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[bookmark: _dvarv37g7np9]Introduction
The purpose of this report is to analyze the internal and external factors that have affected or influenced Vodafone UK's quality systems and controls for customers to deliver 24-hour customer service. This report will provide an overview of the current quality systems and controls in place, as well as the external and internal factors that have affected them. Additionally, it will provide a detailed analysis of the changes that have been implemented and the impact they have had on customer service. Finally, it will provide some recommendations for further improvement of Vodafone UK's quality control systems. This report will enable Vodafone UK to identify areas of improvement in order to provide a better customer experience.
[bookmark: _ui19prz76c0q]Overview of the Vodafone UK Company
Vodafone UK is one of the leading mobile telecommunications companies in the United Kingdom. It is part of the Vodafone Group, an international telecommunications company headquartered in London, UK. Vodafone UK offers services to over 18 million customers, making it one of the most successful mobile networks in the UK. Vodafone UK provides services including Pay Monthly, Pay as You Go, Business, and Home Broadband & TV. It also offers mobile phone contracts, sim-only deals, broadband and home phone packages, and a range of connected devices. Vodafone UK’s network covers more than 99% of the UK population and provides 4G coverage to over 95% (Vodafone, 2022). It also offers Wi-Fi Calling, allowing customers to make and receive calls and texts over Wi-Fi when they’re in an area with no mobile signal.
Vodafone UK is always looking to innovate and offer customers the latest technology. It is a leader in 5G technology, with plans to roll out 5G across the UK in 2020. It also offers a range of mobile apps, including My Vodafone, which allows customers to manage their account and get support. Vodafone UK has a strong focus on customer service, offering 24/7 support through its online chat function and phone lines. It also provides a range of online tools to help customers get the most out of their service. Vodafone UK is committed to sustainability and has seen success in its efforts to reduce its carbon footprint. In 2019, it achieved its target of reducing carbon emissions by 25% per customer by 2020  (Vodafone, 2022). It is also a vocal advocate of net neutrality and has spoken out against the UK government’s plan to introduce a new digital services tax  (Vodafone, 2022).


[bookmark: _jtqv408dsp9d]Briefly introduction of Key Marketing Theories

Marketing Mix
The Marketing Mix Theory, also known as the 4Ps, is a concept in marketing that outlines the four essential elements of any successful marketing strategy—Product, Price, Place, and Promotion. It is commonly used to refer to the management of tactics related to each of these elements. 
Product: Product refers to the goods and services that a business offers to its target market. Product decisions include design and features, branding, packaging, sizing, and quality. 
Price: Price is the value that customers must exchange for the product or service. Determining the right price for a product or service involves considering the cost to produce the product, the target market’s income levels and their willingness to pay, competitive pricing, and the profit margin desired.
Place: Place is the physical or digital location where the product is sold. Distribution decisions include direct sales, retail stores, online channels, and wholesalers. 
Promotion: Promotion is the attempt to inform potential customers about a product or service and persuade them to buy it. Promotion includes advertising, public relations, personal selling, and sales promotion.
The 4Ps are tools that a business can use to effectively reach its target market and increase sales. By taking into account these four elements, a business can create an effective and comprehensive marketing strategy that will help it reach its goals.
Ansoff Matrix
The Ansoff Matrix is a strategic marketing planning tool used to analyze and plan for product and market growth. It is a four-quadrant matrix that maps out strategies for product and market growth. The four quadrants of the matrix are product development, market development, market penetration, and diversification.
Product development is the strategy of introducing new products to existing markets. This strategy considers existing customer needs and leverages existing resources and knowledge. It is a low-risk strategy as the market and product are already known. Market development is the strategy of entering new markets with existing products. This strategy involves researching new markets and understanding their needs. It is also a low-risk strategy, as the product is already known.
Market penetration is the strategy of increasing market share within existing markets. This involves offering existing products to existing customers and can include price discounts or promotional campaigns. It is a moderate risk strategy, as the product and market are already known. Diversification is the strategy of introducing new products to new markets. This is the riskiest of all the strategies, as both the product and market are unknown.
The Ansoff Matrix is a useful tool for businesses as it provides a framework for considering product and market growth strategies. It helps to structure the decision-making process and can help businesses to identify and prioritize different strategies. It is important to note that the strategies are not mutually exclusive, and a business may choose to implement multiple strategies at once.
Stakeholder map
A stakeholder map is a tool used to identify and analyze the stakeholders in a business. It is used to define relationships between stakeholders, their interests, and the impact of their interests on the project. The stakeholder map can show how stakeholders interact and influence the project, and it can be used to identify and prioritize stakeholders. 
The stakeholder map is typically divided into two categories: internal and external stakeholders. Internal stakeholders are people or groups within the company, such as employees, management, and shareholders. External stakeholders are outside entities, such as customers, suppliers, and partners. 
Each stakeholder is represented on the map by a circle with their name in the center. Connecting lines show relationships between stakeholders. Different colors and symbols can be used to differentiate types of stakeholders and interests.
The stakeholder map can be used to identify which stakeholders are the most important and needs to be taken into account in decision-making. It can also be used to identify potential conflicts between stakeholders and to develop strategies for resolving them.
The stakeholder map can also be used to identify opportunities for collaboration between stakeholders. It can help to identify areas where stakeholders have common interests or complementary strengths, and it can be used to develop strategies for working together towards a common goal.
By mapping out the interests and relationships between stakeholders, the stakeholder map can be an effective tool for managing projects and resolving conflicts. It can help stakeholders to understand each other’s perspectives and to develop strategies for working together to achieve the desired outcomes.
Communication mix 
Communication mix is the combination of communication methods used to reach and engage with target audiences. It includes the set of tools used to communicate a message or promote a product, service, or organization. It is the combination of various types of marketing communication such as advertising, direct marketing, personal selling, public relations, sales promotion, and online communications.
The communication mix helps marketers achieve their communication objectives by reaching the right audience with the right message, in the right place, at the right time. It helps marketers to effectively create, deliver, and measure the impact of their communication initiatives on the audience.
Advertising is a form of communication used to promote or sell a product, service, or organization. It involves paid media such as television, radio, print, and digital advertising. It is used to reach a large number of people in a short period of time.
Direct marketing is a form of communication used to target individual customers directly. It involves direct mail, email, telemarketing, and digital marketing. It is used to reach a specific target market and can be used to track responses and measure the effectiveness of communication.
Personal selling is a form of communication used to build relationships with customers and persuade them to buy a product or service. It involves face-to-face interaction with customers and is used to build trust and credibility.
Public relations is a form of communication used to build relationships with stakeholders and manage the organization’s reputation. It involves media relations, press releases, events, and campaigns.
Sales promotion is a form of communication used to increase sales and drive traffic. It involves discounts, coupons, loyalty programs, and other promotional activities.
Online communication is a form of communication used to reach consumers via the internet. It involves social media, websites, search engine optimization, and email marketing.
A communication mix is an important tool for marketers to reach and engage with their target audiences. It helps marketers to effectively create, deliver, and measure the impact of their communication initiatives on the audience.
[bookmark: _cvdpp07r4z6c]Task 1 
[bookmark: _2jxcv9cdmpza]Analysing of Internal and External Factors Impacting Quality Systems and Controls for Customers in Vodafone UK
By understanding how these internal and external factors influence quality systems and controls for customers, Vodafone UK can develop and implement strategies to ensure that customers receive the best possible service. This can involve training customer service staff, investing in technology, developing customer feedback systems and complaint-handling procedures, and understanding customer demand and preferences. Additionally, the organisation can work to ensure that it meets legal and regulatory requirements and that it is in compliance with industry standards (Kleiousis et al., 2019). By taking these steps, Vodafone UK can ensure that it is able to meet the needs of its customers and build long-term relationships with them.
[bookmark: _xytyebt1y0o]Analysing Internal factors that influence Vodafone UK's quality systems and controls for customers.
1. Staff Training and Development: Vodafone UK offers robust training and development programmes for its staff, which helps them to stay up to date with the latest technologies and customer service techniques. This makes sure that employees are knowledgeable about their roles and able to handle customer queries effectively and efficiently. 
2. Operational Processes: Vodafone UK has developed a set of standardised operating procedures that are followed by staff across all departments. This ensures that customer service is consistent and of high quality (Chen and Xu, 2022). 
3. Quality Assurance: Vodafone UK has a rigorous quality assurance system in place, which monitors and evaluates the performance of its staff. This helps the company to identify areas that require improvement and take appropriate corrective action.
4. Customer Feedback: Vodafone UK actively encourages customers to provide feedback on their experiences. This feedback is used to identify areas of improvement and ensure that customer service is of a consistently high standard (Barun, 2019). 
5. Technology: Vodafone UK invests heavily in technology, as this helps to improve customer service and make processes more efficient. This includes the use of automated systems, which help to reduce the time taken to resolve customer queries. 
6. Company Culture: Vodafone UK promotes a culture of customer focus, which encourages staff to put the customer at the heart of everything they do. This helps to ensure that customer service is of a high standard and that customer queries are resolved quickly and efficiently.
[bookmark: _qq3p5wtg7mwi]Analysing external factors that influence Vodafone UK's quality systems and controls for customers.
1. Competition: Vodafone UK operates in a highly competitive market, so it must maintain high standards of quality in order to stay ahead of the competition. Vodafone UK must constantly monitor customer feedback and compare it to its competitors in order to ensure that its quality systems and controls are up to par (Mahmud and Medina, 2018).
2. Market Forces: Vodafone UK is subject to the fluctuating forces of the market, from changes in customer demand to changes in technology. This requires Vodafone UK to be constantly adapt its quality systems to ensure that its customers are always satisfied.
3. Regulatory Environment: Vodafone UK operates in a highly regulated environment, so it must abide by various regulations related to quality and customer service. Vodafone UK must stay up to date with these regulations and ensure that its quality systems and controls comply with them (Tarvainen, 2020).
4. Technology: Vodafone UK is heavily reliant on technology in order to deliver its services and products to customers. As technology continues to evolve, Vodafone UK must ensure that its quality systems and controls keep up with the latest trends.
5. Consumer Trends: Vodafone UK must remain aware of the changing needs and wants of its customers. This means that Vodafone UK must be able to identify and meet the demands of its customers in order to maintain the highest quality of service.
[bookmark: _bkj050m0c2qf]Marketing Mix of Vodafone UK to influence its quality systems and controls for customers
Vodafone UK has implemented a comprehensive and effective marketing mix to influence its quality systems and controls for customers. The marketing mix comprises four key elements, namely product, price, promotion and place. 
Product: Vodafone UK offers a wide range of products and services such as mobile phones, tablets, broadband, landline, and other value-added services. Vodafone UK puts great emphasis on product quality and customer satisfaction. It has implemented stringent quality assurance systems and controls that are regularly monitored and evaluated to ensure that the products and services it offers are of the highest quality (Correani et al., 2020). 
Price: Vodafone UK offers competitive prices to its customers. It ensures that its prices are affordable and reflect the value of its products and services. It also offers various discounts and offers on its products and services to attract more customers (Kalam, 2020). 
Promotion: Vodafone UK promotes its products and services through various channels such as television, radio, print media, and online. It also uses social media and other digital platforms to reach out to its target customers. It uses effective campaigns and brand messaging to create awareness about its products and services among its target audience (Kumar, 2019). 
Place: Vodafone UK has a strong distribution network that covers the entire country. It has retail stores, kiosks, and other outlets across the UK where customers can avail its products and services. It also has a strong online presence, which makes it easier for customers to purchase its products and services. 
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Figure 1: 4Ps of Marketing
(Source: CC, 2021)
Overall, Vodafone UK has implemented an effective marketing mix to influence its quality systems and controls for customers. It has adopted a customer-centric approach to ensure that its products and services are of the highest quality and are available at competitive prices (Khan and Suhaib, 2019). It has also put in place various promotional activities to create awareness about its products and services and has a strong distribution network to ensure that its products and services are easily accessible to its customers.
[bookmark: _arvfkqn5tchy]Ansoff Matrix of Vodafone UK to influence its quality systems and controls for customers
The Ansoff Matrix is a strategic planning tool used by companies to identify growth opportunities. It is based on the idea that a company’s success depends on its ability to combine existing products and services with new markets, or to introduce new products and services into existing markets. Vodafone UK, a leading telecommunications provider in the United Kingdom, uses the Ansoff Matrix to help it identify potential growth opportunities, as well as to create and implement quality systems and controls for its customers.
Market Penetration: Vodafone UK uses market penetration to expand its market share and increase its customer base. This is done by introducing new products and services to existing markets. For example, Vodafone UK recently introduced a suite of new mobile and broadband plans that offer more value, flexibility, and features than its previous plans. Vodafone UK also focuses on enhancing its products and services by providing customers with improved customer service, better network coverage, and innovative technologies. These improvements serve to increase customer satisfaction and loyalty, which in turn can increase market share (Kumar, 2019).
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Figure 2: Ansoff Matrix
(Source: Kumar, 2019)
Product Development: Vodafone UK uses product development to create new products and services to meet customer needs. Vodafone UK has recently introduced a range of new products and services, such as 5G, home broadband, and pay-as-you-go SIM cards. Vodafone UK also offers customers a wide range of add-ons, such as international roaming and data bundles, to further enhance their experience.
Market Development: Vodafone UK uses market development to enter new markets, such as international markets. Vodafone UK is the first telecommunications provider in the United Kingdom to offer 5G services, and it is currently expanding its 5G network in other countries, such as Germany, Spain, and Italy. Vodafone UK is also exploring new business opportunities in the Internet of Things and smart cities by partnering with local companies and start-ups (Barun, 2019).
Diversification: Vodafone UK uses diversification to enter entirely new markets or industries. For example, Vodafone UK recently acquired the Irish mobile operator, Eir, to expand its presence in the Irish market. Vodafone UK is also exploring new opportunities in the media and entertainment sector, such as launching a streaming service.
To ensure that its products and services meet customer needs, Vodafone UK has put in place quality systems and controls. For example, Vodafone UK conducts regular customer satisfaction surveys to measure customer satisfaction. Vodafone UK also regularly reviews its products and services to ensure they meet customer expectations (Vodafone, 2022). Finally, Vodafone UK has a team of customer service representatives who are available to answer customer queries and provide technical support. These quality systems and controls are designed to ensure that Vodafone UK provides its customers with the best possible experience.
[bookmark: _flmhuz9yxb5a]Task 2
[bookmark: _opzn28oacu56]Effectiveness of Quality Systems Supporting Organisation's Quality Processes in Meeting Customer Requirements and Maintaining Good Customer Relationships, 24/7/365
[bookmark: _zbj9vqopjo6t]Customer Relationship Management (CRM) System of Vodafone UK
Vodafone UK uses a CRM system to manage customer relationships, track customer activity, and support customer service interactions. The CRM system enables Vodafone to quickly respond to customer inquiries and manage customer data in an organized and efficient manner. This system helps Vodafone to maintain customer relationships and provide customer service 24/7/365 (Jhamb, Kampani and Arya, 2021).
Vodafone UK's CRM system is designed to help the company strengthen its customer relationships by providing 24/7/365 customer service. The system is designed to allow customers to easily access their account information, view their bills, pay their bills, and manage their account settings. Customers can also use the system to get help with any queries they may have or to contact the company for support.
The system also provides customers with access to a variety of tools and resources, including online tutorials, FAQs, and how-to guides. This allows customers to quickly find the information they need and get the help they need in a timely manner (Essameldin Ahmed et al., 2021).
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Figure 3: CRM at Vodafone
(Souce: Kevin and Ana, 2019)
The CRM system also helps Vodafone UK to organize customer data and track customer interactions. This allows the company to better understand customer needs and preferences. This data can then be used to create targeted campaigns and services, helping to further improve customer relationships.
Finally, the system is designed to be easily integrated with other systems, such as a billing system. This allows Vodafone UK to seamlessly manage customer accounts and provide more efficient customer service.
[bookmark: _pjbu32qaiuft]Quality Management System (QMS) of Vodafone UK
Vodafone UK has implemented a Quality Management System (QMS) to ensure that its products and services meet customer requirements and expectations. The QMS is designed to ensure that all customer-facing operations are conducted in a consistent and reliable manner (Kevin and Ana, 2019). It also monitors customer feedback to ensure that customer service is consistent of a high standard. The QMS helps Vodafone UK to maintain good customer relationships and provide a high level of customer service 24/7/365.
· Establishing Quality Standards: Vodafone UK has established a set of quality standards for all its processes and services. These standards are regularly reviewed and updated to ensure that customers are provided with the highest quality of service (Wirtz, 2019).
· Training and Development: Vodafone UK has a comprehensive training program that is designed to ensure that its employees are knowledgeable and skilled enough to provide the best customer service. The program also includes regular refresher courses and workshops to ensure that employees are up to date with the latest customer service trends and technologies.
· Customer Service: Vodafone UK has a dedicated customer service team that is available 24/7/365 to provide customers with the best possible service. The team is trained to handle all types of customer queries and complaints in a timely and efficient manner.
· Quality Assurance: Vodafone UK has a quality assurance system in place that monitors and evaluates all its processes and services. This system is designed to identify and address any problems or issues with customer service in a timely and accurate manner (Batchelor and Janssens, 2020).
· Continuous Improvement: Vodafone UK is always looking for ways to improve its services and processes. The company regularly conducts customer satisfaction surveys and feedback sessions to ensure that the company is providing the best customer service experience possible. Any identified areas of improvement are addressed and implemented as soon as possible.
Using Artificial Intelligence (AI) at Vodafone UK
Vodafone UK has implemented AI technologies to enhance customer service. AI technologies such as natural language processing and machine learning allow Vodafone to quickly process customer queries and provide proactive customer service. AI technologies also enable Vodafone to automate customer service processes and provide more accurate customer responses (Perez-Vega et al., 2022). The AI technologies implemented by Vodafone UK help it to maintain good customer relationships and provide customer service 24/7/365.
At Vodafone UK, they are committed to providing our customers with the best possible experience. To that end, they are exploring the use of Artificial Intelligence (AI) to help them maintain good customer relationships 24/7/365.
AI can be used to automate customer service tasks, such as providing automated responses to customer queries and providing personalized recommendations to customers, which can help improve customer satisfaction. AI can also be used to analyze customer data and provide insights into customer behaviour, which can help them better understand our customers and tailor our services to meet their individual needs (Hinson et al., 2020).
They are also exploring the use of AI to help them monitor customer complaints and provide tailored solutions for each customer. This can help them respond quickly to customer concerns and ensure that our customers have a positive experience with our services.
Finally, they are exploring the use of AI to help them identify potential risks and opportunities in our customer relationships. AI can help them detect patterns in customer behaviour and alert them to potential risks, such as fraud or non-payment so that they can take proactive steps to protect our customers and maintain our relationships.
Overall, Vodafone UK has implemented effective systems to support its quality processes. The CRM system, QMS, and AI technologies effectively meet customer requirements and maintain good customer relationships 24/7/365. Vodafone UK is also able to use these systems to monitor customer feedback and respond to customer queries quickly. These systems help Vodafone UK to provide a high level of customer service and maintain good customer relationships (Vodafone, 2022).
[bookmark: _er6wehcnqx6v]Stakeholders’ analysis of Vodafone Uk 
Vodafone UK is one of the leading mobile and data services providers in the United Kingdom. It has a wide customer base, ranging from individuals to small businesses to large corporates. Offering a better service to its customers is essential for Vodafone UK to remain competitive in the market. Stakeholders’ analysis is an important step in this process.
Vodafone UK’s primary stakeholders are its customers. These customers include individuals, small businesses, and large corporates. Customers expect reliable and efficient service from Vodafone UK. They are looking for more competitive rates, better customer service, and more innovative products and services (The Guardian, 2018). The secondary stakeholders of Vodafone UK are its shareholders, employees, and suppliers. Vodafone UK’s shareholders want to maximize their returns on investments. The employees want to be provided with fair wages and other benefits. The suppliers want Vodafone UK to maintain good relationships with them and make timely payments for the products and services provided.
The other stakeholders of Vodafone UK are the government, regulators, the media, and society. The government and the regulators have a significant influence on Vodafone UK’s operations. The media plays a crucial role in shaping public opinion about Vodafone UK. Finally, society expects Vodafone UK to be socially responsible and take into account its environmental impact. To provide a better service to its customers, Vodafone UK needs to take into account the expectations and requirements of all its stakeholders. It should ensure that its customers are satisfied with the services provided and that its shareholders are getting a good return on their investments. It should also ensure that its employees are well taken care of and that its suppliers are treated fairly (MN, 2022). Finally, Vodafone UK should also ensure that it is adhering to the regulations and considering its environmental and social responsibilities.

[bookmark: _btsegmmsbxa2]Communication mix of Vodafone UK to influence its quality systems and controls for customers to deliver 24-hour customer service
Vodafone UK has implemented a comprehensive communication mix in order to implement quality systems and controls that will enable them to deliver 24-hour customer service. This communication mix involves various channels including online, television, radio, print media and other forms of direct communication (MN, 2022).
Online: Vodafone UK has leveraged the power of the internet to reach out to its customers and create 24-hour customer service. They have created an official website where customers can search for information, contact customer service and get answers to their queries. They have also implemented live chat services to provide immediate assistance to customers as soon as possible.
[image: ]
Figure 4: Marketing Communication Mix
(Source: ET News, 2021)
Television: Vodafone UK has invested in television advertising to promote its 24-hour customer service. They have used television commercials to showcase the benefits of their 24-hour customer service and have also used the medium to communicate their quality systems and controls (The Guardian, 2018).
Radio: Vodafone UK has also used radio as a medium to communicate their 24-hour customer service. They have used radio jingles and radio ads to inform customers about the availability of their customer service.
Print Media: Vodafone UK has used print media such as newspapers, magazines and brochures to promote their 24-hour customer service. They have used these mediums to communicate their quality systems and controls and to provide information about the availability of their customer service (Bloomberg, 2021).
Direct Communication: Vodafone UK has also used direct communication such as emails, SMS and phone calls to communicate their 24-hour customer service. They have used these mediums to provide detailed information about their quality systems and controls and to inform customers about the availability of their customer service.
By implementing this comprehensive communication mix, Vodafone UK has been able to successfully communicate its 24-hour customer service to its customers and ensure the quality of its systems and controls. This communication mix has enabled them to create 24-hour customer service that is reliable, efficient and accessible to their customers (ET News, 2022).
[bookmark: _utj22piyx8sm]Conclusion
In conclusion, Vodafone UK has managed to successfully implement quality systems and controls for customers to deliver 24-hour customer service. This was made possible due to the various internal and external factors that the organization took into consideration, such as the need to prioritize customer service, the availability of skilled personnel, the implementation of advanced technology, and the implementation of effective customer service policies. These factors, along with the company's commitment to delivering quality customer service, have enabled Vodafone UK to remain competitive and successful in the telecommunications industry.
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