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[bookmark: _Toc112257148]1.0 Introduction 
According to Neher et al. (2016), "It has recently been recognized that ‘to maximize customer satisfaction, companies have long emphasized touchpoints. But doing so can divert attention from the more important issue: the customer’s end-to-end journey. Henceforth, the focus of the assignment is to assess the organization, Vodafone UK to examine how they manage the customer journey and what innovative marketing strategies they have been exploiting to raise brand awareness.
[bookmark: _Toc112257149]1.1 Organization Overview 
Vodafone has the purpose of building a digital society that benefits everyone and contributes to the environment, more or less, to protect the planet. Vodafone thinks that technology and ultrafast connections hold the key to utilizing the full potential of the UK. To enable all to benefit from the advantages of a digital society, we are linking individuals, organizations, and society. Currently, Vodafone provides services to over 18 million customers in the UK. Additionally, 94 million IoT services are provided to consumers, along with 660,000 home broad brand customers, over 400 island-wide storefronts, and 660,000 other customers. Also, the second-largest mobile phone operator in the world, Vodafone Limited is a British corporation that offers telecommunications services. In the UK, Vodafone is the third-largest mobile network operator (www.vodafone.co.uk, 2022b).
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[bookmark: _Toc112257150]2.0 Digitalization
New platforms have altered how enterprise firms behave in existing businesses. The author strongly believes that effective communication is the key factor in altering new platforms which are defined as the process of transmitting information from one person to another in terms of sharing ideas, facts, opinions, thoughts, messages, or emotions with other employees in and out the organization, with the use of the channel to create mutual understanding and confidence (Tkalac, et al., 2012). Thereby, the communication model mostly used by Vodafone which is the transactional model is depicted as follows.
Message / Feedback

Sender / Receiver
Sender/ Receiver



Figure. 2.0.1 –Communication model of Vodafone
Source: Author’s work


Because the communication process of sending the message occurs simultaneously, this interaction model describes communication as a circular model of communication. The transaction model is a two-way process, not a one-way linear communication model like all other communication models. For interpersonal communication, the transactional model is often used. To keep in contact, both message senders and receivers must be engaged at the same time. This is why, in the interaction model, transaction-oriented interaction cannot occur if the person receiving the message is unable to listen to what the sender has said. This interaction model encourages communicators to form relationships, engage in dialogues to form communities, and shape their self-concept.
The total engagement model depicts the relationship between customer engagement and the strategies implemented. Firstly, it was identified that Vodafone uses social media ads to reach customers who haven’t heard about their products or services. Secondly, Vodafone uses its websites or social media accounts to communicate directly with them, considering offering discounts or other specials with the product to help draw in new customers and make them more likely to purchase products. Thirdly, as a brand consideration initiative, Vodafone uses case studies, statistics, and testimonials from satisfied clients in places potential customers can easily find to improve their brand image. Next, to keep in touch, they choose to employ lead-nurturing techniques like follow-up calls. Lastly, they gather customer feedback to continue to improve the product and deliver more value to consumers.
For interpersonal communication, the transactional model is often used. To keep in contact, both message senders and receivers must be engaged at the same time. This is why, in the interaction model, transaction-oriented interaction cannot occur if the person receiving the message is unable to listen to what the sender has said. This interaction model encourages communicators to form relationships, engage in dialogues to form communities, and shape their self-concept. Moreover, integrated marketing communications encourage the integration of these disciplines to create a more powerful and concerted approach. in which is the method of combining marketing communication elements including public relations, social media, audience analytics, business development principles, and advertising into a brand identity that remains consistent across different media platforms (Finne and Gronroos, 2012)
For example, new platforms have altered how enterprise firms behave in existing businesses (Ritter and Pedersen, 2019). These changes also place new demands on a firm's ability. Digitalization and the digitalization of commerce are not new issues of attention, even though they are now very much on professionals' and researchers' minds. The IBM system's automated registration of 26 million US citizens' job information on behalf of the Social Security Act in 1935 was one of the first commercial uses of computer resources.  Similar to this, Dartmouth hosted the first artificial intelligence conference in 1956.
Even though it has long been acknowledged that technological advancements are altering the nature of competition and creating an "innovative market environment" (Bettis & Hitt, 1995), it is possible to argue that the advancement of challenging transformations is evidenced in various phases, which is supported by the increasing academic curiosity about the subject. Since digitization and digitalization are significant phenomena that have an impact on many facets of business-to-business advertising, several studies have been conducted on these topics using a range of study questions, techniques, and theories.
For instance, Industrial Marketing Management has published more than 100 articles about digitization, digitalization, and digital during the previous five years. However, because of conceptual uncertainty and a lack of comprehensive analysis, the path of future study on the subject is unknown. Despite others using the term correctly, Ross (2017) contends that digital and digitized are two very different organizational phenomena, the former relating to the conversion from analog-to-digital statistics that expedites the current process, whereas the latter refers to digital revenue models in the marketplace.
In addition, given the variety of topics and lack of links, the present research activities look scattered and unrelated. Employing a business model viewpoint on the insightful solutions reveals that some research deals with core competencies (digital/digitalization), which occur at various points in a business model, while others deal with optimizing and digitizing capabilities (Ritter, 2014). A business model framework may be used to explore the multiple conceptual frameworks of essential constructs, which can assist in explaining meanings and distinctions.
Likewise, Vodafone is not only digitalized; the company provides digitalization services to its customers with a vast selection. Vodafone has adapted digital technology (such as the cloud, unified communications, and the IoT) that may significantly alter how you do business. And these technologies assist you in expanding your customer base, attracting new clients, keeping current clients satisfied, and maximizing profits from existing clients (www.vodafone.co.uk, 2022). And by providing these strategies, Vodafone has developed a competitive edge within the eco-system of the telecommunication industry.
[bookmark: _Toc112257151]2.1 Innovative Marketing Strategies
Due to advancements in the economy brought about by evolving technology, the theoretical foundation of international commerce was developed in the new century. In reality, the behavior of innovation and technological advancement may be the primary issue in the sector of business models in many countries. Through the examination of macroeconomic factors, early research such as Porter (1990) offered an overview of the connection underlying creativity and globalization. According to evaluation methods and papers focusing on developing, investigations on internal company capabilities and inventive performances have often been taken into consideration for economic assessment (Love and Roper, 2015).
There are several definitions of this idea in the research, and empirical work has noted the significance of innovation. According to Thompson (1956), innovation is "the development, adoption, and use of novel concepts, procedures, goods, or services." According to Linder et al. (2003), innovation is the utilization of a fresh idea to produce value. Recent studies have defined innovation as the development and use of new items, services, and procedures, as well as their improvement, to enhance an industry's competitiveness (Meroño-Cerdán and López-Nicolás, 2017).
The innovative activities are a multi-stage, complicated process (Damanpour, Walker, and Avellaneda, 2019). Innovation is a means of growth, the attainment of high performance, and sustainability in the globalized trade in today's rapidly changing environment, which is caused by the escalation of global rivalry and the appearance of innovations. Creating and commercializing processes, products, and systems integration are necessary for an organization to be a leader in comparison to its rivals since innovation makes organizations stand out from the crowd. The company culture may be considered a component of innovation, which is characterized by the institution's propensity for invention (Briggs, 2011).
Numerous authors have addressed numerous sorts of innovation. Three areas of innovation in outputs, inputs, and operations are the subject of the study. For instance, Chetty and Stangl, (2010) defined the innovation domains as brand-new product or service creation, new techniques of product creation, industry analysis, the primary method of supply investigation, and dynamic managerial form development. Four aspects of the product or service, methods of production or services, taking risks in executive plans, and investigating novel and uncommon solutions were all mentioned by Miller and Friesen in 1983. Three aspects of organizational innovation were identified by Cabagnols and Le Bas (2002) innovations in the market, strategies, and technological know-how.
However, more authors tend to focus on three types of innovation in new corporate systems, processes, or products (Nybakk, Crespell, and Hansen, 2011). As a result, innovation is described as an organization's readiness and capacity to adapt to and produce novel forms of a commodity, resource, procedure, or business system (Birkinshaw, Hamel, and Mol, 2008). Innovation may be classified into a variety of categories, such as product, process, marketing, and non-technological affairs organizations (Kanagal, 2015). In the realm of originality, it is impossible to merge the two ideas of innovation and marketing, and many scholars view this as a bottleneck (Weizhen, 2009).
The two ideas were initially brought together by Peter Drucker (Wirtz, Mathieu, and Schilke, 2007). By connecting innovation with marketing, a sustained competitive advantage may be attained. The link between marketing and innovation can be described as a bilateral interaction and effectiveness (Rodil, Vence, and Sánchez, 2016). The marketing methods would be the subject of several studies, and certain marketing components were well understood. When it comes to product strategy, businesses frequently choose standard levels. This approach helps them maintain their competitive edge, which is what generates scale savings, lowers operational costs, and strengthens their market position in export markets (Vrontis, Thrassou, and Lamprianou, 2009). Additionally, businesses with more resources and capability frequently hire individuals who use competitive pricing under market selling conditions and use pricing-compatible techniques (Myers, Tamer Cavusgil, and Diamantopoulos, 2002).
The foundation of a company's success is its brand. Branding is the process of creating a perception about your company in the mind of customers. Brand equity is the amount of sway a brand name has in the minds of consumers, as well as the importance of having an identifiable and quite well brand (Berry, 2000). Organizations build brand equity by providing positive experiences that entice customers to choose them over competitors who sell similar products. Brand equity is typically achieved through the development of awareness through advertisements that communicate the values of the target consumer, the instantaneous gratification of pledges and qualifications when consumers use the product, and loyalty and preservation efforts. It is a means of standing out from the competitors, showcasing your strengths, and arguing why you are the superior option. Your brand is created to be an accurate reflection of your company's identity and desired public perception. Here are five novel strategies to raise brand awareness (Huang and Sarigöllü, 2014). The main advantages of the brand equity of model are customer recognition, creation of customer loyalty, and credibility, as well as the main disadvantages, are high cost, limited flexibility as well as limited perception. 
Keller’s brand equity model demonstrates how business owners can build from a firm foundation of brand image to the cornerstone of brand equity (Kuhn, et al., 2008). The first step in creating a strong brand is to ensure that the brand identity is correct; To achieve this, brand salience, which represents aspects of brand awareness as well as the range of purchase and consumption situations must exist. Secondly, establishing brand by linking tangible and intangible brand associations of Vodafone in terms of brand performance. Thirdly, opinions and evaluations of the brand from target customers should be collected monthly. These judgments include overall quality, credibility, consideration, and superiority. Brand relationships are also the pyramid's final step, where the brand response is converted through an intense, active loyalty relationship between customers and the brand. The pinnacle of the pyramid is resonance, which refers to the nature of customer relations.
Here are five novel strategies to raise brand awareness (Huang and Sarigöllü, 2014).
[bookmark: _Toc112257153]2.2.1 Use of famous figures as ambassadors
An excellent method to raise brand recognition and maybe boost sales is by involving influencers in your marketing and encouraging them to join your industry. Whenever celebrity endorsements discuss your brand and talk about your brand in their material, their recommendations will broaden your crowd and raise people’s perceptions of your item since they have an established following that recognizes and respects them. Additionally, businesses may offer to support influencers at an event or employ them as figureheads for their merchandise and brand (Putri Utami, Setyowati, and Mandasari, 2020). For instance, Serena Williams served as the ambassador for the newly announced Nike campaign. She has subsequently turned into a walking advertisement for the business and is such an inspiration to athletes all around the world. By utilizing an ambassador, you may build a connection with your core demographic that is more difficult to achieve through company-only efforts (Nelson and Deborah, 2017).
Similarly, Vodafone also announced Jack Draper, Alfie Hewett, and Gordon Reid as new tennis ambassadors. This will feature the Play Your Way to Wimbledon, powered by Vodafone, a revamped and enlarged individual mass participation tournament, which will introduce disability categories the following year. Play Your Way to Wimbledon, formerly known as the Road to Wimbledon, is run in collaboration by the LTA, the All-England Lawn Tennis & Croquet Club, and Vodafone. This year, there will be over 15,000 opportunities to play in regional qualifiers and national finals, which will be held at Wimbledon's Aorangi Courts. By implementing these strategies, Vodafone will undoubtedly be able to bring its brand to the hearts of its customers, particularly these publicly beloved individuals who will be promoting the brand to a much larger audience at a glance (Lu, 2022).
[bookmark: _Toc112175155][bookmark: _Toc112257160]Figure 1 Jack Draper, Alfie Hewett, and Gordon Reid as new tennis ambassadors
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[bookmark: _Toc112257154]2.2.2 Social Media
Social media is expanding, evolving, and adapting all the time. To increase brand exposure, it's critical for your business to remain up to date on social media trends. To communicate with customers and advertise new items, it is crucial to have a consistent brand on social media (Li, Larimo, and Leonidou, 2020).
Instagram is a powerful social media site. According to the adage ", a picture is worth a thousand words," Instagram allows you to spread your narrative through the photographs and text you choose to share. It's a fantastic tool for family and friends to stay in touch, and it works just as well for businesses to connect with their target audience (Assimakopoulos et al., 2017).  Facebook, another popular social media network, can build a community and raise brand exposure. Facebook enables businesses to share their products, reviews, and images with the public directly. Facebook can be utilized in a different way to reach and interact with your audience than Instagram and is more thorough and comprehensive (Saravanakumar and Suganthalakshmi, 2012).
Another significant social media channel is Twitter, which is excellent for building brand recognition since it enables you to share news and engage with people who are already talking about your company. Businesses frequently use comedy to market themselves, and Twitter is supposed to be clever. Consider Wendy's as an example. Their astute use of Twitter has significantly raised brand awareness for them and nearly completely transformed their image (Leung, Bai, and Stahura, 2013).
Likewise, Vodafone has exploited the strategy of social media marketing. Vodafone introduces "Digital Marketing Boost," a new product that gives SoHo business customers £200 per to use for social media advertising to help them attract new clients. Additionally, customers may gain access to the business (Shields, 2013). The connected program, one-on-one business consults with a V-Hub digital adviser, and the website for V-Hub digital business assistance. Additionally, a special 50% discount on a "We Work All Access" membership is included with Digital Marketing Boost (Press Office, 2022). 
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Corporate social responsibility (CSR) aims to restore a company's reputation when activist organizations call attention to the social and environmental harm it does. Positive CSR may provide you with a much-needed reputational lift if Greenpeace campaigns against your firm, bringing financial value (Creel, 2012). A growing number of businesses appear to have avoided major public backlash with little or no damage. Apple has encountered several problems over the years, such as systemic worker abuse at its supplier Foxconn which resulted in numerous suicides and child labor in its raw material supply chains. And yet, the business has the largest market value of any business worldwide. Amazon and Walmart have fought it out for supremacy in the retail industry, paying their employees so inadequately that many rely on welfare payments to live (Mattera, Baena, and Cerviño, 2012).
Similarly, Vodafone aided around 12 million people in the UK who lack the requisite digital skills to fully utilize our modern and interconnected environment, and about 1.5 million homes lack both smartphone and landline internet connections. Because of this digital isolation, hunger is made worse, and individuals continue to fall behind. We thus started our Everyone. Connected project with the audacious goal of connecting a thousand technologically excluded individuals by the end of 2022 in response to this significant problem. I'm happy to say that we're close to attaining that goal. Over than 350,000 individuals in need have been served by the initiative thus far. The fact that Everyone. Connected was recently shortlisted for the Mobile Industry Awards 2022's "CSR Campaign of the Year" award is also encouraging (Lyons, 2022). 
But Vodafone also understands that many individuals are having trouble paying their bills as they try to deal with the pandemic's economic consequences and the present problem in living expenses. We've updated our Vodafone Basics line with cheaper prices, and previously this year, our youth brand VOXI introduced VOXI For Now, a minimal limitless 5G data, calls, and texts plan for individuals on assistance. And this behavior in a brand certainly creates brand awareness to the target audience without hassle (Lyons, 2022). Moreover, mapping the customer journey requires the same attention as brand awareness. 
[bookmark: _Toc112257156]3.0 Significance of evaluating Customer Journey 
By arguing that customers want enjoyable experiences rather than things back in 1955, Abbott may be credited as one of the early creators of the idea of customer experience. The primary objective of the customer is not the service or item itself, but instead the knowledge, or outcome, of using the commodity, based on the writer of this paper, who contend that his study lacked any specific recommendations for companies on how to implement this element into their business strategy model to use it against rivals (Pantouvakis and Gerou, 2022).
Over than thirty years ago, when the term "Customer Experience" first entered the scientific lexicon, it appeared in two distinct areas of study: behavioral economics, where it was investigated in the setting of conceptual components of consumption, and service delivery, where it was defined as the consumer expectation of a service encounter [20]. This basic division, which existed from the beginning of the study topic's creation onward, caused a divide among professionals and theories as well as the two distinct orientations of immersive advertising and service design (Tueanrat, Papagiannidis, and Alamanos, 2021).
Therefore, even though marketers, service design theorists, and practitioners have been talking about the concept of customer experience since the 1990s, recent researchers continue to point out that the subject is fragmented, the above research is commonly done in isolation, and that it frequently is not treated as a humanistic and several co-construct. Nevertheless, a lot of academics have worked to narrow and refocus this dispersed area to clearly defined roles and settings, and we would say that they have mostly been successful. Becker combines the efforts made by Meyer and Schwager, Verhoef et al., Becker, De Keyser, and others to formulate a comprehensive definition of customer experience, its context, and its constraints as follows: "Customer Experience is a client's reaction to stimuli (Li et al., 2020).
The stimulation is produced by direct contacts with a (set of) market actors (buy, call, website visit) or indirect interactions (word of mouth, review). Customers seek to receive the goods, but also to derive value from using them, as defined by Abbot in 1955. Therefore, rather than seeing customer experience via the prism of customer journeys, we should instead focus on the core objectives that consumers want to accomplish.
To do this, the idea of Consumer Journeys a broad notion of Customer Journeys was presented. Consumer Journeys can include various Client Journeys, each of which has a distinct clear goal, such as picking up painkillers at the pharmacy or locating a property through a real estate agency. Buyer Journeys are initiated by far more conceptual, desired levels, such as improving one's health or finding a better home for the family. Recent research has addressed this number of co aspects of the client experience, but there is still disagreement regarding the precise interactions between consumer and customer journeys, whether touchpoints are a subset of both consumer and customer journeys, and the effects of other non-firm actors (such as friends, family, and others) on the journey (Hosseinzadeh, Esmaili and Soltani, 2022).
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[bookmark: _Toc112257157]3.1 Vodafone’s Customer Journey
	Stage
	Awareness
	Consideration
	Decision
	Delivery and Use
	Loyalty and Advocacy

	Customer Activities
	Head from a friend, Online and offline ad 
	Comparison with the competitor products 
	Add to cart and make the purchase decision
	Receive and pickup, Customer service contact, Product use 
	Reorder, Share experience 

	Customer Goals
	Currently no goals 
	Find the best solution 
	Browse for the products and services and order effortlessly 
	Receive and pick up effortlessly Support services, and refund requests.
	Share feedback 

	Touchpoints
	Word of Mouth (WOM), Traditional media, social media 
	WOM, Website, social media 
	Website, app, Email confirmation
	Logistics, Customer service hotline (phone, email, chat)
	WOM, social media

	
Customer Experience
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The customer has not decided and is neutral.  





[image: ]

	
The customer has not decided and is neutral.  
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Customer is excited
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Successful payment and order received 
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Satisfied with the products and feedback shared 
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	Business Goal 
	Increase Awareness and interest 
	Increase website visitors 
	Increase online sales 
	Deliver on time, increase customer satisfaction, minimize the waiting time, improve the products further  
	Turn the customer into advocates, Turn the detracted into a promoter. 

	KPI
	The number of people reached 
	New website visitors
	Online sales conversion rates. Shopping cart value.
	Online delivery, NPS rates, product reviews
	Customer satisfaction 

	Organization Activity 
	Create marketing projects both online and offline
	Create marketing projects both online and offline
	Optimize the online shopping experience, Optimize online funnel order handling. 
	Packing and delivery, Organizing customer service, R&D
	Manage feedback on social media, and establish a voice of the customer (VOC) to provide solutions to the feedback. 

	Responsibility 
	Marketing and communication 
	Marketing and communication
	Online development, Online Customer service agents, Wearhouse logistics 
	Wearhouse logistics, Customer service, R&D
	VOC and quality assurance development  




As per the above customer journey map, it is to say that a comprehensive map can lead the customer to satisfaction and the organization can achieve a sustainable competitive advantage by undemanding and delivering the services and products to the expected level. Henceforth, we can agree with Neher et al. (2016) statement. And Vodaphone is certainly concerned with the customer journey, as a result, the feedback from the customer during the past years has had a significant positive impact.


[bookmark: _Toc112175157][bookmark: _Toc112257162]Figure 3 From 2019 to 2021, the aggregate overall customer scores of Vodafone mobile consumers in the UK
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The above figure interprets that throughout 2019 and 2021, the general satisfaction of Vodafone mobile subscribers in the UK with the network operator remained mostly unchanged. Ninety percent of those surveyed indicated satisfaction with the service in 2021. This is the same percentage as in 2020, but more respondents reported being pleased than there were who said they were extremely satisfied (Statista Research Department, 2022).
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