through the Porter's Five Forces Model and the Ansoff Matrix. The Porter's Five Forces Model sheds light on the competitive challenges and possibilities in the banking business. This research enables SCB to take into consideration of the economic factors, political forces, social factors, technological aspects, environmental aspects and legal forces while customizing its marketing strategies to solve particular difficulties and capitalize on its strengths.
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