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[bookmark: _Toc131358119]History and background of Vodafone:
Vodafone UK is a telecommunications company headquartered in London, United Kingdom. It is a subsidiary of Vodafone Group Plc, a British multinational telecommunications conglomerate, and is part of its European cluster (Vodafone UK, n.d.). The company was founded in 1985 as Racal Telecom, a subsidiary of Racal Electronics. In 1991, Racal Telecom was renamed Vodafone Group Plc, which was later demerged into two companies in 1999, with Vodafone UK becoming a separate entity. Since its inception, the firm has been committed to providing high-quality telecommunications services to its customers (Vodafone UK, n.d.). Its mission statement is to connect people, businesses, and communities in a way that is both reliable and innovative. The company aims to achieve this by focusing on customer satisfaction, employee engagement, and sustainable growth, also committed to being a responsible corporate citizen and is actively involved in various social and environmental initiatives, such as reducing its carbon footprint, promoting digital inclusion, and supporting local communities (Vodafone UK-Our commitments, n.d.).
Vodafone UK has developed through time into one of the top telecom companies in the nation, providing a variety of goods and services like mobile and fixed-line communications, broadband, and TV services (Vodafone UK-Our mission and values, n.d.). To address the changing demands of its clients, the business has also been at the forefront of innovation, launching cutting-edge products and services like 5G, IoT, and cloud computing. A strong brand identity and a devoted client base have been developed by Vodafone UK thanks to its dedication to innovation, consumer happiness, and social responsibility (Vodafone UK-Products and services, n.d.)
[bookmark: _Toc131358120]Segmentation, Targeting, and Positioning (STP) Strategies of Vodafone UK:
Segmentation, targeting, and positioning (STP) strategies are essential marketing concepts that businesses use to divide their target markets into smaller, more manageable groups. These strategies help businesses identify and target specific customer segments with the right products, marketing messages, and pricing strategies. Effective STP strategies can help businesses improve their market share, customer loyalty, and profitability (Kotler, 1989).
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(Essam, 2021)
[bookmark: _Toc131358121]Segmentation:
The corporation uses various segmentation variables to subdivide the market, including demographic, psychographic, and behavioral characteristics. The company targets different age groups with different marketing messages and products (Vodafone UK, 2021). Exploring each of these segmentation variables in more detail:
[bookmark: _Toc131358122]Demographic segmentation:
By using demographic segmentation, the market is divided into groups according to demographic characteristics like age, gender, income, education, and occupation. Vodafone UK use demographic segmentation to target specific groups based on their needs and preferences (Lamb et al., 2019).
For example, the association targets young adults with its Vodafone Youth Plan, which offers unlimited data and social media usage, it targets young professionals who have high disposable income and use smartphones extensively for both work and leisure (Armstrong & Kotler, 2017).
[bookmark: _Toc131358123]Psychographic segmentation:
By using psychographic segmentation, the market is divided into groups according to each group's personality, values, attitudes, and way of life. Vodafone UK use psychographic segmentation to understand the needs and preferences of its target customers. (Kotler et al., 2019)
The company target customers who value convenience and simplicity, offering them easy-to-use mobile plans and services that make their lives easier. Vodafone family plans offer shared data allowances and parental controls. 
[bookmark: _Toc131358124]Behavioural segmentation:
The process of segmenting a market based on consumer behaviour, such as usage rate, brand loyalty, and customer happiness, entails creating groups within the market. Vodafone UK use behavioral segmentation to identify customers who are heavy users of mobile services and are more likely to be loyal to the brand. For example, offering loyalty programs and incentives to these customers to encourage them to stay with Vodafone UK (Mangold & Faulds, 2009). 
One industry example of how the business uses segmentation is through its "Red" plan, which targets heavy data users. This plan offers unlimited data, minutes, and texts to customers who use their smartphones heavily (Vodafone UK, 2022). This plan is an example of behavioural segmentation, as Vodafone UK is targeting customers who are heavy users of mobile services.

[bookmark: _Toc131358125]Critically Analysing Current Targeting, and Positioning Strategies of the company:
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(Baldock, 2022)
Vodafone UK is one of the leading telecommunications companies in the United Kingdom. Its current targeting and positioning strategies are focused on offering high-quality mobile network services and innovative solutions that cater to the needs of its target customers. Let's explore these strategies in more detail:
[bookmark: _Toc131358126]Targeting strategy:
The firm targets a range of customer segments based on various factors such as age, usage behavior, and technology adoption. The company has identified key customer groups, such as young adults, families, and business customers, and develops products and services that are tailored to meet their specific needs (Lancaster and Reynolds, 2005).
 For example, the company targets young professionals who use smartphones extensively and have a high disposable income with its "Red" plan that offers unlimited data, minutes, and texts. Additionally, Vodafone UK targets families who want to stay connected with each other or students who need affordable data plans for their studies (Fuchs et al., 2015).
[bookmark: _Toc131358127]Positioning strategy:
Vodafone UK positions itself as a provider of reliable, high-quality mobile network services and innovative solutions that cater to the needs of its target customers. The company focuses on its network coverage, data speeds, and customer service to differentiate itself from its competitors. Additionally, Vodafone UK positions itself as a provider of innovative services and products, such as Internet of Things (IoT) solutions or mobile payment services. (Homburg et al., 2009)
The segmentation, targeting, and positioning (STP) theory is supported by the current targeting and positioning tactics Vodafone UK has undertaken. The STP strategy entails segmenting the market into various groups, choosing one or more of these groups as the target segments, and creating a special value offer for each group. The business targets specific customer segments based on their needs and preferences and positions itself as a provider of high-quality mobile network services and innovative solutions that cater to their needs (Kotler & Keller, 2016) (Lal & Knoop, 2017).
One industry example of how Vodafone UK has successfully implemented its targeting and positioning strategies is through its IoT solutions for businesses. Vodafone UK offers IoT solutions that help businesses to improve their operations and reduce costs, such as asset tracking, fleet management, and energy management. This is an example of effective targeting and positioning, as Vodafone UK has identified a specific market segment (businesses) that have a need for IoT solutions and positioned itself as a provider of innovative solutions that cater to their needs (Lal & Knoop, 2017).
However, it is worth noting that Vodafone UK operates in a highly competitive market, with competitors such as EE, O2, and Three. Therefore, Vodafone UK must continually adapt and improve its targeting and positioning strategies to remain competitive and meet the changing needs and preferences of its target customers (Morschett, 2015).

Vodafone UK's segmentation, targeting, and positioning strategies have been successful in helping the company establish a strong market position and brand identity in the UK telecommunications industry. By continuously adapting to the changing needs of its customers and investing in innovative technologies and services, Vodafone UK is well-positioned to maintain its market leadership and drive sustainable growth in the future (Keller, 2016).

[bookmark: _Toc131358128]Marketing mix strategies of Vodafone (4Ps/7Ps):
Vodafone UK, as a leading telecommunications company, has implemented an effective marketing mix strategy that involves the four Ps: product, price, place, and promotion. In addition, they also include the three Ps: people, process, and physical evidence, to provide a comprehensive approach to marketing.
[bookmark: _Toc131358129]Product: The mobile company offers a wide range of products and services, including mobile and fixed-line communications, broadband, and TV services. The company's product strategy involves offering various product bundles to meet the diverse needs of its customers. For instance, it offers pay-as-you-go plans, SIM-only plans, and pay monthly plans for its mobile services. The company also offers a range of handsets and tablets from various manufacturers, including Apple, Samsung, and Google. Vodafone UK's product strategy is focused on delivering high-quality products with reliable network coverage and excellent customer service (Vodafone UK-Products and Services).
[bookmark: _Toc131358130]Price: Vodafone UK's pricing strategy is based on a combination of factors, including market demand, competition, and product differentiation. The company offers various pricing plans to meet the diverse needs of its customers, including pay-as-you-go plans, SIM-only plans, and pay monthly plans. The prices for its mobile services vary depending on the type of plan and the amount of data, minutes, and texts included. Vodafone UK's broadband and TV services are also priced competitively to attract customers. The company's pricing strategy is aimed at offering affordable services without compromising on quality (Vodafone UK-Pricing Plans).
[bookmark: _Toc131358131]Place: The firm makes its products and services available to customers through multiple channels. Customers can purchase its products and services through its website, retail stores, and authorized dealers. The company has over 400 retail stores across the UK, making its products and services easily accessible to customers. In addition, Vodafone UK has partnered with various retailers and supermarkets to offer its products and services to customers in convenient locations. The company also offers online services, including online account management and bill payments, to enhance the customer experience (Vodafone UK-Where to Buy).
[bookmark: _Toc131358132]Promotion: Vodafone UK's promotional strategy involves a combination of advertising, sales promotions, public relations, direct marketing, personal selling, and social media marketing. The company uses various advertising channels, including TV, print, and online media, to promote its products and services. Vodafone UK also offers sales promotions, such as discounts and free gifts, to attract customers. The company uses public relations to build its brand image and establish its reputation as a responsible corporate citizen. Direct marketing, such as email marketing and SMS marketing, is also used to communicate with customers. Their social media marketing strategy involves engaging with customers through various social media platforms, including Facebook, Twitter, and Instagram. The company's integrated marketing communications strategy is aimed at delivering a consistent message to its target market and enhancing the customer experience (Vodafone UK-Promotions).
[bookmark: _Toc131358133]People: Vodafone UK places a strong emphasis on the quality of its people, recognizing that they are a key asset in delivering high-quality products and services to its customers. They invest in training and development programs to ensure that their employees have the skills and knowledge they need to provide excellent customer service. They also provide a positive work environment that encourages employee engagement and satisfaction (Vodafone UK-Our People).
[bookmark: _Toc131358134]Process: Vodafone UK places a strong emphasis on the quality of its processes, recognizing that efficient and effective processes are essential in delivering high-quality products and services to its customers. They continuously review and improve their processes to ensure that they are streamlined and effective. They also provide online tools and resources to make it easy for customers to manage their accounts and use their products and services (Vodafone UK-Our Processes).
[bookmark: _Toc131358135]Physical Evidence: The company places a strong emphasis on the quality of its physical evidence, recognizing that the appearance and functionality of its stores and website are essential in delivering a positive customer experience. They invest in the design and layout of their retail stores to ensure that they are welcoming and easy to navigate. They also provide a user-friendly website that makes it easy for customers to find the information they need and purchase products and services (Vodafone UK-Our Physical Evidence).
Vodafone UK's marketing mix strategy is well-designed and effective, catering to the needs and expectations of its diverse customer base. They offer high-quality products and services at competitive prices, make them available through a variety of channels, and use a variety of promotional activities to communicate with their target market. Vodafone UK also utilizes personal selling in the form of in-store and call center customer service representatives who can assist customers with their inquiries and provide personalized recommendations for their communication needs. 
Current marketing mix strategies effectively cater to the diverse needs and preferences of its target market, while also ensuring high-quality products and services, competitive pricing, convenient availability, and personalized customer service.
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(Taylor, 2023)
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