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[bookmark: _Toc120367376]Executive Summary
The main purpose of this report is to evaluate Vodafone's current marketing strategy and suggest how to improve this strategy, so as to provide reference for its future development in the marketing field. This report selects several large markets to evaluate the effectiveness of Vodafone's marketing strategy, namely New Zealand, England and Australia. This report found that in New Zealand, Vodafone's marketing strategy has boosted brand image and retained customers. In the UK, Vodafone's marketing strategy has maintained its competitive advantage in the market. In Australia, Vodafone's marketing strategy has improved marketing efficiency and increased return on investment. However, wherever Vodafone is in the market, it faces stiff competition and the market is saturated. The shortcoming of Vodafone's marketing strategy is that it does not have lasting competitive advantage. In order to ensure that Vodafone has a dominant position in the market, this report makes some recommendations for its marketing strategy.





[bookmark: _Toc120367377]1. Introduction
Formerly known as Racal Telecom Limited, Vodafone was founded in 1984 and belonged to Racal Electronics Plc. In 1991, Vodafone became an independent company and was officially renamed Vodafone Group Plc. Today, Vodafone is a leading global telecommunications company with operations in dozens of countries (Vodafone, 2022c). Appropriate marketing strategies can help companies overcome environmental pressure and obstacles, significantly improve organizational performance, and enhance their competitive advantages in the market. The telecom industry is characterized by a high degree of competition, which requires enterprises to adopt reasonable marketing strategies from the perspective of market participants in order to improve customer demand response ability. The main purpose of this report is to evaluate Vodafone's current marketing strategy and suggest how to improve this strategy, so as to provide reference for its future development in the marketing field. Since Vodafone's business is distributed in dozens of countries, the macro environment of each country is different and the impact on its marketing strategy is not consistent. This report selects several large markets to evaluate the effectiveness of Vodafone's marketing strategy. This report is divided into three parts. The first part analyzes the effectiveness of Vodafone's marketing strategy; the second part analyzes the shortcomings of Vodafone's marketing strategy; and the third part provides suggestions for Vodafone's future development in the field of marketing.
[bookmark: _Toc120367378]2. Main Findings
[bookmark: _Toc120367379]2.1 Vodafone is in Australia
As a developed country, Australia's telecommunications industry is saturated. Vodafone has been unable to expand into new markets in Australia and has had to take customers from rivals in existing markets. In this case, the common marketing mix strategy has been unable to attract the attention of consumers, because other competitors will also adopt similar marketing strategies (Bahman et al., 2013). To combat this, Vodafone adopts precision marketing by investing in and employing SAS Marketing Optimization.

SAS software can integrate well with the company's existing IT infrastructure. For example, Vodafone's existing infrastructure includes the data warehouse of Teradata Corporation, which is a very close technology partner of SAS. In fact, before using SAS Marketing Optimization, Vodafone combined SMS service with Apple and other products for marketing campaigns and achieved good results (Shrivastava, 2008). Vodafone Australia's personal direct marketing campaign targets more than one million customers. However, as the number of marketing campaigns increased and the strategy became more complex, the manual information processing took too long, and Vodafone's capacity was gradually overwhelmed. With SAS software, Vodafone in Australia uses predictive analytics to facilitate marketing and gain a unified view of customers.

After using SAS Marketing Optimization, Vodafone has achieved good marketing results. It is mainly reflected in the following aspects. First, Vodafone spent millions of dollars a year on marketing before using SAS software. By using SAS software to strengthen its marketing campaign management, Vodafone has reduced costs by 30% and achieved a sharp increase in sales. On the other hand, the cost and the implementation of SAS systems is in the middle level of the overall IT cost (CBR Staff Writer, 2008). The project recouped its investment in a matter of months. Second, by implementing SAS solutions, Vodafone has used customer optimization and advanced analytics techniques to design more successful marketing campaigns that are more cost effective and more targeted to the market. In this way, Vodafone significantly improves the return on investment of marketing activities, while at the same time improving customer satisfaction by eliminating incongruous or conflicting marketing communications.

Third, Vodafone has improved customer response rates. Using SAS software, Vodafone effectively analyzes the data collected to calculate the key success factors of marketing campaigns. The near-real-time information reveals what is the most effective channel in a given situation, which target customers to select, and how and when to reach them (SAS, 2008). The analytics enabled Vodafone to process and optimize half a million sales leads in half an hour. Vodafone Australia also enables pricing optimisation and real-time web analytics through SAS. The implementation of SAS has resulted in a three- to four-fold increase in customer response. In some cases, the response rate can be tenfold or more.

Fourth, Vodafone improves the effect of marketing communication. Vodafone uses SAS software to manage its customer transaction database to obtain customer feedback on marketing campaigns to identify customer behavior. Prior to the implementation of SAS Marketing Optimization, Vodafone offered a wide range of marketing content on a large scale. Vodafone now typically notifies a smaller number of customers of specific marketing content. Vodafone actually communicates less, but each time it communicates better. Vodafone, for example, uses SAS software to see which customers have missed calls, which might then be interested in a voicemail service (WebWire, 2008). Vodafone then targets these customers with voicemail promotions. Today's more targeted communication has not only greatly improved customer response rates, but also removed Vodafone's concerns about not being able to communicate information to specific customer subgroups when the right product or service is available. With the SAS solution, the company is now able to tell customers only what is relevant to it.

Fifth, the successful implementation of SAS solutions has also brought about a fruitful change in marketing culture. Before the SAS solution was implemented, the marketing method was to tell everyone about a product, but not know whether it was attractive or not. The company takes a mass marketing rather than a personal marketing approach. Now, using the predictive module built into the SAS solution, Vodafone is able to approach its customers in as little as two days based on their understanding of specific customer behaviour, thus speeding up the time to market for products and services (WebWire, 2008). If the customer's behavior shows a possible need for a product, then, Vodafone can take corresponding marketing action.

Overall, SAS Marketing Optimization solutions strengthen Vodafone's ability to manage demand, volume, budget and resource delivery through daily sensitivity analysis. As a result, Vodafone has reduced the cost of direct marketing operations, accelerated the time to market of its products or services and significantly improved its return on investment.
[bookmark: _Toc120367380]2.2 Vodafone UK's marketing strategy
In 2019, Vodafone UK launched a converged package plan called "Vodafone Together", which combines home broadband services and unlimited mobile plans on a single bill, which can be managed through the My Vodafone app (Vodafone, 2022d). Prices for the fusion package plan start at £50. By contrast, BT's "BT Plus" convergence plan starts at ￡62 a month and includes only 500 MB of 4G data and high-speed fixed broadband (Vodafone, 2022d). Newly installed home broadband customers will also receive a free Amazon Echo Plus smart speaker during the promotion. Through the speaker, new subscribers can also make and receive calls using the unlimited plan described above. Vodafone UK spent £4.5 billion ($5.6 billion) modernising its fixed and mobile networks, and its IT and billing systems, as well as an integrated core network which can carry all its fixed and mobile traffic (Vodafone, 2022a). In the past, the default position for carriers to introduce a new generation of technology was to charge more. But 4G makes it clear that this strategy cannot achieve more profit in short time, while it can achieve usage and subscriber growth and then increase revenue by shifting subscribers to package plans that offered more value at higher prices. These plans either have higher data limits, or offer exclusive content, or both. 

Vodafone UK's 5G launch is a good example to advance their position in the market by using service pricing and network investment. Vodafone provide fixed and mobile networks with 5G and convergence as its core in the market (Vodafone UK, 2022). The move comes after EE (Everything Everywhere) boosting its position in the UK market by using a new technology and becoming a market leader by its aggressive 4G network deployment in premium mobile broadband services. Vodafone UK launches 5G services to compete fiercely with EE in the market of high-speed fixed and mobile services, and its convergence strategy intensified competition over integrated services. Vodafone UK, like other 5G operators, has made the right decision not to charge extra for 5G access. At the same time, Vodafone UK introduces speed-based plans for high-speed mobile services. Unlimited data is clearly a good thing for consumers, allowing them to simply choose the speed they want. In this case, Vodafone UK has shown a service provider successfully launching new technologies by using investment in networks, so as to consolidate its strong position in the market. All in all, Vodafone's converged plans in the UK market poses the biggest challenge to converged services.
[bookmark: _Toc120367381]2.3 Vodafone marketing strategy in New Zealand
Vodafone is the second largest telecommunications company in New Zealand after Telecom. In New Zealand, where all mobile phone numbers start with 02, Vodafone has been assigned the 021 prefix. Chinese immigrants in New Zealand were most likely to use Vodafone mobile numbers because, at first, only Vodafone's mobile network supported Chinese text messages (TELECOM's network received garbled text messages in Chinese). At that time, most Chinese mobile phones started with 021, and Vodafone supported the optional number service by signing the contract, so many mobile phone numbers of Chinese in New Zealand are 021 numbers with a total of 9 digits (Vodafone, 2022b). Now, Vodafone has implemented a new marketing plan targeting New Zealand Chinese consumers, that is, United Media Solution (UMS) as its digital marketing agency service provider. From marketing to creative planning and execution, UMS supports the effective dialogue between Vodafone and Chinese customers (StopPress, 2017). Vodafone will use customised Chinese content, including product information, how-to-do guides and Chinese subtitled videos, to enhance the experience for the Chinese community in New Zealand. Producing quality content for customers is important, but it is also essential to understand the Chinese culture and philosophical speculation behind the Chinese market, especially the unique ecosystem and user experience on Chinese social media platforms.

Vodafone's marketing strategy in New Zealand reflects its precision marketing. The primary work of precision marketing technology is to establish the development goal of the enterprise, or to establish the intended target of a marketing project. In the telecommunications industry, after market research and segmentation, enterprises launch a variety of products and services for the target population, which are aimed at their own marketing objectives (You et al., 2015). The 2G communications reserved by Vodafone for some customers and the Chinese communication mode designed for the Chinese are precise marketing aimed at the target group after market segmentation. There are not many Chinese New Zealanders and users of 2G networks, so it will not bring more revenue but even increase operating costs. However, this marketing strategy enhances the brand image of the company. For most customers, a good image of a business is definitely more attractive than a normal business. The image of Vodafone has an important impact on customers. Shaping a good image is very important for the marketing evaluation of the telecom industry (Yang et al., 2021), because it can help Vodafone establish a good reputation and enhance the confidence of customers, so as to attract customers to use its products or services. 

In addition, this marketing strategy also brings another benefit to Vodafone, namely reducing customer loss and increasing market share. New Zealand is a developed country with a communications network covering the whole country. Vodafone has no new markets to explore but has to acquire more customers from competitors in existing markets. For telecom operators, in order to prevent the loss of customers, they often actively stabilize the existing customers through a variety of marketing activities and means to improve their loyalty to the enterprise products or services. Only in this way, telecom operators can steadily rise in the fierce market competition (Zhu & Gao, 2019). As for Vodafone's marketing campaign in New Zealand, the goal is not to make a profit, but to retain customers. As a result, Vodafone must choose to sacrifice some profits. Therefore, when conducting marketing evaluation, it is necessary to master the specific situation of the target of marketing activities and make it clear which target is urgent and which target is long-term plan (Yu et al., 2020).
[bookmark: _Toc120367382]3. Conclusion
Through the above analysis, this report believes that Vodafone's marketing strategy in Australia, the UK and New Zealand is effective. In New Zealand, Vodafone's marketing strategy has boosted brand image and retained customers. In the UK, Vodafone's marketing strategy has maintained its competitive advantage in the market. In Australia, Vodafone's marketing strategy has improved marketing efficiency and increased return on investment. However, as the above three examples show, Vodafone still faces some challenges. Wherever Vodafone is in the market, it faces stiff competition and the market is saturated. It can only compete for customers from rivals, which means Vodafone must constantly update its marketing strategy to retain existing customers and attract new ones. Otherwise, it could easily lose customers to its rivals. Therefore, the shortcoming of Vodafone's marketing strategy is that it does not have lasting competitive advantage.
[bookmark: _Toc120367383]4. Recommendations
As can be seen from the above analysis, Vodafone's shortcoming in marketing strategy is no lasting competitive advantage due to high competitive pressure. In order to ensure that Vodafone has a dominant position in the market, this report makes the following recommendations for its marketing strategy. The first is the product strategy improvement measures. Vodafone needs to emphasize the user's product experience and personalized needs, and the production of products needs the participation of both enterprise and users, which is the premise of the smooth marketing activities of Vodafone (Ghezzi et al., 2015). Vodafone should also accelerate product development to provide products and services that are more relevant to consumer needs than its competitors. Vodafone tries its best to avoid the problem of product homogeneity with competitors' products and effectively enhance its competitiveness (Tang & Hsu, 2018). Each component of the company's product portfolio should be positioned in the characteristic market segment, and form a unique advantage of product combination, which can be specific from the product practicability, reliability, appearance, taste and so on (Battistella, 2014). For example, Vodafone can focus on the application of 5G personal products such as high-definition video, cloud games and cloud storage to promote the growth of customer traffic. At the same time, Vodafone can increase the research and development of home security and smart community products, accelerate product upgrading, bring innovative products, and realize product value increase.

The second is the service strategy improvement measures. Vodafone strengthens service awareness and improves user perception experience. For a successful company, there needs to be channels for customer interaction and communication (Karjaluoto et al., 2012; Rahman, 2014). In essence, marketing is the art of attracting and retaining profitable customers. When delivering high quality products and services to customers, the company's marketing staff should communicate and exchange with the company's product designers in a timely manner according to the needs of customers. In the aspect of after-sales service, marketing personnel should keep in touch with customers in time, collect and record customers' opinions and suggestions for product or service improvement (Coussement et al., 2017). This will lay a favorable foundation for the company's marketing management, improve customer satisfaction and promote the company's profit (Keramati et al., 2014). Vodafone can facilitate two-way communication between the company and its customers by providing a free helpline, website, email and suggestion book. Vodafone should further stimulate the vitality of the staff, seriously deal with the problems reported by customers, and improve the ability and level of handling customer complaints.

The third is the price strategy improvement measures. At present, the communication industry market has turned into a buyer's market, and consumers can choose more communication methods. The major communication operators in the voice, SMS, MMS are seriously influenced by social media enterprises and other Internet enterprises. These communication operators always choose various promotional means to attract consumers and seize more market share (Bigliardi et al., 2012; Nikbin et al., 2012; Quoquab et al., 2018). Among the various promotional means, the most effective and direct one is the preferential price. Therefore, it is very necessary for Vodafone to improve its pricing strategy according to the changes in the marketing environment. It should focus on improving service quality by improving the satisfaction of tariff. On the one hand, it can start from lowering the price of customer package, and extend the time of customers in the network by means of return interest (Ghezzi et al., 2016). On the other hand, for existing users, Vodafone can carry out the activity of saving phone charges and sending data, and use the value of e-shopping coupons such as returning customers to meet the demand of existing customers' traffic, and cultivate their traffic usage habits (Blouch et al., 2021). When competitors create product packages suitable for mass consumption, Vodafone can make packages for customers with mature products at a lower price, adopt the group unified payment, take the lead in reducing the overall tariff and so on, so as to give profits to the group customers and individual consumers. Thus, Vodafone further stabilizes the relationship between the company and customers, and lays a solid foundation for the later value improvement.

The fourth is to use online and traditional platforms to improve integrated marketing capabilities. Vodafone should make full use of communication channels to send information and get information from target customers. At the same time, Vodafone must make the most of its marketing teams and use distribution as a good route. Vodafone can send information to consumers through newspapers, TV, radio, magazines, flyers, the Internet, mail, toll-free phone, etc., as well as through retail stores, the company's website, other media, etc. (Brandusoiu & Toderean, 2013). Marketers can present intangible products to consumers through distribution channels, including direct marketing through the Internet and mobile phones, and indirect marketing through distributors, agents and retailers (Malik et al., 2012). The company should take the Internet as the information channel and sales channel, further expand the sphere of influence, and effectively integrate the Internet with the company's marketing strategy. 

With the rapid development of the Internet, Vodafone can deliver product information to customers worldwide and promote its products and services. Vodafone can build its internal products, history and services through the Internet, and increase the use of marketing tools and search engine advertising (Amin et al., 2019). Vodafone makes use of the Internet to conduct market research, collect and sort out all kinds of information related to the market, existing consumers, potential customers and competitors, and then provides consumers with exclusive customized products reflecting personalized differences to attract more customers' attention (Aksoy et al., 2013). For example, at present, 5G network is in a good development momentum. Vodafone should make full use of the opportunity of 5G network to launch exclusive marketing strategies suitable for physical and electronic channels, and at the same time support the sales of new products to develop customers at a deeper level. The company's marketing staff can release 5G product information through social platforms, or send information related to 5G products to consumers based on their location through big data analysis. 
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