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[bookmark: _1qb41genkp53][bookmark: _Toc234785791]Element 1: Business Idea, Products/Services, Objectives & USP
[bookmark: _Toc234785792]1.1 Company’s Idea, Product and Services
HSBC Holdings plc was founded in 1865 and is among the leading international banking firms in the world. The company's business concept is to bring chances and customers together in international banking and financial services, in a variety of markets. This is used to protect and promote clients (both individuals and companies, institutional and others) and aid world trade, investment, and wealth creation. HSBC conducts business in 56 countries and territories, and has a significant network of approximately 41 million customers around the world (HSBC, 2026a). Even with the tumultuous economic storm, the bank has managed to grow its absolute revenue figure by 19.0% to US$65.9bn (£49.17) in 2025. The results are significant proof of HSBC's business approach and its productivity in providing sustainable financial growth to the Company.
[image: ]
Figure 1: Brand Logo of HSBC
(Source: HSBC, 2026a)
Services to retail, commercial, corporate and institutional customers cover all of HSBC's financial services. The firm offers services like online banking, wealth management products and management, and foreign exchange. In addition, the firm also provides online banking, treasury products, like wealth management, investment products, foreign exchange, online banking, treasury products, and daily banking, lending and mortgage, insurance, and trade finance (HSBC UK, 2026a). HSBC doesn't focus on single products; it provides multi-faceted financial solutions to the individual's needs at various life and project levels. Millions of consumers are continuing to bank through mobile devices and on the Internet, and it is an essential criterion for facilitating financial transactions. In addition, by 2030, HSBC pledged to invest $1 (£0.74) trillion in sustainable finance and financing by assisting businesses making the shift to low-carbon operations (UNCC, 2017). The combination of the team's international banking knowledge, technological features, and sustainable finance infuses the Hy-Tech-Bank game with enhanced value and adds sustainable value to customer and shareholder retention.  
[bookmark: _Toc234785793]1.2 Company’s Objective
HSBC's focus is on enhancing its operational efficiency, improving digitalisation, and customer satisfaction in its global markets. Having continued to expand its AI, digital banking apps, and cybersecurity capability to enhance its service and security, the organisation has done so. Meanwhile, HSBC is looking for ways to further develop its wealth management and transaction banking businesses in the growth markets whilst controlling costs (HSBC UK, 2026b). The developments will help scale the earnings of the businesses, as well as the customer experience, by providing customers with fast, secure, and personalised financial products and services. Moreover, the banking sector will try to boost the assessment and relieve the financial waters due to the unsteady shift in the USA's economy. All the above objectives contribute to improving performance in the organisation and to gaining a stakeholder's confidence.
In the long-run, the firm intends to gain sustainable growth, internationalisation, and become a leader in the provision of financial services in the world. HSBC is constantly creating and investing in innovative solutions that make us the customer and business bankers' top bank. Another important goal is to support the transition towards a low-carbon economy, to which sustainable finance activities and responsible investment practices have been raised to promote the transition. The organisation also aims to create long-term shareholder value based on profitable growth, good risk management and robust corporate governance practices (HSBC, 2026b). These targets relate to economic development in a sustainable way, and incorporating environmental responsibility into the company's activities in the world markets mentioned above is indicative of HSBC's commitment.
[bookmark: _Toc234785794]1.3 Company’s Unique Selling Point
One of the key strengths of HSBC is its unparalleled connectivity to the world and the extent of its banking operations. Unlike some of its competitors, the firm has a considerable amount of expertise, both cross-border and in its diverse financial services and products for institutions, businesses and multinational corporations, and individuals (HSBC, 2026b). This means that in relation to foreign transactions, customers can perform transactions on foreign exchanges, have the administration of foreign assets and equal banking facilities in another state. Further, HSBC's environmental, social and governance (ESG) focused strategy is another added complement to its convenience service to customers, and is closely coupled with the aforementioned cutting-edge digital banking technology. It gives it the competitive edge in the international banking field through its presence all over the world, its skills, and an innovative strategy inspired by buyers' needs. Hence, it can be stated that the company has unique selling points that are unparalleled, international connectivity and a global footprint.  
[bookmark: _r6sfis6zupay]

[bookmark: _7y3wyzv3ay5z][bookmark: _Toc234785795]Element 2: Business Environment & Competitor Analysis
[bookmark: _1pvb0ao3iajb][bookmark: _Toc234785796]2.1 SWOT analysis of HSBC 
	Strengths 
	Weakness 

	· Strong branding reputation along with extensive international presence in more than 56 global nations (HSBC, n.d.c). 
· Implication of digital banking service for maintaining strong corporate relations (HSBC, 2026d). 
	· Branding reputation degrades due to regulatory investigations and compliance (HSBC, n.d.d). 
· Additional operational costs for maintaining an international banking network. 

	Opportunity 
	Threats 

	· Expansion opportunity into the external market with the help of digital technologies. 
· Opportunity to increase financial revenue. 
	· Increasing competition from direct and indirect competitors. 
· Digital banking service faces challenges from cybersecurity issues and regulatory compliance. 


Table 1: SWOT analysis 
Internal and external environment of HSBC 
Some of the benefits of the bank include its advanced digital banking capabilities, having many robust relationships within the corporate world and its wealth of international trade finance expertise. This allows HSBC to meet and differentiate to many kinds of customers, and to gain a competitive edge in the global financial market. Slow decision making & strategic implementation can be caused by the inner structure of the organisation. Another advantage of international markets is that they give HSBC exposure to geopolitical events.  New international trade opportunities and emerging markets provide more income opportunities via new and creative banking products. Unique Banking solutions open up prospects for extra income to other areas like increased International trade and Emerging Markets. 
[bookmark: _dp6vad3su1ss][bookmark: _Toc234785797]2.2 Competitors analysis 
Competition is fierce in the UK banking sector as growing financial institutions constantly battle it out for customers, market share and technological innovation. Direct competitors offer similar banking and financial products in the retail, commercial, wealth management and corporate banking segments. Indirect competitors mostly leverage their specialised digital financial solutions, payment facilitation, or other banking models. This awareness of the above competitors helps HSBC to gauge market competition, find opportunities in the market and enhance its strategic position by innovation, customer service and digital transformation efforts. An analysis of the competition also helps to make informed decisions when it comes to marketing and business growth in volatile financial situations. 
Direct competitors   
Importantly, Lloyd's Banking Group is another major direct competitor, also well recognised in their retail banking market and thus can be expected to be posting some good brand recognition in parts of the market such as Lloyd's, Halifax and Bank of Scotland. Everything the Lloyds Banking Group does for their personal banking, mortgage activity, business banking, savings and insurance is in good hands. High emphasis on digital innovations, digital efficiency, sustainability and customer relationship management (CRM). Furthermore, Lloyds continuously seeks to improve their online services, and makes banking more convenient and efficient for its customers (Lloyds Banking Group, 2025). It has a large customer base, financial strength, and a high level of brand recognition, which adds competition to the retail banking industry. This is why HSBC continues to evolve its financial products, service offerings and digital abilities to achieve enhanced competitive edge and customer confidence.  
Barclays is a competitive threat in the UK financial services market and one of the direct rivals of HSBC. Barclays provides a wide range of retail banking, corporate banking, wealth management and investment banking products and services, as do HSBC. Barclays has a large product range across retail banking and corporate banking, wealth management and investment banking (Global Data, 2026). The company continues to heavily invest in digital banking technologies, artificial intelligence, cybersecurity and customised customer experiences. In addition, Barclays has a massive branch network with highly developed mobile banking options, ensuring that customers have greater access and convenience. It has a strong domestic market presence, a network of business relationships and new financial products, which means it faces strong competitive pressure in many customer segments. Therefore, HSBC continually strives to improve the quality of services, technological competencies and customer engagement strategies to keep its differentiation. 
Indirect competitors 
Revolut is a digital banking and foreign exchange company. Revolut provides budgeting, payment services and cryptocurrency services (Revolut, 2026). It is an indirect competitor by supplying investment products via its mobile channel. Specifically, of the business models outlined, the customer values and appreciates financial services and the convenience and low cost that are relatively unconstrained by having a branch. In the same way, although PayPal does support merchants worldwide for their cash transfer and payment needs, it is indirect with its "secured online payments" and digital wallet services (Global Payments, 2026). PayPal is not a typical bank, but the payment system decreases customers' dependence on traditional banking transactions and agreements. The unit is still not broken ground, making HSBC respond quickly and adapt to the digitalisation revolution, refine mobile banking, adjust the financial solutions' customer experience and technology to scale, as they are trying to stay current in the constantly evolving Financial Services industry.
[bookmark: _y5fly2nmrepy]

[bookmark: _f4r8jnqausny][bookmark: _Toc234785798]Element 3: 4Ps, Market Segmentation & Marketing Strategies
[bookmark: _6l6w2k4d5x9][bookmark: _Toc234785799]3.1 Market segmentation and target customers of HSBC 
Understanding the market through the STP (Segmentation, Targeting and Marketing) highlights the attraction and engagement of the target customers for an organisation. Gusmaol et al. (2025) suggest that the STP Analysis helps organisations highlight the consumer perspective while enabling the organisational commitment towards meeting the customer expectations. For HSBC UK, the significance of developing a smart STP for its clients and customers can be understood in the following manner: 
Segmentation: 
The banking organisation focuses on customers with medium to high income households and professionals with its various banking and financial services such as personal banking, investments, telephone banking and financial planning, among others. Demographically, the bank segments its product and services portfolio towards its personal banking and investments. Geographically, banking and financial services are very well catered to customers globally; however, significant focus is given on the UK and Hong Kong markets with franchising, investments and acquisitions and retailing and innovating respectively (HSBC, 2026c). These segmentations primarily support the performance and activities for HSBC. 
Targeting: 
This strategy is very well placed and practised in HSBC UK, while the formation of key customers is identified in professionals, individuals and corporations. This is identified from the introduction of the services- Corporate and Institutional Banking (CIB) and International Wealth and Premier Banking (IWPB). The former one focuses on targeting businesses, institutions and internationally spread professionals focusing on improving their supply chain, intra-regional flows, investment in technologies and digitalisation of the businesses (HSBC, 2026c). This highlights entrepreneurs as the primary client group for the business. On the other hand, IWPB focuses on high-income customers seeking new investment opportunities and acquiring greater financial strength and expertise. High-income customers with the need for asset management remain top considerations for target customers. 
Positioning: 

High customer satisfaction
High digital innovation
High customer satisfaction
Low digital innovation

Figure: Positioning Map
HSBC UK relies on its unique positioning, as discussed in HSBC (2026c), which underlines the targeting and segmenting of products and services for clients and customers who are internationally spread. Based on the influence of unique positioning, the positioning statement can be developed as “for individuals, businesses, and internationally connected customers seeking secure and innovative financial services”. 
[bookmark: _ef94uz7a5v8e][bookmark: _Toc234785800]3.2 4Ps of the marketing model 
The application of the 4Ps of the Marketing Mix, as developed by Kotler and Lee, highlights the overall focus on the performance of the products while influencing the desired behaviour for customers (Costello et al., 2022). In addressing the diverse marketing and product performance internationally, HSBC focuses on the following factors: 
Product: Focusing on the key performance towards the engagement of the clients and customers, individual and international banking accounts, finance and borrowing, imports and exports. Payments, insurance and corporate banking accounts for small and big institutions also advance the product portfolio for the banking organisation (Business HSBC, 2026). Services such as imports and exports, credits, loans and business cards further help the organisation to make an immediate impact on the clients and service users. 
Price: HSBC UK has applied various pricing strategies for its wide range of product portfolio in making the right choices towards customer attraction. HSBC UK (2026d) emphasised the Quarter 1 inflation rate (2.8%) in April 2026 to impact inflation upward through the rise in energy, business rates and demands among the service users (HSBC Asset Management, 2026). To help the clients focus on changing the financial landscape, the focus on tiered pricing has influenced the overall performance of products in the market. 
Place: The significance of placing the banking services in the global market has influenced the overall market performance. HSBC Holdings is present both online and in physical institutions, catering to major parts of the UK and the rest of the world. Primary markets of presence are seen in Europe, Asia, the Americas, the Middle East and Africa (HSBC, n.d.). An effective management of website, mobile applications and extensive physical locations highlights HSBC’s strength. 
Promotion: Marketing campaigns were primarily associated with the banking services, reaching the targeted customers effectively. Some notable instances of marketing campaigns are “World’s Local Bank”, “We Are Not an Island” and “Together We Thrive” (Marketing Explainers, 2024). Strategic messaging, emotional appeal and an effective use of an integrated media approach, customers are engaged with widespread reach and a sense of unity developed throughout. 
[bookmark: _1341gb9aucj5][bookmark: _Toc234785801]3.3 Online marketing strategies to attract and retain customers 
Digital marketing has been very positive for the overall performance of HSBC UK and its parent organisation- HSBC Holdings. Careful creation and innovation in digital marketing have been imperative for customer engagement. HSBC’s Customer Relationship Management (CRM) actively seeks the improvement of marketing through AI-based personalised messages and product offerings (Marketing Explainers, 2024). An effective use of social media engagement has been actively sought by the bank as expanding social media presence in LinkedIn, Facebook, Twitter (X) and Instagram has improved value creation and customer query solving. Therefore, the significance of digital marketing initially developed from the overall functioning of the banking services globally and regionally. 
Upholding the values of the banking services through effective digital marketing has been crucial to maintaining the performance of HSBC globally. For both global and domestic markets, the brand has relied on extensive personalisation and specialised solutions for clients. For instance, HSBC provides Shariah in Muslim-majority regions, wealth management in Europe and retail banking for the US and Mexico. (Digital Agency Network, 2025) “The World’s Local Bank” positioning and traits have helped the brand to establish a unique brand while localising the services to a great extent, making a desired influence on cultural differences. 
HSBC’s reliance on Google marketing analytics and procedures has supported the marketing of its financial and investment actions of small businesses. Supporting the growth of small businesses through its financial activities in digital marketing remains critical for the overall development of banking retail performance (Business HBC, 2026). Also, a huge support from the AI-based marketing insights and campaign development has contributed significantly to the performance of digital marketing. 
[bookmark: _8m5ok5b0xmrx][bookmark: _Toc234785802]Element 4: Financial Planning
[bookmark: _jn990fxz2i0x][bookmark: _Toc234785803]4.1 Key financial figures from its start-up stage to its current position 
HSBC plc evolved from being a trading bank in the local trading community to being a global multinational institution that operates in the finance sector. HSBC was founded in Hong Kong in 1865 as The Hongkong and Shanghai Banking Corporation, and was then confined to providing services to support Asian-European commercial and trade investment. The company has made significant strides in long-term development by way of geographical expansion, key acquisitions and financial innovation. In 1992, HSBC made a major step towards powering its way through the United Kingdom business by taking over Midland Bank and becoming a leading global banking group (HSBC, n.d.b). HSBC has been furiously expanding its global reach and vigorously taking a lead in digital banking, sustainable finance, wealth management, and so much more.  
The joint performance of HSBC has helped in generating revenue volume and strengthening organisational performance. An increase in total revenue of US$65.9 billion was recorded by the Group in 2024, a positive outcome gained in its business operations across the globe, according to the Annual Report 2024. The effective conduct of its operations in combination with good financial performance led to profit before tax of US $32.3 billion and profit after tax of US $25.0 billion (HSBC, 2025a). Similarly, the number of customers increased to nearly US$1.65 trillion of customer accounts (HSBC, 2024a). It highlights high customer confidence and customer deposit growth. The following aspects indicate that HSBC is becoming a financial services company known internationally. HSBC is busy maintaining its growth in a diverse international banking business, with ongoing strengthening of its technology, global expansion, and expanded banking services to its clients and customers. 
[bookmark: _xe6awcm56eja][bookmark: _Toc234785804]4.2 Initial funding helps in early growth 
The capital injection from the leading international businessmen and merchants from Hong Kong and Shanghai. The following people were the initial establishing stockholders and saw potential in trade internationally, and provided the financial start-up for the bank. The first capital raised enabled HSBC to open its first banking offices, employ trained financial specialists, build trade finance services, and put in a solid banking system (HSBC, 2025b). It provides a banking environment that assists commercial activities. Plentiful early financial resources also helped customers gain confidence, given that good liquidity and operational stability were present in the first few years of the bank's operation. The injection of quick, solid start-up capital is the reason behind HSBC's business expansion. HSBC has successfully expanded to additional Asian markets and has not ignored developing the relationship with its commercial customers who are engaged in international trade. A few of the capital trades were raised from the savings of customers, which allowed HSBC to expand into an international market banking network (HSBC, n.d.a). The banking services and technology diversification have also improved. To fund ongoing business development needs without placing undue pressure on borrowing sources in the market, due to its shareholder capital, the growth of its customer base and by retaining profit in the business. Thus, early investment in stakeholders has left a lasting impact on HSBC's sustainable growth path, tailoring customer satisfaction.  
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