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[bookmark: _Toc236173915]Executive Summary
This report evaluates VodafoneThree’s strategic position following the Vodafone UK–Three UK merger and identifies sustainable growth opportunities within the highly competitive UK telecommunications market. The analysis recommends a value-centred digital ecosystem strategy, using its network investment, technological capabilities, and customer base to develop digital services beyond traditional connectivity. Rather than making competitive confrontation the primary mechanism of growth, the strategy focuses on understanding customer needs, developing distinctive organisational capabilities and creating long-term value for stakeholders. Evaluation through Ansoff, the resource-based view, dynamic capabilities, and SAF, supported by stakeholder analysis, indicates that the proposed strategy is suitable, feasible and acceptable. Successful implementation will depend on effective integration, innovation, customer insight, and continuous adaptation.

[bookmark: _Toc236173916]1. Introduction
Vodafone Group is one of the world’s leading telecommunications companies, providing mobile and fixed connectivity, digital services, Internet of Things (IoT) solutions and business communications across Europe and Africa. Established in 1984, the company has evolved from a mobile network operator into a technology-driven organisation focused on enabling digital transformation for individuals, businesses, and public institutions. Vodafone’s purpose, “Connecting for a Better Future,” reflects its commitment to using technology to improve people’s lives while supporting economic growth and sustainable development (Vodafone, 2026).
In the United Kingdom, Vodafone is undergoing one of the most significant strategic transformations in its history. The merger with Three UK, creating VodafoneThree, represents more than an increase in market share; it provides an opportunity to reshape organisational capabilities, expand digital infrastructure and strengthen long-term strategic resilience. Supported by a planned £11 billion investment over the next decade, the newly formed organisation aims to deliver the UK’s leading standalone 5G network while accelerating innovation in areas such as artificial intelligence, smart cities, and connected industries (Vodafone, 2026).
Vodafone’s strategic direction is shaped by values that emphasise customer focus, innovation, speed, integrity, and collaboration. In a dynamic, technology-driven environment, however, sustainable success depends not only on responding to competition but also on consistently creating value for customers, employees, partners, and wider society. This report therefore argues that, while competition defines the context in which VodafoneThree operates, long-term advantage is more likely to come from developing distinctive capabilities, anticipating changing customer needs, and creating sustainable value than from direct competitive confrontation. On this basis, the report evaluates VodafoneThree’s strategic position and proposes a growth strategy designed to strengthen long-term resilience, innovation, and stakeholder value creation.

[bookmark: _Toc236173917]2. Understanding the Strategic Environment: From Competitive Pressure to Strategic Opportunity
VodafoneThree enters the UK telecommunications market at a critical point of transformation. The merger between Vodafone UK and Three UK creates the largest mobile network operator in the United Kingdom, providing significant opportunities through increased scale, infrastructure investment, and technological capability (VodafoneThree, 2025; CMA, 2025). However, operating within a mature telecommunications market means that growth cannot be achieved simply through increasing customer numbers or market share. The strategic challenge is therefore to convert the resources created by the merger into distinctive capabilities and sustainable value for customers, businesses, and wider society.
Strategic management literature suggests that sustainable competitive advantage is rarely achieved through resources alone. Rather, organisations must develop capabilities that enable them to deploy resources effectively and adapt to changing environmental conditions (Barney, 1991; Teece, Pisano and Shuen, 1997). Understanding VodafoneThree’s position therefore requires consideration of both the competitive structure of the industry and the strategic implications arising from it.
[bookmark: _Toc236173918]2.1 The UK Telecommunications Landscape
The UK telecommunications industry is characterised by elevated levels of competition, significant infrastructure requirements, and rapid technological change (Ofcom, 2025a; CMA, 2025). Major competitors, including BT/EE and Virgin Media O2, compete through network quality, pricing and bundled digital services. As a result, traditional sources of differentiation, particularly basic mobile connectivity, are increasingly difficult to sustain.
In such an environment, competing primarily through price can create pressure on margins without producing meaningful long-term differentiation. Porter (1985, p.11) argues that organisations can pursue different routes to competitive advantage through cost leadership, differentiation, or focus, requiring an obvious choice regarding the type of advantage and strategic scope. Therefore, competitive strategy should seek a distinctive position based on superior value rather than simply responding to competitors. For the business, the post-merger opportunity therefore lies not only in becoming a larger telecommunications provider, but in using its increased scale and capabilities to develop a differentiated digital ecosystem (CMA, 2025).
The strategic significance of connectivity is also expanding. Telecommunications infrastructure increasingly supports economic activity, healthcare, education, remote working and emerging technologies such as artificial intelligence, the Internet of Things (IoT), and smart cities (Department for Digital, Culture, Media, and Sport, 2023). VodafoneThree’s performance should therefore be considered not only in terms of market share, but also in terms of its ability to enable wider digital transformation.
[bookmark: _Toc236173919]2.2 Porter’s Five Forces Analysis
Porter’s Five Forces framework provides insight into the competitive dynamics shaping the UK telecommunications industry (Porter, 1980).
Competitive rivalry is high, reflecting fierce competition between established operators such as BT/EE and Virgin Media O2. Providers compete through pricing, network performance, and additional digital services (Ofcom, 2025b), increasing the need for meaningful differentiation.
Buyer power is high because customers can compare providers easily and switch when perceived value declines (Ofcom, 2025b). Customer experience, trust, and retention are therefore strategically important.
The threat of substitutes is moderate. Alternative technologies, including Wi-Fi-based communication and emerging satellite connectivity, may challenge aspects of traditional telecommunications while also creating opportunities for broader digital ecosystems (Ofcom, 2025a).
Supplier power is moderate, reflecting the company’s dependence on technology providers, infrastructure partners, and specialised suppliers. Effective partnerships will therefore remain important to innovation and service delivery.
The threat of new entrants is low because telecommunications infrastructure requires substantial investment and regulatory approval (CMA, 2025). Nevertheless, technological change means that competitive pressure may increasingly originate from digital platforms and technology companies rather than traditional network operators.
Overall, the Five Forces analysis indicates that VodafoneThree operates within an industry where direct competitive pressure is persistent and where traditional connectivity offers limited scope for sustainable differentiation. The strategic response should therefore be to develop capabilities that allow the organisation to create distinctive value rather than simply intensify existing competitive pressures.
[bookmark: _Toc236173920]2.3 Strategic Implications
The analysis indicates that VodafoneThree’s main strategic challenge is not the absence of resources, but how effectively it converts them into capabilities and value. Although the merger provides scale, infrastructure and financial capacity, these assets do not automatically produce sustainable competitive advantage.
The organisation should therefore move beyond a traditional growth model focused on market share and direct rivalry. Instead, it should build capabilities that help it anticipate changing customer needs, support continuous innovation, and create value across a broader digital ecosystem.
The strategic opportunity is therefore to shift from competing primarily for position within an existing telecommunications market towards a value-centred growth approach, in which competitive advantage emerges as an outcome of superior capabilities, innovation and stakeholder value creation.

[bookmark: _Toc236173921]3. Strategic Growth Options and Proposed Strategy: Building a Value-Centred Digital Ecosystem
The previous analysis shows that, after the merger, the company operates in a highly competitive and rapidly changing technological environment. Although the merger between Vodafone UK and Three UK strengthens its scale, customer reach and infrastructure, these resources alone are not enough to ensure sustainable growth. The key strategic challenge is to turn these resources and capabilities into distinctive sources of value.
Strategic growth decisions require organisations to consider not only available market opportunities but also their ability to exploit them effectively. The proposed strategy consequently depends on VodafoneThree’s capacity to transform technological assets into meaningful customer and stakeholder value. Six capabilities are particularly important:
· customer insight and experience, enabling the organisation to understand and respond to changing customer needs; 
· digital innovation, transforming 5G, AI and IoT technologies into practical solutions;
· organisational learning and adaptability, allowing experimentation and continuous improvement; 
· post-merger integration, aligning systems, processes, people and cultures;
·  ecosystem partnership, enabling collaboration with technology providers, businesses and public organisations; 
·  responsible innovation, ensuring that technological development is supported by cybersecurity, accessibility, digital inclusion and trust.
These capabilities reflect the dynamic capabilities perspective, whereby competitive advantage depends not simply on possessing resources but on the ability to integrate, renew and reconfigure them as circumstances change (Teece, 2007). The organisation’s distinctive advantage should therefore lie not simply in owning technology that competitors can also access, but in developing the organisational capability to convert technology, knowledge, and relationships into sustainable value.
The Ansoff Matrix provides a framework for evaluating potential growth directions by considering existing and new products and markets (Ansoff, 1957). For VodafoneThree, the four options are market penetration, market development, product development, and diversification.
[bookmark: _Toc236173922]3.1 Evaluation of Strategic Growth Options
· A market penetration strategy would aim to increase the company’s share of the existing telecommunications market by attracting new customers, improving retention, and enhancing service quality. While this option involves insignificant risk, its potential for transformation is limited by the maturity of the UK telecommunications sector. A primary focus on existing customers could also intensify the price-based competition identified earlier.
· Market development could provide opportunities by extending connectivity solutions into underserved geographical areas or new customer segments. The merger’s increased infrastructure capability may support greater coverage and digital inclusion, particularly in communities where connectivity remains limited (VodafoneThree, 2025). However, competitors are likely to pursue similar opportunities, potentially limiting differentiation.
· Product development represents a stronger strategic opportunity. Rather than treating connectivity as the final product, VodafoneThree could develop complementary digital services, including AI-enabled customer solutions, IoT applications, private 5G networks, cybersecurity services, and smart infrastructure solutions. This approach would allow the organisation to move beyond traditional connectivity and become a broader digital ecosystem partner.
· Diversification into entirely unrelated industries would involve greater uncertainty and risk. Given the scale of post-merger integration, strategic focus should remain on opportunities where the group can leverage existing resources and capabilities.
Accordingly, product development combined with elements of market development represents the most appropriate strategic direction. It provides opportunities to use existing strengths while creating new sources of customer and stakeholder value without unnecessarily increasing strategic risk.
[bookmark: _Toc236173923]3.2 Proposed Strategy: VodafoneThree as a Value-Centred Digital Ecosystem
This report proposes that the merged group adopt a value-centred digital ecosystem strategy. Its central principle is that sustainable competitive advantage should emerge from the organisation’s ability to continuously create meaningful value rather than from competitive confrontation alone.
The strategy would reposition it from a connectivity provider towards an organisation that enables digital transformation across society. Its 5G infrastructure, technological expertise and enlarged customer base provide a foundation for developing solutions that address commercial and societal needs (VodafoneThree, 2025).
For individual customers, this could include more personalised digital experiences, improved accessibility, AI-supported services, and solutions that simplify everyday connectivity. For businesses, the operator could strengthen its role as a technology partner through IoT infrastructure, private networks, cloud connectivity, and cybersecurity services. For communities and public institutions, it could contribute to smart city development, healthcare innovation, and digital inclusion.
This strategic direction aligns with Porter’s (1985) differentiation strategy, which argues that competitive advantage comes from creating value customers perceive as distinctive and meaningful. However, the company would not depend on individual product features for differentiation. Instead, its advantage would come from an integrated ecosystem of services, capabilities, and relationships.
The approach is also consistent with the logic of creating new sources of value beyond conventional industry boundaries (Kim and Mauborgne, 2005). Its opportunity is therefore not simply to become another telecommunications competitor, but to expand the role of connectivity within a digitally connected society.
[bookmark: _Toc236173924]3.3 Strategic Alignment with VodafoneThree’s Capabilities and Values
The proposed strategy is consistent with Vodafone’s focus on customer experience, innovation, and sustainable development (Vodafone, 2026). The merger provides significant infrastructure and financial resources, but their strategic value depends on the organisation’s ability to develop and deploy the capabilities required to use them effectively.
The dynamic capabilities perspective emphasises that successful organisations must sense emerging opportunities, seize them through investment and innovation, and transform their capabilities as environmental conditions change (Teece, 2007). Its ability to integrate networks, understand customer needs and develop new digital services will therefore be critical to converting the merger into strategic value.
The strategy also reflects a stakeholder-oriented perspective of strategic management. Rather than defining success solely through financial performance or market position, Vodafone Three can strengthen long-term resilience by generating value for customers, employees, business partners, and wider society (Freeman, 1984, p.46).
Consequently, the recommended strategy represents more than a growth initiative. It represents a shift in strategic logic: from competing primarily for position within an existing market towards creating new possibilities within a wider digital ecosystem. By placing value creation at the centre of strategic decision-making, the newly integrated company can allow competitive advantage to emerge from organisational capability, innovation, and stakeholder trust.

[bookmark: _Toc236173925]4. Strategy Evaluation: Assessing the Value-Centred Digital Ecosystem Strategy
[bookmark: _Toc236173926]A promising growth opportunity is insufficient on its own; the proposed strategy must also be evaluated against organisational capabilities, external conditions, and stakeholder expectations. The SAF framework assesses strategic choices through three criteria: suitability, feasibility, and acceptability (Johnson, Scholes, and Whittington, 2008). The strategy is therefore examined against these criteria to determine whether it provides an appropriate post-merger direction.
4.1 Suitability
Suitability considers whether a strategy addresses the opportunities and challenges identified through strategic analysis. The company operates within a mature telecommunications market characterised by intense rivalry, technological change, and evolving customer expectations (Ofcom, 2025a). A strategy based primarily on price competition or further increasing market share would therefore offer limited opportunities for sustainable differentiation.
The proposed digital ecosystem strategy is suitable because it responds directly to these conditions by extending the organisation’s role beyond traditional connectivity. Developing solutions in areas such as artificial intelligence, IoT, private 5G networks, cybersecurity and smart infrastructure can create additional sources of growth while reducing reliance on highly competitive mobile services.
The strategy also reflects the changing societal role of connectivity. Digital infrastructure increasingly supports economic participation, healthcare, education, and business innovation (Ofcom, 2025a). Positioning VodafoneThree as an enabler of digital transformation therefore provides strategic alignment between market development and wider societal needs.
From a resource-based perspective, its infrastructure, enlarged customer base and investment capacity represent valuable strategic resources (Barney, 1991). However, the proposed strategy recognises that resources alone are insufficient: their value depends on the organisation’s ability to transform them into distinctive capabilities. Suitability therefore derives not only from the resources available, but from how effectively it can use those resources to respond to changing conditions.
[bookmark: _Toc236173927]4.2 Feasibility
Feasibility considers whether sufficient resources, capabilities and organisational capacity exist to implement the strategy. The merger provides a substantial foundation through increased network scale, financial resources, and technological capability. The planned £11 billion investment programme further supports the infrastructure required for expanded 5G capabilities and digital services (Vodafone Three, 2025).
Vodafone’s existing experience in enterprise connectivity, IoT solutions and telecommunications operations also provide relevant knowledge that can support implementation (Vodafone, 2026). However, feasibility extends beyond financial and technological resources. Post-merger integration presents a significant organisational challenge, requiring alignment of systems, processes, cultures, and workforce capabilities.
Without effective integration, there is a substantial risk directing excessive organisational attention towards internal restructuring rather than customer and market value creation. The organisation should therefore invest in employee development, knowledge sharing, and organisational learning alongside technological investment. This reflects the dynamic capabilities perspective, which emphasises the need to continually renew and reconfigure organisational competencies as environments change (Teece, 2007).
[bookmark: _Toc236173928]The feasibility assessment assumes that regulatory conditions remain stable enough to support implementation, merger integration proceeds broadly as planned, and the company retains the financial capacity to meet its investment commitments. These assumptions should be monitored throughout implementation rather than treated as fixed.
4.3 Acceptability
Acceptability considers whether the expected outcomes of the strategy are consistent with the expectations of key stakeholders, including customers, shareholders, employees, business partners, and wider society.
For shareholders, the strategy could create long-term value through revenue diversification, operational efficiencies, and a stronger market position. Although it requires substantial investment, higher-value digital services could reduce reliance on highly competitive mobile pricing and open new revenue opportunities.
For customers, the strategy could create value through stronger connectivity, more personalised experiences, and innovative digital services. Since customers can switch providers when perceived value declines, trust, reliability, and service experience are essential for retention (Ofcom, 2025b).
Employees may benefit from opportunities to develop digital skills and participate in emerging technology initiatives. However, merger integration and organisational transformation may also generate uncertainty. Transparent communication, training, and employee involvement will therefore be essential to maintaining engagement.
For wider society, the strategy offers potential benefits through improved connectivity, digital inclusion and technologies that support communities and businesses. This aligns with stakeholder theory, which argues that sustainable organisational success depends on considering the interests of multiple stakeholder groups rather than focusing exclusively on shareholder returns (Freeman, 1984).
[bookmark: _Toc236173929]4.4 Strategic Evaluation Summary
The SAF assessment indicates that the proposed value-centred digital ecosystem strategy is suitable, feasible and acceptable. It is suitable because it responds to competitive pressure and technological change; feasible because of the substantial infrastructure, investment capacity, and relevant capabilities; and acceptable because it offers potential value to customers, employees, shareholders, partners, and wider society.
Nevertheless, feasibility and long-term success depend on VodafoneThree’s ability to convert merger-related resources into organisational capabilities while maintaining strategic focus throughout integration. The central challenge is therefore not simply to become a larger telecommunications organisation, but to become a more adaptive, innovative and value-creating one.
The evaluation supports the report’s central argument: competitive advantage does not have to rely on direct rivalry. Instead, it can result from an organisation’s ability to understand evolving needs, build distinctive capabilities, and create lasting value within its wider ecosystem.

[bookmark: _Toc236173930]5. Stakeholder Analysis and Engagement Strategy
Strategic transformation in a telecommunications provider cannot be assessed solely through financial performance or competitive position. Stakeholder theory emphasises that sustainable value creation requires organisations to consider the interests of groups that affect, or are affected by, strategic decisions (Freeman, 1984). The proposed value-centred digital ecosystem therefore treats stakeholder relationships as a core element of strategy rather than a separate responsibility.
Customers are central because adoption, trust and retention determine commercial success. Improved network performance, personalised services, and digital accessibility can increase customer value, while continuous feedback and co-creation can ensure that innovation responds to genuine needs. Employees are equally important because transformation requires new digital skills and organisational adaptability following the merger. Training, transparent communication and employee involvement should reduce uncertainty and strengthen organisational capability.
Shareholders can benefit from long-term growth, operational efficiencies, and stronger market positioning, although substantial investment may create tension between short-term returns and long-term capability development. Technology providers, enterprise customers, and strategic partners are also important because the proposed ecosystem requires collaboration to deliver IoT, smart infrastructure and enterprise connectivity. Wider communities can benefit from improved connectivity and digital inclusion, strengthening VodafoneThree’s social legitimacy and contribution to economic development.
Mendelow’s Matrix offers a framework for prioritising stakeholder engagement based on power and interest (Mendelow, 1981). High-power, high-interest stakeholders, such as shareholders, regulators, major business customers, and senior employees, should be managed closely through regular communication and involvement in strategic decisions. Customers also require active engagement, as their collective influence through switching and purchasing behaviour directly affects commercial outcomes (Ofcom, 2025b). Communities and other stakeholders with lower immediate power but strong long-term interest should be kept informed and engaged through inclusion and sustainability initiatives.
Accordingly, engagement should focus on continuous customer feedback and co-creation; employee consultation, training, and transparent merger communication; regular investor reporting on financial and strategic KPIs; and collaborative partnerships supporting digital inclusion, smart infrastructure, and responsible innovation. This approach positions stakeholder engagement as a strategic capability through which the company can build trust, learn from its environment, and strengthen long-term value creation.

[bookmark: _Toc236173931]6. Implementation and Monitoring: Translating Strategic Vision into Action
Successful strategic transformation depends not only on selecting an appropriate strategy but also on translating it into measurable actions. For the merged organisation, implementation should balance post-merger integration, technological development, and stakeholder value creation. The following plan identifies three strategic objectives, the principal actions required and measurable indicators of progress.
	Strategic objective
	Key actions
	Key Performance Indicators (KPIs)

	1. Build an integrated organisational foundation
	Integrate operational systems and network infrastructure; align processes and organisational cultures; establish transparent internal communication; provide employee training; identify efficiency opportunities.
	Integration milestones achieved; employee engagement scores; operational efficiency improvements; progress towards planned cost synergies.

	2. Develop digital ecosystem capabilities
	Expand 5G-enabled consumer and business services; develop IoT, cybersecurity and enterprise connectivity solutions; establish partnerships with technology providers and public organisations; strengthen customer insight and innovation capabilities.
	Adoption of new digital services; revenue from non-traditional connectivity solutions; number and performance of strategic partnerships; innovation outcomes; customer satisfaction.

	3. Increase customer and stakeholder value
	Improve personalised customer experiences; expand accessibility and digital inclusion initiatives; establish continuous feedback and co-creation mechanisms; monitor stakeholder trust and perceptions.
	Net Promoter Score (NPS); customer retention; complaint levels; digital inclusion outcomes; stakeholder satisfaction and trust indicators.



[bookmark: _Toc236173932]6.1 Monitoring and Strategic Adaptation
Implementation should not be treated as a fixed or linear process. The merged organisation operates in a technological and competitive environment that requires ongoing monitoring and adaptation. Dynamic capabilities theory emphasises that organisations must continually sense environmental change, renew resources, and reconfigure capabilities as circumstances evolve (Teece, 2007). VodafoneThree should therefore hold regular strategic reviews involving senior leaders, employees, and relevant stakeholders. These reviews should assess performance against KPIs while also considering emerging customer needs, technological developments, regulatory changes, and new risks. If outcomes differ from expectations, management should adjust initiatives rather than continue with actions simply because they were included in the original strategy.
This adaptive approach is especially important after a major merger. Strategic success should be assessed not only by whether the new organisation delivers its planned investments, but also by whether it develops the capabilities needed to learn from implementation and respond to emerging insights. Monitoring should therefore assess not just whether the strategy is being followed, but whether it continues to create meaningful value. This reinforces the report’s central argument: sustainable competitive advantage can emerge when an organisation understands changing needs, builds distinctive capabilities, and adapts continuously to create value for customers and stakeholders.

7. Conclusion
VodafoneThree is entering a defining stage in its strategic development. The merger between Vodafone UK and Three UK provides significant advantages in scale, infrastructure, and investment capacity, but these resources alone will not guarantee sustainable growth. The analysis demonstrates that, within a mature and highly competitive telecommunications market, long-term success should not depend primarily on increasing market share or responding directly to competitors but on transforming its resources into distinctive organisational capabilities that generate meaningful and sustainable value.
The proposed value-centred digital ecosystem strategy positions the organisation to move beyond the traditional role of a telecommunications provider and become an enabler of digital transformation for customers, businesses, and communities. By combining infrastructure investment with customer insight, digital innovation, organisational learning, ecosystem partnerships and responsible innovation, the organisation can create differentiation through value rather than through competition alone.
The SAF evaluation indicates that the strategy is suitable, feasible and acceptable, while the stakeholder analysis demonstrates the importance of aligning commercial objectives with wider societal value. Implementation should therefore remain measurable but adaptive, allowing Vodafone Three to learn from customers, employees, partners, and the changing environment.
[bookmark: _Toc236173933]This report shows that competitive advantage should not be understood solely as outperforming rivals. It can also develop from recognising customer and stakeholder needs, building distinctive capabilities, and creating consistent value. For the merger, long-term growth should therefore be measured not only by its scale as a telecommunications provider, but also by its ability to become one of the UK’s most trusted, valuable, and adaptable digital partners.
8.Reference
1.Ansoff, H. I. (1957). Strategies for Diversification. Harvard Business Review, 35(5), 113–124. Available at:  Strategies for Diversification. - EBSCO (Accessed:23 June2026)
2.Barney, J., 1991. Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1), pp. 99-120. Available at: Firm Resources and Sustained Competitive Advantage - ProQuest (Accessed:27 June 2026)
3.Competition and Markets Authority (2025) Vodafone / CK Hutchison JV merger inquiry. Available at: Vodafone / CK Hutchison JV merger inquiry - GOV.UK (Accessed: 28 July 2026).
4.Department for Digital, Culture, Media, and Sport (2023) Ensuring future wireless connectivity needs are met. London: Department for Digital, Culture, Media, and Sport. Available at: Ensuring future wireless connectivity needs are met - GOV.UK (Accessed: 25 July 2026).
5.Freeman, R.E. (1984) Strategic Management: A Stakeholder Approach. Boston, MA: Pitman.
6.Johnson, G., Scholes, K., and Whittington, R. (2008) Exploring Corporate Strategy: Text & Cases. 8th edn. Harlow: Financial Times Prentice Hall.
7.Kim, W. C., and Mauborgne, R. (2005). Blue Ocean Strategy: From Theory to Practice. California Management Review, 47(3), 105-121. Available at: Blue Ocean Strategy: From Theory to Practice - W. Chan Kim, 2005 (Accessed: 25 July 2026).
8.Mendelow, A.L. (1981) ‘Environmental Scanning--The Impact of the Stakeholder Concept’, ICIS 1981 Proceedings, Paper 20. Available at: "Environmental Scanning--The Impact of the Stakeholder Concept" by A. L. Mendelow (Accessed: 27 July 2026).
9.Ofcom (2025a) Connected Nations 2025. London: Ofcom. Available at: Connected Nations 2025 (Accessed: 28 June 2026).
10.Ofcom (2025b) Pricing and Consumer Engagement Report 2025. London: Ofcom. Available at: Pricing and consumer engagement report (Accessed: 28 June 2026).
11.Porter, M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press.
12.Porter, M.E. (1980) Competitive Strategy: Techniques for Analysing Industries and Competitors. New York: Free Press.
13.Teece, D.J., Pisano, G. and Shuen, A. (1997) “Dynamic capabilities and strategic management”. Strategic Management Journal, 18(7), pp. 509-533. Available at: Dynamic capabilities and strategic management (Accessed: 29 June 2026).
14.Teece, D.J. (2007) ‘Explicating dynamic capabilities: the nature and micro foundations of (sustainable) enterprise performance’, Strategic Management Journal, 28(13), pp. 1319–1350. Doi: 10.1002/smj.640. Available at: Explicating dynamic capabilities: the nature and microfoundations of (sustainable) enterprise performance - Teece - 2007 - Strategic Management Journal - Wiley Online Library (Accessed: 26 July 2026)
15.Vodafone Group Plc (2026) Annual Report 2026. London: Vodafone Group Plc. Available at: Vodafone 2026 Annual Report (Accessed: 26 June 2026).
16.VodafoneThree (2025) Completion of Vodafone and Three merger in the UK. Available at: Completion of Vodafone and Three merger in the UK - Building the UK's Best Network | Vodafone Three (Accessed: 27 June 2026).


image2.png




image3.png
Prifysgol Cymru
Y Drindod Dewi Sant
L)/ University of Wales

Trinity Saint David




image1.png




