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[bookmark: _Toc23963]Executive Summary
Vodafone Group is a U.K. telecommunication company headquartered in Newbury, Berkshire, England. In recent year, when expanding globally, Vodafone experience many challenges from geopolitical obstacles to internet transformation. This article aims to provide detailed analyses of the issue Vodafone faces in the global market and suggest Vodafone to stick to its original strategies to focus on customer satisfaction and quality of service. 
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[bookmark: _Toc4962]Introduction 
Vodafone Group is a U.K. telecommunication company headquartered in Newbury, Berkshire, England (Boshoff, 2-14, p.1). It originated from the Racal Radio Group and became the first cellular network provider in the U.K. Due to strong customer and business demand, aggressive expansion strategies, and other favorable conditions, Vodafone Group has developed itself into one of the largest telecommunications companies in the contemporary market and has acquired millions of subscribers across Europe, America, Asia Pacific, and other continents (Gracia, et al, 2013,p.42). During the past decades, Vodafone turned itself from a merely U.K.-based company into a multinational enterprise that enjoys an entrenched competitive advantage in the telecommunications industry. On the journey to make itself into a multinational giant, Vodafone has experienced and conquered many challenges, including those in its marketing management. Like many other multinational enterprises, Vodafone Group has to operate its brand in markets in different social, cultural, and political environments. Vodafone needs to think carefully about and tailor different marketing strategies to win and retain customers. Even though Vodafone has acquired a big market share in foreign markets, it still needs to deal with issues relating to marketing and daily operation. One of the biggest issues Vodafone has to deal with regarding its marketing management is the unexpected difficulties it may be exposed to in foreign markets with different social, political, cultural, and economic conducts (Kamran, 2010, p.26). The issue also poses a series of challenges to Vodafone Group and its operations in the global market. Some common challenges are unfamiliar and unfriendly laws and regulations in foreign markets that work against Vodafone and the fierce competition from local telecommunications providers (Khattar, 2006, p.2). Conquering these challenges requires a lot of dedication from Vodafone and its marketing management team. Strategic moves like acquisitions and partnerships and the actions taken to achieve customer service excellence are some ways to make Vodafone successful (Nimako, 2010, p.37). This article aims to provide detailed analyses of the issue mentioned above, the challenges Vodafone faces in various foreign markets due to the issue, and recommendations about how to tackle these challenges. It is hoped that such an examination could provide the readers with some insights into the marketing management challenges that Vodafone and other multinational companies may face in contemporary society, and more attention could be directed to this field of study. 
[bookmark: _Toc10233]Vodafone Group: Challenge of internalization
As mentioned above, Vodafone Group is a U.K.-based telecommunications company that originated from the Racal Radio Group. It was established as the Racal Telecomms Division in 1983 as a subsidiary of the Racal Radio Group, which launched the Vodafone analog network in the U.K. in 1985 and became the first cellular network that provides data and voice services on mobile phones ("Vodafone British Company"). After its establishment in the U.K., Vodafone or the Racal Telecomms Division started its journey to expand to other markets in the world, and, in 1987, it was recognized as the largest mobile communications company across the globe ("How it all began"). In 1991, Vodafone Group officially emerged and became an independent company listed on the London and New York stock exchanges (Gure, 2014, p66). After that, Vodafone Group started its journey to acquire a share in the global market through international partnerships with and acquisitions of local companies in countries like Germany, the U.S.A., Australia, and others countries ("How it all began"). Within a very short period, Vodafone Group became a giant multinational provider of mobile communications. Its success could be attributed to its aggressive global diversification strategy in foreign markets, high customer and business demand, and the strategies to acquire its niche in new markets (Syed, 2003, p. 273). Now, Vodafone Group has consolidated its place as one of the largest mobile communications providers in the world through its advanced wireless technology, good marketing and customer management strategies, and it provides services and products like Short Message Service, fourth generation licenses (4G), cellular operations, and so on (Syed, 2003, p. 270). Being the provider of a wide range of telecommunications services, Vodafone has its name publicized and heard in more than 27 countries worldwide (Turner, 2007, p.28). 
Even though Vodafone Group has achieved marvelous growth and success across the globe, it faces many challenges and difficulties in its developing course. Like many other multinational enterprises, Vodafone Group needs to deal with sophisticated social, political, and cultural environments, and many issues are still waiting for solutions, especially in the process of Vodafone heading internationalization (Joudeh, 2018,p.110). First of all, Vodafone Group must constantly deal with the unfamiliar social, political, cultural, and economic environment when trying to extend its services to a foreign country, which creates a lot of pressure on its marketing management. Since Vodafone is not a household name in foreign countries, it may lack visibility and credibility, making it less competitive than local mobile communications providers (Syed, 2003, p. 280). Secondly, unfavorable political regulations, laws, and country-specific standards for the operation of mobile communications put Vodafone at a disadvantage in foreign countries because of national security and the protection of local businesses (Syed, 2003, p. 280). Heavy investment in telecommunications technology and infrastructure, unstable economic conditions in foreign markets, and relatively saturated markets make it risky for Vodafone to dive into new foreign regions because of the high possibility of low return on investment (ROI) (Syed, 2003, p. 280-281).
[bookmark: _Toc21471]The contemporary issues
The past developing course of Vodafone Group and its high-profile acquisitions of and partnerships with foreign companies have shown great interest in aggressive global expansion and realizing its internationalization. In its continuing process of internationalization and global expansion, the biggest issue for Vodafone Group to solve is the various difficulties in terms of its marketing management it has to deal with in different markets; for example, Vodafone Group has faced fierce competition from local telecommunications operators in some Asian countries like Japan (Syed, 2003, p. 282). Given that Vodafone has faced different challenges in its global expansion, the following part will be divided in accordance, and corresponding examples of foreign markets will be given to provide readers with a more concrete understanding of the sophisticated environment Vodafone has to deal with. 
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]First of all, the common challenges that Vodafone faces in its process of global expansion regardless of region and country are rigid and unfriendly national laws of foreign countries, barriers imposed by various regulations, and fierce competition from local companies (Syed, 2003, p. 283), which makes marketing management extremely challenging in foreign markets. The laws and regulations that work against Vodafone in a foreign market are usually industry-specific and competition-related (Syed, 2018, p.285). For instance, Vodafone cannot expand its business through acquisitions of local telecommunications providers in the U.S. because the American congress stopped foreign companies from accessing sensitive technologies out of concern for national security (Syed, 2003, p. 280). Another example of rigid regulations that restricted the development of Vodafone in foreign markets is in Europe. Although Europe is one main market for Vodafone, it faces fierce competition from local telecommunications operators since government regulations and political policies encourage market fragmentation and greater price competition (Simple Safe Dividends, 2019,p.1). The unfriendly political environment of foreign countries also imposes hurdles on Vodafone's expansion and operation. In Ghana, the operation of Vodafone has been proven difficult due to rigid government policies and an unfriendly tax system for foreign direct investment (FDI) (Amoako, 2013, p.43). Thanks to the difficult political environment and regulatory barriers, Vodafone has to make more effort to earn its market share in foreign markets. Its marketing management team also needs to spend more time and energy winning new customers and increasing customer loyalty. 
Secondly, fierce competition from local mobile communications providers also poses a great threat to Vodafone's penetration into a relatively mature telecommunications industry in foreign markets (Kumar, 2010, p.22). Not being a household name, Vodafone enjoys a lower level of visibility and credibility when first moving into foreign markets, and the intensified competition from local companies makes it even more difficult to get new customers. In Japan, Vodafone has to fight with NTT DoCoMo and other small wireless operators for customers (Syed, 2003, p. 282). Vodafone India Ltd. faces fiercer competition from a relatively new telecommunications provider, R-Jio, in India. Through offering 4G services to customers with competitively low rates and focusing on data business, R-Jio successfully disrupted the original economic eco-system of the mobile communications industry in India and made Vodafone suffer a huge setback in its business performance (Pai, 2021, p.106). To win more subscribers and retain old customers, Vodafone's marketing management team needs to think hard and react fast to present more attractive deals to the market. 
[bookmark: _Toc12506]Conclusion 
As one of the leading mobile communications providers, Vodafone Group enjoys great success across the globe and faces extreme challenges and pressure in its internationalization process (Lee, 1970, p.12). One common issue it encounters is the various difficulties the foreign markets have imposed on it, which causes a lot of challenges for Vodafone. The first one is the rigid and unfriendly laws, government regulations, and policies that limit Vodafone's expansion in targeted foreign markets (Lovelock, 2011, p.35). The second is the fierce competition from local mobile communications providers. These challenges could be conquered or mitigated through acquisitions, partnerships or mergers with local companies (Nimako, 2010, p.42). Vodafone's marketing management team can use the influence, the existing customer base, and even the governmental support of local companies to quickly access and retain customers. Besides the above strategic moves from the enterprise level, Vodafone should also focus on achieving customer service excellence or adopting a customer-centric approach to create and maintain its customer-friendly corporate image (Tepeci, 1999, p.225). A higher level of customer satisfaction, or in other words, happy customers, is always the key to winning customer loyalty as well as gaining more market share in foreign markets. Vodafone Group needs to take various measures to keep its customers engaged and make them feel valued and cherished. To achieve this, Vodafone Group could adapt to changing customer behaviors when marketing its products and services. More specifically, it should engage more with its customers on social media like Facebook and Twitter instead of regarding TV as the only advertising media (Jiang, 2016, p.82). Vodafone should also start cross-functional cooperation and collaboration when providing customer service to help customers solve their problems more quickly and improve their experience. Recruiting a marketing team with diverse social and cultural backgrounds and training them into all-around talents knowing both marketing expertise and basic mobile communications technology, is necessary for Vodafone's success. 

[bookmark: _Toc24274]Recommendations 
Entering into new markets as a foreign company and winning customers is not easy, even for giant telecommunications providers like Vodafone Group. To make its business grow in foreign markets with hostile social, political, cultural, and economic environments, the marketing management team and other departments of Vodafone Group need to work together to make their products and services appealing to customers from different nationalities. Below are some recommendations on how Vodafone could react to the challenges of running the business in a foreign market.
For multinational mobile communications providers like Vodafone, operating in foreign markets, dealing with unfriendly foreign laws, regulations, and policies, and competing with local operators for business and customers are inevitable (Joudeh, 2018, p.112). Vodafone Group and its marketing management team must make flexible marketing and expansion strategies to turn the rigid and unfriendly environment into a favorable one. In other words, the marketing management team needs to think hard about the right ways to attract and retain customers within the boundaries of legal and political limitations (Khattar, 2006, p.2). To take its European market as an example, Vodafone has adopted the strategy of acquisitions and opening up subsidiaries to increase its influence and competitiveness in the fragmented market (Simply Safe Dividends, p.201)., Vodafone also chose partnerships with local telecommunication providers to increase its visibility and influence on local customers, making its operation in foreign markets easier and smoother (Magatef, 2015, p.91). Acquisitions, partnerships, and other measures to take advantage of the competitive advantage of local companies in the telecommunications industry are some useful tools that Vodafone Group and its marketing management team could adopt to mitigate the negative influence of rigid laws and regulations, and Vodafone Group can gradually make its market share in foreign countries grow. To outcompete local companies in the telecommunications industry, Vodafone could also attempt to gain market leadership through acquisitions, partnerships, or mergers with local companies (Pai, 2021, p.108). In a word, gaining support and insight from local companies, regardless of what kind, is helpful for Vodafone to handle the pressure from laws, government regulations, and competition from local mobile communications operators (McKinght, 2001, p.1). 
Besides finding harmony with and the right ways to flourish in foreign markets, providing excellent customer service is another core for the business of Vodafone Group. Customers, easy access to customer knowledge, and wise customer management are the essential elements for the success of any business in any environment, which is also true for Vodafone Group and its subsidiaries in foreign markets (Opuni, 2013,p.71). Because more customers value timely responses to their requests and pay more attention to their demands and the transforming customer engagement pattern that favors social media like Facebook and Twitter, Vodafone marketing management should offer more timely and professional customer service to personal customers through multi-channels and stay in touch with customers on social media to create the feeling that all customers are valued and seen (Sureshchanndra, 2003, p.369). Accessing what's in customers' minds could help Vodafone Group make wise marketing strategies and find out the preferences of customers in foreign markets (Boateng, 2016, p.10). Vodafone Group could also use social media platforms like Facebook and Twitter to promote its products and services (Boateng, 2016, p.10). It has been found in Boateng's study (2016) that customers in Ghana have reacted to Vodafone's advertisement or promotion posts on Facebook and Twitter through "liked," "followed," and "re-posted" (p.10). Given the increased influence of social media on product advertisement and promotion, Vodafone Group, especially its marketing management team, should think carefully about how to utilize social media platforms like Facebook and other popular ones to access new and old customers in foreign markets. Employees should be appointed to ensure smooth and timely engagement with customers on social media, which helps marketing and establishes a customer-centric corporate image (Boateng, 2016, p.10). The program called Customer Experience Excellence (CXX) launched by Vodafone in its global markets provides customers with great convenience and improves service quality, and it helps increase its competitiveness in global marketing and expansion (Pratap, 2019, p.1). 
[bookmark: OLE_LINK4][bookmark: OLE_LINK3]To provide better customer services to customers in foreign markets, the marketing management team of Vodafone Group could launch cross-functionality cooperation with other intra-organizational departments (Patrick, 2002,  p.49). With close cooperation among different departments within the company, the marketing management team could promote its products and services to new customers with the confidence that their performance could exceed customers' expectations and that the collective power of the enterprise safeguards the efforts they make in marketing (Zeithaml, 2006, p.19). The cross-functional and customer-centric approach that Vodafone adopted in its Ghana market has proven successful. Vodafone Ghana has gained its competitive advantage by offering customer service beyond the customer service team (Anyen, 2015, p.69). More specifically, other personnel like telecommunications technicians or people from a higher level of management will be involved in cases of customer service that could not be resolved by the customer service team (Anyen, 2015, p.69). This type of cross-functional collaboration offers the marketing management team the opportunity to promote and advertise Vodafone's products and customer service. It is helpful to gain new customers as well as retain old ones. 
Another way that Vodafone could adopt in its marketing and promotion is to increase the degree of digitalization due to the changed preference of customers and the increased popularity of social platforms in contemporary society (Yunus, 2012, p.41). It has been noticed that customers in contemporary society, especially young people, are more prone to be influenced by promotions and advertisements on social media like Facebook and Twitter. Social media platforms should be adopted to create brand awareness and increase the potential to buy certain products (Okyere, Agyapong and Nyarku, 2011, p.51). Higher exposure rates on digital platforms help increase Vodafone's digital visibility, and more importantly, a higher level of digitalization could help Vodafone understand the customers' needs more and provide personalized service to individual customers (Pratap, 2019, p.1). Digitalization, such as implementing the Vodafone App, also ensures Vodafone can launch engaging marketing and rewards programs and create and maintain its customer-centric images in online advertisements (Pratap, 2019, p.1). 
Lastly, building a marketing team with the needed expertise and various social and cultural backgrounds is also necessary for the success of Vodafone Group's global expansion. As mentioned above, Vodafone Group must operate in a multinational environment and face customers from different social and cultural backgrounds with various buying preferences. Therefore, Vodafone marketing staff need to be recruited and trained accordingly. A marketing team with various social and cultural backgrounds will certainly make Vodafone more adaptable to the targeted foreign markets, and it will also help Vodafone gain the trust of local customers. Hiring and training local employees could significantly reduce customer resistance to Vodafone's products and services caused by social and cultural differences (Jirakova, 2017, p.9). Besides, given that providing excellent customer service requires cross-functional cooperation, the marketing management team of Vodafone should also focus on training its marketers into all-round talents that know not only marketing but also the basics of telecommunications technology (Anyen, 2015, p.70). 
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