
NAME: Suzamara Marchese Pereira  

ID Number: 2333414 

Lecturer: Laila Maazouz 

Strategic Managemnt for business  

 

  



 2 

Table of Contents 

Introduction ........................................................................................................ 3 

Company Overview Vodafone Group Plc ............................................................... 4 

Evaluation of Current Market Situation ................................................................. 5 

SWOT Analysis ........................................................................................................... 5 

PESTEL Analysis ......................................................................................................... 6 

Porter’s Five Forces  Analysis ...................................................................................... 7 

Anso< Matrix Analysis ................................................................................................ 9 

Strategy Evaluation (SFA Framework) ......................................................................... 10 

Stakeholder Analysis ................................................................................................ 11 

Implementation and Monitoring ................................................................................ 12 
Conclusion ................................................................................................................................ 14 
References ................................................................................................................................ 15 

 

 
  



 3 

Introduction  
 

The telecommunications industry is undergoing a period of significant structural change, 
driven by rapid technological advancement, intensifying competitive rivalry, tightening 
regulatory oversight and shifting consumer expectations around connectivity, value and 
digital experience. Within this context, established mobile network operators face a strategic 
imperative: to move beyond commoditised connectivity services and identify sustainable 
sources of competitive advantage. (Dodourova, 2003) This report undertakes a strategic 
analysis of Vodafone UK, one of the country’s leading telecommunications providers, with 
the aim of evaluating its current market position and recommending an appropriate growth 
strategy for the medium term. The analysis is structured around a sequence of recognised 
strategic management frameworks, each contributing a distinct layer of insight. The internal 
and external operating environment is first assessed through SWOT and PESTEL analyses, 
before Porter’s Five Forces is applied to examine the competitive structure of the UK 
telecommunications market in greater depth. Building on these findings, the Ansoff Matrix is 
used to identify and compare viable strategic growth options, and the most suitable option is 
then rigorously tested against the SFA framework (Suitability, Feasibility, Acceptability). 
Mendelow’s Stakeholder Matrix is subsequently applied to assess how key stakeholder 
groups should be managed throughout execution, and a practical implementation and 
monitoring plan is proposed to translate strategic recommendation into operational action. 
By combining established theory with current, evidence-based analysis of Vodafone UK, this 
report aims to demonstrate not only what Vodafone should do, but why, and how that 
recommendation can be delivered and measured in practice. (Johnson, Scholes and 
Whittington, 2017) 
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Company Overview Vodafone Group Plc 
 

Vodafone Group Plc is a British multinational telecommunications company headquartered in 
Newbury, Berkshire, England. Established on 17 September 1984, the company began as a 
subsidiary of Racal Electronics, a British technology company. The mobile 
telecommunications business was developed under the leadership of Sir Ernest Harrison, 
Chairman of Racal, and Gerry Whent, who is widely recognised as the driving force behind 
Vodafone’s creation (Davison, 2024). In 1991, Vodafone separated from Racal and became 
an independent Public Limited Company (PLC), with its shares listed on the London Stock 
Exchange. Unlike privately owned businesses, Vodafone does not have a single owner. 
Instead, it is owned by thousands of institutional and individual shareholders, while its 
strategic direction is governed by a Board of Directors. The company’s name combines the 
words “Voice”, “Data” and “Telephone”, reflecting its original ambition to revolutionise mobile 
communications. Over the last four decades, Vodafone has evolved from a mobile network 
operator into one of the world’s leading telecommunications companies. Today, it provides 
mobile and fixed connectivity, broadband, fibre services, Internet of Things (IoT), cloud 
solutions, cybersecurity and digital services for both individual consumers and business 
customers. The company operates across Europe and Africa, serving millions of customers 
through wholly owned operations and strategic partnerships. Since 2023, Vodafone has 
been led by Chief Executive Officer Margherita Della Valle, whose leadership has focused 
on simplifying operations, improving financial performance and accelerating digital 
transformation. One of the most significant milestones in the company’s recent history was 
the completion of the Vodafone–Three UK merger in 2025, creating VodafoneThree, the 
UK’s largest mobile network operator by customer base. The merger enables substantial 
investment in next-generation infrastructure, including a planned £11 billion investment in 5G 
over the coming years. (Lu ,2025) Vodafone’s original objective was to make mobile 
communication more accessible and reliable. However, as technology and customer 
expectations have evolved, the company’s strategic purpose has expanded considerably. 
Today, Vodafone seeks to become a global leader in digital connectivity by leveraging 
artificial intelligence (AI), 5G, cloud computing and Internet of Things (IoT) technologies to 
enhance customer experience, improve operational efficiency, drive innovation and achieve 
sustainable long-term growth. Alongside its commercial objectives, the company is 
committed to environmental sustainability, digital inclusion and creating long-term value for 
customers, shareholders and society. 
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Evaluation of Current Market Situation  
 

 

SWOT Analysis  

 

The SWOT analysis highlights Vodafone’s strong competitive position while identifying the 
key internal and external factors influencing its future growth. One of the company’s greatest 
strengths is its internationally recognised brand, supported by operations across Europe and 
Africa and significant investments in 5G infrastructure, artificial intelligence (AI) and cloud 
technologies. These capabilities enable Vodafone to deliver innovative digital services and 
strengthen its competitive position in both consumer and enterprise markets. In addition, 
strategic partnerships with Microsoft and Google Cloud further enhance the company’s 
technological capabilities and support its long-term digital transformation. (Page ,2026) 
Despite these advantages, Vodafone faces several internal challenges. The company 
operates in a capital-intensive industry, requiring continuous investment in network 
infrastructure and technological innovation. Furthermore, the integration of Vodafone and 
Three UK represents a complex organisational process that may create operational and 
cultural challenges before the expected synergies are fully realised. From an external 
perspective, Vodafone has significant opportunities to expand AI-driven services, increase 
the adoption of IoT and 5G solutions, and develop new digital services through the 
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VodafoneThree integration. Growing demand for digital connectivity among consumers and 
businesses also creates favourable conditions for long-term growth. (Vodafone ,2023) 
However, Vodafone continues to operate in a highly competitive market. Strong competition 
from EE (BT Group) and Virgin Media O2 limits pricing flexibility and increases pressure to 
continuously improve service quality and customer experience. Additionally, cybersecurity 
risks, regulatory changes and economic uncertainty remain significant threats that require 
ongoing strategic management. Overall, the SWOT analysis suggests that Vodafone is well 
positioned to achieve sustainable growth, provided it successfully leverages its technological 
strengths while effectively managing competitive and operational challenges. 

 

PESTEL Analysis 

 

A PESTEL analysis of Vodafone UK reveals that the company operates in a highly regulated 
yet supportive environment, (Vodafone Group Plc,2025) where government telecoms 
policies, Ofcom oversight and public investment in digital infrastructure drive network 
expansion while shaping pricing and strategic decisions. At the economic level, inflation, 
energy costs and interest rates increase operational and capital expenses, but persistent 
demand for mobile, broadband and data services help sustain revenue resilience. Social 
trends such as remote work, online education, streaming and the growing expectation of 
affordable, reliable and ethically delivered connectivity across all age groups expand 
Vodafone’s potential customer base and make customer experience a central driver of brand 
loyalty. Technological developments in 5G, artificial intelligence, IoT and cloud computing 
create opportunities for innovative services and greater efficiency, although they require 
continuous investment in infrastructure, spectrum and cybersecurity to maintain competitive 
advantage. Environmental pressures and climate regulation push Vodafone to reduce 
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emissions and energy consumption, leading to investment in renewable energy, 
energy-efficient networks and broader sustainability initiatives that strengthen both 
performance and reputation. Finally, the legal framework covering Ofcom rules, UK GDPR, 
the Data Protection Act, consumer protection law and competition law, including merger 
conditions imposes strict compliance obligations but also underpins fair competition and high 
standards of service quality, shaping Vodafone UK’s long-term strategic behaviour in the 
market. 

 

Porter’s Five Forces Analysis  

 

Porter’s Five Forces analysis in Figure X provides a structured view of the competitive 
environment facing Vodafone UK following its merger with Three UK. The diagram highlights 
that competitive rivalry is the dominant force shaping the company’s strategic options, as 
Vodafone competes directly with EE (BT Group), Virgin Media O2 and other providers in a 
mature market. Rivalry is classified as very high because operators continuously invest in 
5G and AI, upgrade network performance, and use price promotions, bundled offers and 
customer experience initiatives to attract and retain subscribers. (Brown ,2025) In this 
context, VodafoneThree must sustain heavy capital expenditure while simultaneously 
defending market share and margins, which places significant pressure on profitability. The 
diagram also shows that buyer power is high in the UK telecommunications sector. 
Customers have many alternative providers, benefit from low switching costs, and can easily 
compare tariffs, coverage and service quality. Mobile number portability and online 
comparison tools further strengthen their bargaining position. As a result, Vodafone cannot 
rely solely on brand recognition; it must offer competitive pricing, transparent contracts and 
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superior digital services to maintain customer loyalty, reinforcing the importance of customer 
experience as a central pillar of its post-merger strategy. 

By contrast, the threat of new entrants is assessed as low. High capital investment 
requirements, Ofcom licensing and spectrum regulation, strong economies of scale and 
established brand loyalty create substantial barriers to entry. New players would need 
considerable financial resources to build nationwide networks and meet regulatory 
obligations before competing effectively, giving Vodafone some protection from disruptive 
entrants even as rivalry among existing competitors remains intense. Supplier power and the 
threat of substitutes are both classified as moderate. Vodafone depends on a limited number 
of network equipment suppliers, such as Nokia and Ericsson, and on technology partners for 
hardware, software and cloud services. Long-term contracts and Vodafone’s importance as 
a major customer help prevent supplier power from becoming excessive. At the same time, 
substitutes such as Wi-Fi, fixed broadband and app-based communication services 
(WhatsApp, Teams, Zoom) offer alternative ways for customers to communicate and access 
data, which can reduce traditional voice and SMS usage and intensify price sensitivity. 
Overall, the analysis shows that Vodafone UK’s strategic environment is shaped by strong 
rivalry and empowered customers, moderated by high entry barriers and manageable 
supplier and substitution pressures. This suggests that future growth should focus less on 
defending its current position and more on leveraging 5G, AI and converged digital services 
to differentiate its offerings and deepen customer relationships. 
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Anso8 Matrix Analysis  
The Ansoff Matrix provides a useful framework for evaluating Vodafone UK’s strategic 
growth options, mapping potential strategies according to whether they involve existing or 
new products/services and existing or new markets. (Albato,2025) Market Penetration 
(existing products, existing market) involves increasing Vodafone’s share of the current UK 
mobile and broadband market by leveraging the VodafoneThree merger to achieve greater 
network scale, cost efficiency and more competitive pricing. While this strategy strengthens 
Vodafone’s defensive position, its growth potential is limited, since Porter’s Five Forces 
analysis identified competitive rivalry in this segment as very high, with EE (BT Group) and 
Virgin Media O2 competing intensely on price and service quality. Product Development 
(new products, existing market) involves introducing new digital services such as AI-driven 
solutions, IoT platforms, cloud integration and cybersecurity offerings to Vodafone’s existing 
UK customer base, particularly enterprise clients. This strategy builds directly on the 
strengths identified in the SWOT analysis, including Vodafone’s strategic partnerships with 
Microsoft and Google Cloud and its sustained investment in 5G and artificial intelligence. It 
also responds to the technological and social opportunities highlighted in the PESTEL 
analysis, where demand for automation, connectivity and digital transformation among UK 
businesses continues to grow. This option is identified as the most suitable and is therefore 
recommended as Vodafone’s primary growth strategy. Market Development (existing 
products, new markets) involves extending Vodafone’s current connectivity and network 
infrastructure into new customer segments or industry verticals not yet fully served, such as 
logistics, healthcare or manufacturing. Although this offers meaningful long-term potential, 
given the growing digital transformation needs identified across UK industries, it carries 
higher execution risk and requires deeper sector-specific expertise, making it more 
appropriate as a secondary, longer-term growth avenue. Diversification (new products, new 
markets) would involve Vodafone entering entirely unrelated markets with new offerings. 
Given the absence of clear evidence, resources or strategic rationale supporting such a 
move within the current analysis, this option is not considered appropriate for Vodafone UK 
at this stage and carries a significantly higher risk profile than the alternatives. Overall, the 
Ansoff Matrix confirms that Product Development represents the most suitable growth 
strategy for Vodafone UK. It capitalises on the company’s existing technological strengths 
and strategic partnerships, addresses a proven and growing market need for digital 
transformation services, and reduces reliance on a saturated, price-competitive consumer 
mobile market where profitability is increasingly constrained by intense rivalry and high buyer 
power. Viewed through Porter’s Generic Strategies (Porter, 1980), the recommended 
Product Development strategy aligns with a differentiation approach rather than cost 
leadership. In a market where competitive rivalry and buyer power are high, competing 
primarily on price would erode margins; instead, Vodafone can differentiate through 
proprietary AI, IoT and cloud-enabled enterprise services that are difficult for rivals to 
replicate, (Arasa and Gathinji,2026) supported by its strategic partnerships with Microsoft 
and Google Cloud and its sustained investment in 5G infrastructure. This differentiation 
focus is consistent with Vodafone’s stated values of innovation, trust and digital inclusion, 
and reinforces why Product Development, rather than deeper price-based market 
penetration, represents the most defensible route to sustainable growth. For example, 
prioritising enterprise digital contracts over consumer price competition would help protect 
margins during the 5G investment period. 
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Strategy Evaluation (SFA Framework) 
The proposed Product Development strategy expanding Vodafone UK’s AI-driven and IoT-
based digital services for enterprise customers is evaluated below using the Suitability, 
Feasibility and Acceptability (SFA) framework (Johnson, Scholes and Whittington, 2017), 
in order to critically determine whether it represents the most appropriate strategic direction 
for the business. 

In terms of suitability, the strategy aligns closely with the findings of the preceding analyses. 
It builds directly on the strengths identified in the SWOT analysis, notably Vodafone’s 
investment in 5G infrastructure and its strategic partnerships with Microsoft and Google 
Cloud, while also responding to the growing demand for digital transformation and 
automation identified in the PESTEL analysis. Crucially, it allows Vodafone to compete on 
differentiation rather than price, which is essential given that Porter’s Five Forces analysis 
identified competitive rivalry and buyer power in the UK telecommunications market as very 
high and high respectively (Porter, 1980). On this basis, the strategy is judged highly 
suitable. 

Regarding feasibility, Vodafone possesses considerable financial and technological 
resources to support implementation, and the completed merger with Three UK strengthens 
its network scale and customer base, providing a stronger platform from which to fund new 
service development. ( Opensignal, 2025) However, feasibility should not be overstated. The 
same merger that provides these resources also introduces genuine operational risk: 
integrating two previously separate organisations is a complex process, and the SWOT 
analysis explicitly identified this integration as an internal weakness. Management attention 
and investment directed toward merger integration may, at least in the short term, compete 
with the resources needed to accelerate new digital service development, meaning feasibility 
is strong but not without a credible degree of execution risk. 

On acceptability, stakeholder reactions are unlikely to be uniformly positive. Shareholders 
and business customers are expected to respond favourably, given the potential for stronger 
margins and differentiated services in a market where consumer pricing is under constant 
pressure. However, price-sensitive residential customers identified in Porter’s Five Forces as 
holding high bargaining power may see limited direct benefit from an enterprise-focused 
strategy, and could question whether investment is being prioritised away from core 
consumer value. Similarly, employees may face disruption as roles shift toward digital 
service delivery, requiring reskilling rather than simply presenting an unambiguous 
opportunity. Regulators such as Ofcom are likely to view the strategy favourably overall, 
provided Vodafone continues to meet its obligations under UK GDPR and competition law 
following the Three UK merger conditions. 

Overall, the SFA evaluation supports Product Development as an appropriate strategic 
direction for Vodafone UK, but one that carries manageable rather than negligible risk. The 
strategy is well suited to the competitive and technological environment identified throughout 
this report, and is broadly, though not universally, acceptable to key stakeholders reinforcing 
the need for careful implementation and monitoring, addressed in the following section. 
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Stakeholder Analysis 
 

The successful implementation of Vodafone UK’s proposed Product Development strategy 
depends on effective engagement with its key stakeholders. Stakeholder analysis helps 
identify the groups that can influence or are affected by the strategy, enabling Vodafone to 
prioritise communication, manage expectations and minimise resistance during 
implementation. Mendelow’s Matrix (Mendelow, 1991)and (Eriksen -Coats ,2028) provides 
a useful framework for assessing stakeholders according to their level of power and 
interest.(Tractivity ,n.d) 

High Power – High Interest (Manage Closely) 

Shareholders and Ofcom fall within this category. Shareholders expect sustainable revenue 
growth, improved profitability and long-term value creation from the Product Development 
strategy. Ofcom plays a critical regulatory role in ensuring compliance with UK 
telecommunications legislation and the conditions attached to the VodafoneThree merger. 
Maintaining close collaboration and transparent reporting with these stakeholders is vital to 
the success of the proposed strategy. 

High Power – Low Interest (Keep Satisfied) 

Technology partners such as Microsoft and Google Cloud, along with network equipment 
suppliers such as Nokia and Ericsson, fall into this category. These organisations hold 
considerable power, as Vodafone depends on their platforms and infrastructure to deliver AI-
driven services, cloud solutions and network performance. However, their interest is primarily 
commercial rather than strategic, since they serve many clients beyond Vodafone. These 
relationships should be maintained through long-term contracts and continued collaboration 
to secure reliable access to critical technology. 

Low Power – High Interest (Keep Informed) 

Employees and customers are highly interested in the success of the strategy because it 
directly affects the services they receive and the way they work. Employees will require 
training and reskilling as Vodafone expands its AI and digital capabilities, while customers 
expect improved service quality, innovation and personalised digital experiences. 
Transparent communication and continuous engagement will help build trust and encourage 
successful adoption of new services. 

Low Power – Low Interest (Monitor) 

The wider public and smaller peripheral suppliers have relatively limited influence over 
Vodafone’s strategic decisions. Although they require less intensive engagement, Vodafone 
should continue monitoring stakeholder expectations and maintaining responsible business 
practices to protect its corporate reputation and sustainability objectives. 
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Implementation and Monitoring 
The successful implementation of Vodafone UK’s proposed Product Development strategy 
requires a structured approach supported by effective project management, technological 
investment and continuous performance monitoring (Kotter, 1996). The implementation 
should be carried out in three phases to minimise operational risk while maximising 
customer adoption and business value. 

The first phase should focus on planning and infrastructure development. Vodafone should 
strengthen collaboration with strategic partners, including Microsoft and Google Cloud, to 
accelerate the development of AI-driven services, cloud solutions and IoT capabilities. At the 
same time, investment should continue in 5G infrastructure, cybersecurity and digital 
platforms to ensure the network can support growing demand for advanced digital services. 
(Shafin et al.,2020) Employee training programmes should also be introduced during this 
phase, directly addressing the reskilling needs identified in the Stakeholder Analysis. 

The second phase should involve launching and integrating the new digital services into 
Vodafone’s existing product portfolio. Enterprise customers should be prioritised first, as they 
represent the greatest opportunity for revenue growth, before Vodafone considers extending 
into new industry verticals such as logistics and manufacturing, consistent with the Market 
Development option identified in the Ansoff Matrix analysis. Vodafone should closely monitor 
customer feedback and system performance throughout this stage, adjusting the rollout 
based on user experience and market demand. 
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The final phase should focus on evaluation and continuous improvement, with performance 
data reviewed regularly to identify opportunities for service enhancement and future 
innovation, ensuring lessons learned strengthen Vodafone’s long-term competitive position. 

To evaluate success, Vodafone should monitor a focused set of Key Performance Indicators 
(KPIs): 

• Revenue from AI and digital services the clearest measure of whether Product 
Development is delivering financial value 

• Enterprise customer growth tracks adoption among the priority customer segment 

• Customer Satisfaction Score (CSAT) and Customer Retention Rate 

• Employee Digital Skills Completion Rate 

• Network Reliability and Service Availability 

Regular quarterly reviews will enable Vodafone to identify challenges early, respond to 
changing market conditions, and ensure the Product Development strategy continues to 
deliver sustainable value for customers, shareholders and the wider business. 
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Conclusion  
 

This report evaluated Vodafone UK’s current strategic position using a range of established 
frameworks, including SWOT, PESTEL, Porter’s Five Forces, the Ansoff Matrix, the SFA 
framework and Mendelow’s Stakeholder Matrix. Collectively, these analyses show that 
Vodafone operates in a highly competitive, technologically driven market, where sustained 
success depends on innovation, regulatory compliance and the ability to differentiate beyond 
price. Based on this evidence, Product Development was identified as the most appropriate 
growth strategy, leveraging Vodafone’s investment in 5G, AI and cloud infrastructure, and its 
partnerships with Microsoft and Google Cloud, to expand digital services for enterprise 
customers. The SFA evaluation confirmed the strategy as suitable, feasible and broadly 
acceptable to stakeholders, while the proposed implementation plan and KPIs provide a 
structured basis for execution and monitoring. Ultimately, the strategy’s success will depend 
less on the strength of the analysis than on Vodafone’s ability to execute it consistently, 
manage integration risk following the Three UK merger, and remain responsive to a fast-
changing digital market. 
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