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300 WORD SUMMARY

The Belt and Road Initiative (BRI) is possibly the greatest business
opportunity of the 21st century — presaging as it does, the rise of
China to the world stage. It is the project to build the infrastructure
that will connect China with the rest of the world, and thus stimulate
global growth. With over USD8TRN of investment anticipated in
Asia alone, it is also a vital opportunity for HSBC and its customers.

But it's also one that few had heard of and fewer understood.

We set out to illuminate the opportunity for growth so that our
customers and prospects could seize the opportunity. \We created
awareness and relevance on a global scale to C-Suite decision
makers in a broad range of businesses.

\We set out to make ourselves The Oracle of BRI — the first port of call
for everything BRI. This was (and continues to be) and huge and
complex task. To engage a broad business audience across multiple
countries; on a layered journey through awareness, to education, to
sparking conversations that turn into action (and business for HSBC).

The "We know the way" campaign has successfully risen to this
challenge — just 6 months into a long-term campaign we can already
demonstrate high impact, both globally and locally, with not just
increases in awareness and knowledge but also good ROl in terms of
incremental BRI revenues.



THE GREATEST BUSINESS
OPPORTUNITY OF THE 21ST
CENTURY?

Laid out by President Xi Jinping in 2013,
China’s “Belt and Road Initiative” (abbreviated
hereafter to “BRI") is an ambitious, multi-
decade strategy to connect China with the
world and fuel global economic growth. Itis, in
effect, the 21t century ‘Silk Road’, connecting
China directly with over 65 countries and
indirectly with most others.

It will create or enhance the physical
(transport, communications and other
infrastructure), financial (lending, capital- Al
raising) and policy (customs, taxation M
coordination, trade and investment). N
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A NATURAL OPPORTUNITY
FOR HSBC

The BRI requires vast investment — Asia alone estimated USD 8TRN by
2020.

Helping to finance this is a huge opportunity.

Revenues from cross-border RMB flows (RMB is China's currency) —
are important to HSBC. Leading BRI would help grow these, as BRI
activity creates RMB funding flows in and out of China.

In addition, BRI represents an important new business stream from
advisory and raising capital and lending from all over the world, to
fund infrastructure projects.

HSBC's capabilities make it the lead candidate for businesses wanting
to do this:

* Bank network along the Belt and Road, offering RMB (Renminbi,
China’s currency) solutions in b0 markets

» 24 dedicated China desks (Chinese advisors to foreign businesses)
in individual countries

* Leading international bank inside China, 170+ outlets across 50+
cities
* The leading bank in Hong Kong, a vital BRI hub

» Unrivalled financial scale to support BRI's huge financial
requirements

While initially greatest in China and Asia Pacific, the BRI opportunity
extends globally.




OBJECTIVES:
BECOMING THE ORACLE OF BRI

Businesses needed someone to inform and inspire them, and more importantly to help them navigate
BRI to realise the opportunities it presents — a knowledgeable partner, authoritative and capable, with
global reach and strong local presence.

The response to this insight was for HSBC to become ‘the oracle of BRI’

Communications/ Perceptual Objectives
» Build awareness and knowledge of BRI

» Project HSBC as the global leader of BRI, the
‘oracle” and natural first port of call for
everything BRI

Marketing/ Behavioural Objectives \

» Provide — and drive engagement with — HSBC
BRI Content, to help customers prepare for \
BRI-related opportunities \\

* Demonstrate HSBC's BRI capabilities — and thus \‘f\‘
help to create front line conversations and leads W\

o

Business/ Commercial Objectives

» Grow HSBC's BRI-related revenues (increasing \
cross-sell opportunities for other China-related
business, including RMB transaction revenues) =

With knowledge low and the BRI market at an early stage of development ,
everywhere, these objectives applied to all markets. \ ¥




TARGET AUDIENCES

External: Businesses’ C-suite decision makers

Multiple businesses are building infrastructure such as ports, railways and roads. As building projects
progress, more types of businesses get involved.

THE CORE COMMS TARGET: THE SECONDARY AND
TERTIARY BUSINESSES HELPING BUILD THE BRI

E.g. building a new port Time/ progress
of project

lary businesses: responsible for main port
contract. E.q. large multinational corporate.

¥ + . 2ndary businesses: subcontracts for
specific aspects, e.g. digging; IT; supply
cranes; etc

¥ . 3ary businesses: indirect suppliers,
e.g. hotels, travel

Primary players are key but not our main communications target — they are few, and contacted directly
by very senior HSBC staff. Our focus was leaders of secondary and tertiary businesses — still large but
too many to contact personally, with the need to raise awareness of the opportunities through media
and get them in touch with local HSBC staff.

The smaller the company, and the further from China they are, the lower their awareness of BRI, and
the more they needed educating and prompting to seize the business opportunities. E.g. in areas
where primary companies are just beginning to tender for major infrastructure projects, secondary
businesses that are prepared early are more likely to win subcontracts. HSBC's aim was to position
themselves as a partner to help them do that, starting with building knowledge from a very low base.

Internal: Staff

At this scale of business, all commmercial contact is face to face by skilled RMs (Relationship Managers).
They also needed educating about BRI.

\We needed a ‘mirror image’ internal campaign across the world.

Sources
RMB Internationalisation Survey 2016; 1600 businesses globally with a turnover of USD 3M+; fieldwork June 2016; Nielsen
also RMB Internationalisation Survey 2016; 1600 businesses globally with a turnover of USD 3M+; fieldwork June 2016; Nielsen




CUSTOMER INSIGHT

The opportunity for effective marketing communications intervention was informed by several factors: /

»  Awareness of BRI was low

» There were misconceptions to dispel and barriers to overcome — perceived challenges in regulatory,
cultural and economic environments along the BRI, many saw it as a Chinese government-driven
initiative of limited relevance to non-Chinese owned businesses

» Businesses who were becoming aware of BRI were asking for information and guidance

Business people were aware that the world was changing in major ways and knew that they needed to
be part of these changes if they were to prosper — but they didn’t know how this related to them and
might be scared/ intimidated. They needed someone to help and show them their opportunity for
growth.

2 in 5 businesses are aware of the Belt and Road initiative (BRI) to some degree, however a very limited proportion of these
feel fully informed and able to start developing a strategy to capitalise on the opportunities this initiative presents. The
remainder of businesses that are aware of the initiative are not yet informed enough to develop a strategy and require further
support from their bank across all channels.

I GLOBAL SNAPSHOT OF THE BELT AND ROAD INITIATIVE (BRI)

Amongst Those Aware of Belt and Road Initiative (BRI)

7% are fully aware of the potential
opportunities and have started to develop
a strategy to capitalise on these

[

et

@\ 40% are aware of opportunities of BRI but

m Fully aware have yet to pursue a strategy to capitalise on
of BRI these
e @ 53% do not know the opportunities that
1 BRI could bring to their business
= Somewhat 0
aware of BRI 41 o of the
businesses are
awa?sfo B;Il Top 2 Banking Support Required by Businesses
With limited anc =es 23%
knowledge of Initiative (BRI) More information on BRI and the
BRI potential opportunities 63
_i m Do not aware "e, latest update on BRI via newsletters
of BRI ‘., ) e or online library 62
P RM to provide more information on
9 BRI and the potential benefits 60
Seminars on the develop of BRI
) . - e and the potential opportunity 58
Baze : All businesses (Total n=1600), All businesses that aware of Beff and Road Initiative (BRI)
(Todal n=723)

Are you aware of the recent development of Belt and Road Initiative (BRI) by the Chinese government? Ref. Q53
How aware are you of the opporfunifies hﬁaﬁ!‘!e Baﬂa_rld Road Irwbahve oan.?ﬁeriombusme&s? Ref. Q54 ) Note: This quesﬁ'on is newb; asked in 2016.
In what way could 3 bank better support you in capturing potential opporfuniies from the G oS Intiative? Ref. Q55 HS = ‘X}

B‘ 9

Copyight 82016 The Nisksen ©

Sources

As already referred to, and expanded on in the chart in section 2A, in 2016 only 5% of businesses globally were fully aware of BRI.
RMB Internationalisation Survey 2016; 1600 businesses globally with a turnover of USD 3M+; fieldwork June 2016; Nielsen



THE CHALLENGE
FOR MARKETING

Awareness

Despite the scale of the BRI opportunity, in 2016 only 41% of large
businesses globally had any awareness of BRI, and a mere 5% felt that
they were ‘fully aware’ — the role for effective communications to make a
difference was clear. Fewer had plans in place.

If HSBC was to build its BRI business, it needed to
raise awareness and interest from the world's businesses.

As a global initiative, BRI demands a global marketing solution. The
breadth brings complexity: broad business audiences across multiple
countries;

a journey through awareness, to education, to sparking conversations
with HSBC staff that turn into action - and business for HSBC.

This Is conceived as an evolving, long-term campaign
and here we report on just the first 6 months, up to the 31 October 2017

Data source as above, RMB survey.
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THE COMIMUNICATION IDEA

“When it comes to the Belt and Road Initiative, at HSBC We know the Way": to become the oracle of
BRI, making HSBC the first port of call for everything BRI, the key to the next stage of global growth.

\We created a complete suite of templated communications which could cover any needs around the
world. Local markets had the ability to adapt and rewrite core global creative in local languages, with
local case studies.

E.g. Hong Kong, with higher BRI awareness used a fuller suite of materials - drilling right down into
HSBC's credentials in RMB (Chinese currency transactions).

E.g. UK, with lower awareness focused on the awareness raising activity (launch ad in FT and
Economist).

Sources

As already referred to, and ex ded on in the chart in section 2A, in 2016 only 5% of businesse
RMB Internationalise

16; 1600 businesses globally with a turnover of USD 3M+; fie

obally were fully aware of BRI.
vork June 2016; Nielsen
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THE WORK

The campaign line was ‘At HSBC, we know the way’, combined with a strong visual anchor (the
‘brush stroke’ represents the actual route of the BRI).

Creative Assets (locally customized within clear rules where needed) covered:
» Thematic ads (press & digital) — click-through to content/ hub

* Global BRI digital hub (wealth of content)

» Content

- Video case studies (and CNBC documentary launched Jan 2018)

- Proprietary/ thought leadership content

- Licensed content for media partnerships, e.g. The Economist, Quartz

- Content from China/BRI events hosted globally

- Global BRI projects data visualization/ interactive tool

- Social content, e.g. for LinkedIn

An intensive internal programme to educate staff, enable them to speak to their customers
knowledgeably, and the creation of customer relationship building events, where conversations could
be initiated, e.g.

« Owned events & sponsorship of 3 party ones

» Event materials, e.g. virtual reality BRI experience, interactive map

» Relationship Manager (RM) toolkit, key facts, webinars, conversation topic guides




EXAMPLES OF THE WORK

Press Launch: We Know the Way

CHINA'S BELT AND ROAD
WILL RESHAPE THE

21ST CENTURY ECONOMY.
WE KNOW THE WAY.

Forecast to boost trade to $2.5tn per year in the next I
decade and reaching 63% of the world’s population®, ;
China’s Belt & Road Initiative will change the face of
global trade. HSBC's vast experience of doing business
with China, alongside our strong global footprint,
can help your business navigate the opportunities.

Find out how at s -
business.hsbc.com/belt-and-road

s
e =




EXAMPLES OF WORK

Chinese Press Launch: We Know the Way

[ — ] MEE A EERE,
B, 31EHIE.

CHINAS BELT AND ROAD WILL RESHAP

THE 21ST CENTURY ECONOMY.
WEKNOW THEWAY. e .




EXAMPLES OF THE WORK
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EXAMPLES

OF THE WORK

THE BELT AND ROAD WILL
SUPERCHARGE CONNECTIVITY.
CREATIUIAIEITHE INFORMATION

SIKR
WEKNOW THE WAY.

O’ Bt ané Fowe Fivvn el mgrone smmoncstons
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THE BELT AND ROAD WILL
REQUIRE EB TRILLION TO
FUN[] TH INFRASTRIJETUHE

W[ KNﬂW IHI WAY

3 4 coak Retg o be @
Fing out how at rmbhsbe.
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" THEBELTANDROADWILL
ACCELERATE THE GLOBAL
SHIFT TONARDS A LOW- |
CARBON ECONOMY
WEKNOW THE WAY. |
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VEnvavey THE BELT ANIJ H[]AD WIlL HELP
MEET ASIASS INFRASTRUCTURE
NEEDS OF 1. 7THILU[]N PER YEAR'.

WEKNOW JHE WAY.

Industry Sector
specific Belt and
Road press

Find out how at rmb.Asbe.com




EXAMPLES OF THE WORK

China vs. UK sector ads




EXAMPLES OF THE WORK //

HSBC BRI Website

HSRC @

Belt and Road

The amount of investment
committed to develop the Belt
and Road Initiative -

US$1.1

trillion

The New Silk Road

A sories of insightful fims about the Bt snd Rosd Intistive
producod by CNBC

The New Silk Road: Ambition
and Opportunity
_I
4
/ / ./

HSRC

e

China’s government expects its
trade wilh countries along BRI
routes 10 exceed



EXAMPLES OF THE WORK

Customer case studies (on website)

HSBC

Imagination: Connecting globally and
locally to power business growth

‘.'nx)'l'l"' (]

3’:%% Wang Feng® & &'&

Rk
EEKRER

rmi e "

New Silk Road, New Ambitions




EXAMPLES OF THE WORK

Online Film-Infographic

NOW, IT IS BEING REBORN.

M
150 YEARS

CHINA'S BELT & ROAD INITIATIVE
TEAMS IN 55

COUNTRIES

REPRESENTING

90% OF

WORLDS TRADE . o WE KNOW THE WAY




EXAMPLES OF THE WORK

Online Quartz partnership

HSBC <»

China’s recent port
acquisitions begin to link up
to overland BRI projects

Quartz

The only question is how will
the rest of the world respond?

HSBC <»
China's Growth Belt and Rload RM Intsmationaiisation

Your guide to
understanding OBOR,
China’s new Silk Road plan

Zheping Huang, Quartz
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EXAMPLES OF THE WORK

’ Content partnership: Week In China

==
Week in China HSBC <> Search over 5,300 arcices

Home CurrentIssue Back Issues Sections Regulars Focus Editions & Books Company Index  About Us

Y : = CHINA'S BELT AND ROAD
Week in China i 3 7z WILL RESHAPE THE
e b 3 : ; S 215T CENTURY ECONOMY.

Not such a fair share

HSBC M

CLICK HERE
Ao P 4 FOR OUR
Issue 396 S - O CHINA
e (oo A » CURRENCY
SPECIAL

INTERNET & TECH, TALKING POINT
Market ‘share’ matters

Is too much investor capital pouring into C

Online Content: Linkedln

My Groups  Discover

SBC - China Business Net

V Ask to join

Camila Romuld - Manager

™ sandra Smith - M

o



EXAMPLES OF THE WORK

FT Online: Interactive Map

FINANCIAL TIMES

The New Trade Route: k Road Corridor
One belt, one road

A ribbon of road, rail and energy projects to help increase
trade

s s by dack Parchy, James Kyne, Chris Campbelland David Biood

‘One Belt, One Road” py tral Asia more
cted to the world. yet even before the
Iped to redraw the map of the re
pipeline from Kazakhstan, a gas pipeline that allowed Turkmenistan to break
dependence on dealings with Russia and another pipeline that b
increased the flow of Russian oil to China

Chinese companics have funded and built roads,
the region. A ribbon of fresh projects, such as i

e oL T
7akh-Chinese border and a raily
g increase trade acros:
boen investin
own $obn s s cting money from its so
infrastructure investment. Other countries, inc
EU have also made improving Eurasian connectivity a part of their foreign
policy
Rail connection to Tehran
ight train from China arrived in Tehran 16 in the
d project which ha
a] Asia. This, plus Iran’s landmark
5, has paved tho way for deals with
of the country
Chinese-Iranian trade.
e hiongre--o




EXAMPLES OF THE WORK

Relationship Manager Discussion Guide

CASE STUDY 1:

HIGH CA METRO TRAIN PPP

e Chaed e WUt

Fact Sheet

BELT AND ROAD INITIATIVE
RESHAPING THE 21ST CENTURY GLOBAL ECONOMY

China's Beit and Road Initiative (BRI) offers
ambitious

At HSBC we have always been committed
to connecting customers to opportunities,
by providing expert local knowledge through
our global network.

DESK LOCATIONS

RESHAPING
st

THE 215" CENTURY
GLOBAL ECONOMY

DID YOU KNOW?

THE ROAD TO
OPPORTUNITY

HOW TO IDENTIFY
IF YOUR CLIENT CAN
BENEFT FROM BRI

OPPORTUNITIES FOR BUSINESSES
ON AND OFF THE BELT AND ROAD

Tt of BAl projocts offer sgnicant ghobal
on and off e Batand
growth slong the 2RI rautes
trado, capital and zarviess
the werkd.

ich
Zpocd 13 o of ppainie, coctiony g
and errlmmnm. natwerks.

nitial phase
T it e crass cpportritos o busnesses
with Gapertiza .

and architact 1o financ

FINARERG Bt PRECTS

CONVERSATION
STA
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EXAMPLES OF THE WORK

Events

China Connections 2017

Chinese BRI Conference 2017

Belt and Road Summit 2017

Virtual Reality 2017



MEDIA CHANNEL STRATEGY

Businesses needed authoritative information and advice. ~
We focused on ‘oracle media’ that our audience of C-
Suite business leaders both use and importantly respect.

Media flexed to cover both awareness & inspiration and
education.

» Qutdoor awareness posters in business districts of key
BRI markets, e.g. Hong Kong, Singapore, Sri Lanka

» Sector-specific print in key trade vertical publications,
e.g. infrastructure, technology, transport

* Global/ regional media partners and test scalable
programmatic partners to impact, exposure and
interest amongst C-suites, e.g. Financial Times,
The Economist

» Collaboration with EIU and Quartz delivered indepth
analysis and editorial quality with real-time curation of
compelling content to drive engagement and enhance
stickiness of our BRI hub

* Amplified content via distribution platforms e.g.
Smartology, Flipboard to enhance contextual
relevancy and drive qualitative traffic

» Always on Google Search always captured needs from
the target audience and drove quality traffic to our BRI
hub

» Social presence on the most used platforms amongst
C-suites to build momentum and fuel interest, e.g.
LinkedIn

» (Geo-targeting in key markets where merited and
needed, use of local ‘oracle media’ to supplement the
global/ regional spine




= atpy

STRONG SUPPORT FOR CUSTOMER
RELATIONSHIP ACTIVITIES

As above, interest becomes action and business only when actual conversations with HSBC occur. The
campaign seamlessly pulled through to these activities.

Staff were educated with a toolkit, webinars, fact packs and shareable content.

Events are a key point for conversations. and a suite of tools was developed to enhance our owned and
sponsored events, including stands, and a Virtual Reality BRI experience..

The programme of local HSBC-created webinars and hosted events culminating in the 3 day ‘China
Connections’ event in October, an innovative, interactive event to explore the opportunities and challenges
of BRI'and expanding into China more broadly, whilst also offering support and expert advice:

» /b clients from 15 countries (all regions represented)
* 12 HSBC regional hosts
» Strong media coverage supported by onsite Bloomberg content journalist

» Highly rated by attendees (‘outstanding event that will have lasting impact on my strategic thinking’)

FINAL MEDIA SPLIT

Market Split & Media Mix

U m HEK
12% 109

HEPrint W Direct Display B Programmatic miedia Partmership B Content Distribution W Google PPC W Social

13% 14% T 11% 5% 15%

Google

FT Bloomberg [T E
FI% A% hal ! ﬁ SLe e Flipbcard - Linkeﬂm

TIMEES.

__CHINADAILY | WSJ QUARTZ  Smartology” W

“Content Distribution — is the consofidztion of media platformes that are used for amplifying HSBC
aontent. It's ususlly in 3 native environment or use content 2s the oreative in the banner placements.
“*RON— China, France, Germany, Singapore, UAE, U5, Canada, Malaysia, Indonesia, Mexico, Vietnam
“**Worldwide — all BRI mark=ts induding LK, HE, China, France, Germany, Singapore, BAE, U5, Canada,
Wialzrysss, Indonesia, Mexico, Vietnam

\\

x,

While we cannot reveal actual spend, this highly concentrated audience vvé's_reached globally for less
than USD 2M.

mus RO = Worldwide ="

Sources
All media information provided by the media agency




RESULTS

As a global campaign, results are most meaningful at the global level. We focus on these, and then
performance in 4 example markets.

The campaign has delivered high levels of

impact and engagement globally
(For benchmarking, the target audience was estimated by HSBC as 161,000 business across the top 15
markets)

BRI 2017 PERFORMANCE OVERVIEW

BRI Campaign generated massive
exposure from both Print and
Digital channels amongst global C
suite audiences

690K
Global Print
Circulation

13 Million+

Digital Impressions

C-suite audiences were actively
engaging with HSBC BRI ads,
exceeding industry benchmark for
CTR and social engagement rate

0.60% CTR
6x higher than aggregated display CTR
Benchmark (0.1%)

80K

Global Social Engagements

1.39% Social Engagement Rate
1.5x higher than LinkedIn Benchmark
7% higher than Twitter Benchmark

New BRI China Growth Hub was highly
interacted by the C-suite audiences,
consuming deeper and longer than the
RMB Resources Centre

57K Site Visits
On BRI China Growth Hub
94% site visits are contributed by
paid media

50K Unique Visitors
visiting BRI China Growth Hub
88% of UV are first time visitors

5mins Visit Duration
1min longer than RMB
resources centre

Source: Media Agency analyses; from 15 may 2017, ongoing campaign with results cut-off at 31 October

As a global campaign, results are most meaningful at the global level. We focus on these, and then
performance in 4 example markets.



RESULTS

BRI awareness has risen alongside growing
understanding of BRI business benefits

J Srostia ot businesses ses imuroved acese 1o outbound Chinese Just 3-4 months into the campaign
Tom ot and Fond Itiative” OmpOrcans (survey fieldwork — July/August

% of Total

,,,,,,, - The main BRI related opportunity is access to

I - - Operational opportunities also rank highly —
improved access to existing customers (30%6)
) and improved transportation and logistics
© O . Someteey Ges
= I - - However 149% of businesses don't see any
opportunities — and this is higher amongst
v : I

BRI dividend - a strong financial
services revenue halo

BRI

2017) global awareness has risen to

54% (cf. 41% in 2016).

Understanding was also growing,
ST with 86% of those BRI are able to
mention BRI business opportunities’.

32% of g|Ob8| businesses now use RMB Businesses expect a full spectrum of financial solutions from their bank

for cross-border transactions, a further
29% expecting to do so in the future (cf. for BRI Project suppert
24% and 19% respectively in 2016).

70% of global businesses expect BRI to
have a positive impact on their RMB
usage.

The growing numbers aware of BRI expect
a full range of financial solutions from their
bank, most notably involving RMB
transactions.

in order to support them with their BRI projects

« Trade finance, cross-border cash management

and foreign exchange & risk management followed
by investment and financing are the lead financial
services solutions that businesses expect from
their bank(s) in supporting any BRI engagement




RESULTS

HSBC has an acknowledged leadership
position in RMB, and now BRI

RMB Usage
HSBC is the major financial institution for RMB cross border payments As the largest
outside of China, especially among US$500m+ businesses provider of RMB
transaction services
rimary and Secondary Financial Institution Primary Financial Institution — By business size H H
r;su‘T:lal o Secondany ¥ Hnstitat 'ﬂzoszu 4 outside of China

globally, across all

sizes of companies,

T4 1?___24-._ 255 2% . HSBC iS V\/eH p\aced

I b - I " I 12 - Ly to benefit from the

e H H - I II BRI dividend.
q HSBC scn

o ICBC Biank of China

1
HSBLC ICBC Bank of China 5C

JEEI-LOM WUSSHI-GO0N m s

HSBC's leadership in BRI acknowledged in the inaugural AsiaMoney New Silk Road Finance Awards:

HSBC Tops Asiamoney’s New Silk Road

Finance Awards

HSBC has been named Best Overall International Bank for Belt and Road Initiative (BRI) in the inaugural Asiamoney New

Silk Road Finance Awards

5 Immediate business impact and ROIL, just 6 months
in to a long-term campaign

Globally HSBC's directly BRI-related 2017 revenues show double-digit growth (May — October, year-
on-year), representing a global media ROl also well into double digits.

This is based on internal HSBC data and relates only to incremental revenues (fees, commissions) for directly BRI-related services; related to business booked in
the period plus 10% of the BRI ‘pipeline’ (BRI leads where there is active engagement but at an earlier stage — based on previous levels of conversion, 10% is the
standard factor applied by HSBC for planning purposes). The ROl is based on incremental global revenues thus calculated, divided by global campaign spend for
the same period. NB. It is not meaningful to calculate individual market-level ROls as much of the media spend was global and regional



RESULTS

We have seen good results in line with objectives, both in the Asia Pacific region and
beyond, as witnessed by our 4 example markets.

Strong performance across
a range of markets

KEY MARKET BRI EFFECTIVEMNESS INDICATORS

2016

Global China Hong Kong | Singapore UK
% aware of BRI* - July/ Aug 2017
{2016 in brackets where available) 54{41) 26(85) e2{nfa) 70047} 6E21)
% expect BRI to have a positive
impact on their own RMB usage® - 70 85 84 84 73
Julyf Aug 2017
% for whom HSBC is their primary
financial institution for RMB cross- 23 12 33 27 35
border payments® - July/ Aug 2017,
base only RMB users
Incremental HSBC BRI revenues™** _ ; 3 3 B
- % Increase May-0Oct 2017 vs, May-Oct D“;r';':;t‘:g“ ““;‘r':,':;t‘:g“ ““;::;::9“ D“;r':l:;t‘:‘-‘“ D“;r':,':;t‘:g“

* Source i RMB Intemationalisation Survey 2017, conducted by Mielsen for HSBC, fialdwoark Julyf Suwegust 2017, 2531 interviaws with
businesses with anmeal benover $3050+ and axisting business with andfor in China; a similar survey has been conducted since 2012
buk was substantially revised in 2017 to include additional markets and new questions on BRI so trend data is limited and indicative only.

== This is based on inkemal HSBC data and relates only to incremental revenues (fees, commissions) for directly BRI-relabed services;
related to business booked in the peried plus 10% of the BRI "pipeline’ (BRI leads where there is active engagement but at an earlier
stage - based on pravious levels of conversion, 10% is the standard Factor applied by HSBC for planning purposes), As already indicated,
we can only show directional changes here as all revenue data is embargoed prics to HSBC's 2017 Results Announcermsnt.




WHAT OTHER FACTORS MIGHT
HAVE IMPACTED?

All HSBC BRI engagement, external and internal, was
delivered within “We know the way".

There was no similar global BRI activity by competitors.

\While there has been support from the China
government and news media, In our view:

* The campaign is greatly accelerating business global
awareness and knowledge

» Puts HSBC at the heart of everything BRI, globally

» Delivers immediate benefit/ ROl to HSBC's BRI
revenues, ahead of its natural banking share

* HSBC is now in a better place to reap the long-term
opportunity for BRI growth

* Thisis an ongoing campaign investment that in a
growing BRI market will pay off more every year, both
in BRI revenues and related RMB revenues — and we
are confident is already delivering a positive ROI







