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1. [bookmark: _Toc214185666]Introduction and Mission

Virgin Media O2 was established in 2021 through the merger of Virgin Media and O2 UK, reflecting wider consolidation trends in European telecommunications (Genakos, Valletti & Verboven, 2018).  Jointly owned by Liberty Global and Telefónica, and headquartered in Reading, the firm provides integrated mobile, broadband, television, and enterprise services (Noam, 2018). With over 47 million connections, Virgin Media O2 competes within an oligopolistic UK market dominated by BT Group and Vodafone (Cave & Martin, 2010; Curwen & Whalley, 2021).
The company’s primary products include superfast fibre broadband, 5G mobile services, and entertainment bundles. Its flagship offerings—O2 Pay Monthly plans, Volt bundles, and Virgin TV—are designed to deliver seamless connectivity and digital experiences across households and enterprises (CB Insights, 2025). Virgin Media O2’s market position is strong, with significant infrastructure ownership and a growing fibre footprint, yet it faces challenges in rural coverage and customer service consistency (Srinuan & Srinuan, 2023).
To understand Virgin Media O2’s operational dynamics, the 4V framework—Volume, Variety, Velocity, and Value—is applied: Table 1 summarises the framework 
[image: A diagram of a variety of values
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                                            Figure:1 4V analysis for CCEP


Table 1 : 4 VS analysis Virgina Media
	Dimension
	Description
	Example

	Volume
	High transaction volume across mobile and broadband
	Over 6.4 million fibre premises (Virgin Media O2, 2024).

	Variety
	Diverse service portfolio: mobile, broadband, TV, IoT
	Volt bundles, O2 Business, Virgin Stream (Murugesh & Kavitha, 2022).

	Velocity
	Swift service execution and optimized data consumption.
	5G rollout and real-time streaming (KPMG, 2025).

	Value
	High customer value through bundling and loyalty
	Priority rewards, Volt discounts, double data offers (Chen, Mandler & Meyer-Waarden, 2021).



This report aims to create a strategic marketing plan focused on boosting Virgin Media O2’s revenue and market presence. It will assess internal and external factors affecting performance and outline practical initiatives to strengthen customer engagement, improve operational effectiveness, and enhance brand positioning.
The report focuses on four key marketing pillars:
· Segmentation: Virgin Media O2 serves a wide demographic, from Gen Z mobile users to SMEs requiring enterprise-grade connectivity. The segmentation strategy will prioritize high-ARPU segments and underserved rural markets (Florent Govaerts and Svein Ottar Olsen, 2023; Kim, Park & Jeong, 2004; Gruber, Hätönen & Koutroumpis, 2014; Yáñez-Araque, Martinez-Ruiz & Blazquez-Resino, 2025).
· Targeting: The company’s multi-brand approach enables tailored targeting—O2 for mobile-first consumers, Virgin Media for bundled households, and Volt for hybrid users. (Smith, 2012; Hoeffler and Keller, 2003)).
· Positioning: Virgin Media O2 positions itself as a premium, innovative brand offering integrated digital solutions. Its emphasis on speed, reliability, and customer rewards reinforces this image. (Wan et al., 2020).
· Marketing Mix: The 7Ps framework will guide product innovation, pricing strategies, promotional campaigns, and service enhancements across digital and physical touchpoints. (Elgarhy & Mohamed, 2023).
This marketing plan aligns with Virgin Media O2’s mission to “upgrade the UK” by delivering inclusive, resilient, and future-ready connectivity (Virgin Media O2, 2025b).
[bookmark: _Toc214185667]2. Situational Analysis: Virgin Media O2 (UK Telecom, 2025)
Virgin Media O2 operates in a dynamic and highly regulated telecom environment shaped by macroeconomic pressures, technological disruption, and evolving consumer expectations. A situational analysis enables the company to assess its internal capabilities and external challenges, guiding strategic decisions across infrastructure, ESG, and customer engagement. This diagnostic approach is essential for informing marketing plans, resource allocation, and brand positioning in a competitive landscape. It allows firms to align internal strengths with external opportunities while mitigating risks posed by regulatory shifts and technological volatility (Kumar & Saini, 2021; Saini et al., 2023).
[bookmark: _Toc214185668]2.1 PESTEL Analysis
PESTEL helps Virgin Media O2 navigate UK telecom challenges by aligning with 5G, ESG, and GDPR trends to sustain strategic resilience and competitive advantage. (Singh, 2023; Yüksel, 2012; Kumar & Saini, 2021). Table 2 evaluates the PESTEL analysis with examples
Table 2: PESTEL Analysis 
[image: A white text on a black background
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[bookmark: _Toc214185669]2.2 SWOT Analysis
SWOT analysis is a strategic framework that assesses an organization’s internal strengths and weaknesses while identifying external opportunities and threats. For Virgin Media O2, this framework is essential for navigating the UK telecom sector, where regulatory pressures, digital transformation, and evolving consumer expectations shape competitive dynamics. By applying SWOT, Virgin Media O2 can align its infrastructure, branding, and ESG commitments with market opportunities while mitigating risks from operational fragmentation and cybersecurity vulnerabilities (Kumar & Saini, 2021). Table 3 highlights the concept 
Table 3: SWOT Analysis
	Category
	Insight

	Strengths
	Virgin Media O2 benefits from strong brand equity and extensive infrastructure, positioning it as a market leader in UK connectivity (Imperial College London, 2024; Virgin Media O2, 2023).

	Weaknesses
	The company faces high operational costs and challenges in delivering a seamless customer experience due to legacy systems and fragmented processes (Accenture, 2024; Virgin Media O2, 2022).

	Opportunities
	Growing demand for smart home solutions and ESG-driven branding aligns with consumer expectations for innovation and sustainability (Li et al., 2021; Strzelecki et al., 2024; Baqis et al., 2024).

	Threats
	Intense competition from BT, Sky, and Vodafone, along with increasing cybersecurity risks, could impact customer trust and operational continuity (Jimma, B.L. 2023; Evenett & Pisani, 2023).


[bookmark: _Toc214185670]2.2 (a) Integrated PESTEL-SWOT Analysis for Virgin Media
[image: ]Figure 2.2(a): Integrated PESTEL - SWOT Analysis

[bookmark: _Toc214185671]2.3 TOWS Matrix
The TOWS framework supports strategic decision-making by aligning Virgin Media O2’s internal capabilities and limitations with external prospects and risks, shaping initiatives in innovation, customer engagement, and regulatory compliance (Weihrich, 1982; Navarro et al., 2020; Kumar & Saini, 2021). Table 4 explains the concept 

Table 4: TOWS Matrix

	Strategy Type
	Strategic Actions

	SO (Strength + Opportunity)
	Capitalise on strong brand equity and infrastructure ownership to expand Volt bundles and smart home services. Leverage ESG positioning to attract sustainability-conscious consumers ((Aaker, 1996; Al Amosh et al., 2023).

	WO (Weakness + Opportunity)
	Modernise legacy systems and rural coverage through fibre rollout and AI-driven support. Use digital transformation to improve fragmented customer experience (Singh, 2023; Benzarti & Mili, 2022).

	ST (Strength + Threat)
	Use bundled pricing and 5G innovation to differentiate from BT, Vodafone, and Sky. Reinforce ESG messaging to mitigate reputational risks and regulatory scrutiny (Yüksel, 2012; Al Amosh et al., 2023).

	WT (Weakness + Threat)
	Strengthen cybersecurity protocols and customer service training to reduce churn and regulatory exposure. Implement GDPR-compliant data governance and transparency measures (Kshetri, 2021; Pereira et al., 2019).



[bookmark: _Toc214185672]2.5 Integrated TOWS Matrix: Virgin Media O2 (2025)
This matrix integrates Virgin Media O2’s SWOT and PESTEL insights to guide strategic planning in infrastructure, ESG, and innovation
Table 5: TOWS Matrix Strategic Integration
	Strategy Type
	Strategic Actions (SWOT + PESTEL Integration)

	SO (Strength + Opportunity)
	Leverage strong brand equity and infrastructure ownership to expand Volt bundles and smart home services. Align with social and environmental trends by promoting ESG-aligned offerings and inclusive connectivity for SMEs and remote workers (Keller, 2003; Kumar & Saini, 2021; Yüksel, 2012).

	WO (Weakness + Opportunity)
	AI-driven support and fibre rollout improve legacy systems and customer experience (Singh, 2023). Digital inclusion and ethical data practices meet societal expectations (Kshetri, 2023; Martin, 2019).

	ST (Strength + Threat)
	Use bundled pricing and 5G innovation to differentiate from BT, Vodafone, and Sky. Reinforce ESG messaging and legal compliance to mitigate reputational risks and regulatory scrutiny (Moussaoui et al., 2023; Zumente & Bistrova, 2021).

	WT (Weakness + Threat)
	Strengthen cybersecurity protocols and customer service training to reduce churn and regulatory exposure. Implement GDPR-compliant data governance and transparency to rebuild trust and meet legal obligations (Chowdhury et al., 2019; Pathak, 2024).
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Figure 2: Market Segmentation
[bookmark: _Toc214185673]3.A Marketing Strategy: Virgin Media O2
Virgin Media O2’s STP-based marketing strategy, supported by IMC and a strong value proposition, enables tailored offerings and consistent brand messaging across channels (Kotler & Keller, 2016; Dibb & Simkin, 2008; Kumar & Saini, 2021; Virgin Media O2, 2025a).
[bookmark: _Toc214185674]3.A .1 STP Marketing Process Overview
Virgin Media O2 uses STP to deliver personalised connectivity and ESG-led innovation, boosting engagement and competitiveness (Kotler & Keller, 2016; Dibb & Simkin, 2008; Kumar & Saini, 2021). Table 6 shows this process:
Table 6: STP Marketing process
	Stage
	Strategic Action

	Segmentation
	Virgin Media O2 breaks the market into homogenous segments based on geography, demography, psychographics, and usage patterns (Dibb & Simkin, 2008; Kumar & Saini, 2021).

	Targeting
	The company targets urban professionals, Gen Z, families, and SMEs needing hybrid connectivity and ethical digital services (Kotler & Keller, 2016; Kumar & Saini, 2021).

	Positioning
	Virgin Media O2 positions itself as a provider of seamless connectivity, sustainability, and innovation, reinforced by ESG and digital inclusion commitments (Alsayegh et al., 2020; Zumente & Bistrova, 2021) 


[bookmark: _Hlk214184288][bookmark: _Toc214185675]3.A.1 (a) Market Segmentation Breakdown
Virgin Media O2 uses segmentation to tailor fibre and mobile services, align with ESG and digital inclusion, and enhance brand relevance across diverse consumer groups (Dibb & Simkin, 2008; Kumar & Saini, 2021; Kotler & Keller, 2016). Table 7 explains the concept 
Table 7: Market Segmentation Breakdown
	Segmentation Type
	Details

	Geography
	Urban vs rural focus, with fibre and 5G expansion targeting underserved regions (Nguyen et al., 2023; Virgin Media O2, 2025).

	Demography
	Gen Z, families, and SMEs form core customer groups (McCrindle & Fell, 2019).

	Psychographics
	Tech-savvy, eco-conscious consumers who value ESG, ethical data use, and digital inclusion (Whelan et al., 2021; Virgin Media O2, 2025).

	Lifestyles
	Streaming households, remote workers, and mobile-first users (Lo Presti et al., 2022).

	Commitment Levels
	Loyalty tiers via Volt bundles and Priority rewards enhance retention (Singh, 2023).

	Benefits Sought
	Speed, reliability, ethical branding, and bundled value (Chea, 2024; Ribeiro et al., 2024; Syed Alwi et al., 2017).

	Usage Patterns
	High data users, multi-device households, and SMEs with hybrid work setups (Tsui et al., 2025).




[bookmark: _Toc214185676]3.A.1 (b) Targeting Strategy
Targeting involves selecting market segments based on usage, lifestyle, and values. Virgin Media O2 uses undifferentiated, differentiated, and concentrated strategies to balance mass appeal with tailored offerings in a digitally fragmented, ESG-conscious telecom market (Kotler & Keller, 2016; Gao et al., 2025; Kotrba et al., 2025). Table 8 evaluates the Target strategy

Table 8: Targeting Strategy
	Strategy Type
	Virgin Media O2 Application

	Undifferentiated
	Virgin Media O2 runs national campaigns promoting Volt bundles and Priority rewards to all customer types, leveraging broad appeal and brand consistency (Islami et al., 2020).

	Differentiated
	Tailored marketing mixes target SMEs with business broadband and Gen Z with mobile-first bundles and social perks, enhancing relevance across segments (; Rahma & Hermina, 2022).

	Concentrated
	Focused campaigns highlight ESG credentials and carbon reduction goals to attract eco-conscious users, aligning with sustainability-driven consumer values (Whelan et al., 2021).



[bookmark: _Toc214185677]3.A.1 (c) Positioning Strategy
Positioning shapes Virgin Media O2’s brand perception through connectivity, innovation, and sustainability. Consistent messaging and ESG alignment foster differentiation and loyalty in a saturated telecom market (Schmitt, 1999; Whelan et al., 2021; Singh, 2023; Li & Peng, 2021). Table 9 illustrates this strategic concept.
Table 9 : Positioning Strategy
	Principle
	Virgin Media O2 Application

	Substance of Brand Values
	Connectivity, innovation, and sustainability are core brand values Schmitt, 1999).

	Internal Market Orientation
	ESG and digital inclusion are embedded in operations and messaging (Whelan et al., 2021).

	Consistency Over Time
	Volt bundles and Priority rewards reinforce brand identity across channels (Singh, 2023).

	Memorable & Distinctive
	Bold advertising, experiential campaigns, and influencer partnerships create a unique brand image (Li and Peng, 2021).



[bookmark: _Toc214185678]3.A.1.B Positioning Themes
Positioning themes like benefit, user, and competitive positioning help Virgin Media O2 communicate value effectively. Aligning these with ESG values and digital lifestyles reinforces brand relevance and strategic intent (Fan, 2005; Lo Presti et al., 2022; Kulova & Nikolova-Alexieva, 2023). Table 10 illustrates the theme
Table 10: Positioning Themes
	Theme
	Virgin Media O2 Example

	Benefit Positioning
	Highlighting speed, reliability, and bundled savings through Volt and Priority (Fan, 2005).

	User Positioning
	Targeting remote workers, SMEs, and Gen Z with tailored packages and digital-first experiences (Lo Presti et al., 2022).

	Competitive Positioning
	Differentiating from BT and Vodafone through ESG leadership and customer experience (Kulova & Nikolova-Alexieva, 2023)



[bookmark: _Toc214185679]3.A.1.C Repositioning Strategy
Virgin Media O2 uses repositioning to unify legacy brands through Volt bundles and ESG branding, overcoming siloed perceptions via integrated campaigns, AI personalisation, and storytelling (Shemshaki et al., 2024; Singh, 2025) 
[bookmark: _Toc214185680]3.A.1.D Capturing the Value Proposition
A value proposition defines Virgin Media O2’s unique benefits across functional, emotional, and symbolic dimensions. By combining high-speed connectivity, ESG messaging, and affordability, the brand enhances perceived value and loyalty across segments (Schmitt, 1999; Singh, 2023; Anholt, 2011). Table 11 explains this concept in detail.
Table 11: Capturing the Value Proposition
	Dimension
	Virgin Media O2 Application

	Functional
	High-speed broadband, 5G mobile, and smart home integration (Singh, 2023)

	Emotional
	Empowering digital inclusion and ethical connectivity for all communities (Schmitt, 1999)

	Self-Expressive
	ESG branding appeals to eco-conscious consumers who want their values reflected in service providers (Anholt, 2011).

	Value
	Bundled savings through Volt and Priority rewards, enhancing perceived value (Singh, 2023).

	Relative Price
	Competitive pricing with tiered plans and loyalty incentives to retain price-sensitive users (Rahim et al., 2021)



[bookmark: _Toc214185681]3.B Integrated Marketing Communications (IMC)
Virgin Media O2’s IMC strategy ensures consistent brand messaging across paid, owned, and earned media, enhancing engagement through integrated channels like advertising, PR, and digital (Kerr et al., 2023; Vernuccio et al., 2021).
Virgin Media O2 treats IMC as a strategic imperative, using data-driven insights and AI tools like “Daisy” to personalise communications and build digital trust (Campaign Live, 2025). Experiential initiatives, such as the Leadership Collective, foster internal brand advocacy (Eagle & Kitchen, 2000). Campaigns like “Better Connections Plan” embed ESG values, promoting inclusion and sustainability (Virgin Media, 2025). This aligns with academic views on stakeholder-centric IMC (Porcu et al., 2017; Natarajan & Veera Raghavan, 2025). Omnichannel analytics further enhance coherence and relevance, strengthening brand equity and customer lifetime value (Porcu, del Barrio-García & Kitchen, 2020; Kliatchko & Uttamchandani, 2024).
Table 12 below provides an assessment of the Dashboard-Ready IMC Framework for Virgin.
	[image: ]                                  Table 12: IMC Framework


	


[bookmark: _Toc214184768][image: ]
[bookmark: _Toc214185682]3.B.(a) Communication Framework
Virgin Media O2’s IMC strategy, based on the Shannon and Weaver model, ensures effective message transmission and feedback across platforms. By synchronising digital, experiential, and loyalty channels, the brand achieves consistent communication and measurable impact (Shannon & Weaver, 1949; Al-Fedaghi, 2012; Porcu et al., 2017; Natarajan & Veera Raghavan, 2025). 
[bookmark: _Toc214185683]3.B.(b) IMC Stages Applied to Virgin Media O2 
Table 12 provides an analysis of the IMC stages.
Table 13: IMC Stages
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[bookmark: _Toc214185684]3.B (c) Promotional Tools in Virgin Media O2’s IMC
Virgin Media O2 uses IMC tools—advertising, sponsorship, direct marketing—to engage diverse segments and reinforce ESG-led brand visibility, loyalty, and competitiveness (Kerr et al., 2023; James et al., 2021; Bakalo & Amantie, 2023). Table 14 summarises these tool
                                





                   Table 14: Promotional Tools
	Tool
	Application at Virgin Media O2

	Advertising
	Paid media across TV, radio, social platforms, and outdoor billboards to promote Volt bundles and 5G coverage (Newspapers, magazines, cinema, WhatsApp, Facebook, and digital display ads used to reach diverse segments (JILLO, Z.T., 2023; Mulhern et al., 2015; Kerr et al., 2023).

	Media Channels
	Newspapers, magazines, cinema, WhatsApp, Facebook, and digital display ads used to reach diverse segments (Mulhern, 2011; Van den Bergh & De Pelsmacker, 2024).

	Sales Promotion
	Seasonal offers, bundle discounts, and Priority rewards to stimulate short-term sales and loyalty (James et al., 2021).

	Public Relations
	ESG storytelling, community engagement, and press releases to build reputation and stakeholder trust (Topić-Rutherford, 2021).

	Publicity
	Earned media via influencer reviews, tech blogs, and customer testimonials (Islam et al., 2021).

	Sponsorship
	Sponsoring tech events and social causes to build brand awareness and reinforce ethical positioning (Dosunmu & Adeyemo, 2018).

	Direct Marketing
	Email campaigns, SMS alerts, and personalised app notifications powered by AI (Marvi & Hendijani Fard, 2020).



3.B (d)   Push and Pull Marketing Forces Analysis for Virgin Media O2.
 Presented in tabular form in Table 15 below, this framework helps understand how Virgin Media O2 engages customers through proactive outreach (push) and attraction-based strategies (pull). 



Table 15: Push and Pull Marketing Forces analysis
[image: ]

[bookmark: _Toc214185685]3.C Ansoff Matrix: Virgin Media O2 Strategic Growth
As per Ansoff (1957), the Ansoff Matrix is a strategic planning framework that assists organizations in identifying growth opportunities by mapping products and markets into four categories: Market Penetration, Product Development, Market Development, and Diversification. For Virgin Media O2, this framework supports expansion through loyalty-driven bundling, smart home innovation, rural fibre rollout, and cross-sector partnerships. By aligning each strategy with digital transformation and ESG priorities, the company sustains competitive advantage in the UK telecom sector (Kumar & Saini, 2021; Nobakht et al., 2020). Table 16 evaluates Ansoff Matrix
Table 16: Ansoff Matrix Virgin Media Strategic Growth
[image: ]
[bookmark: _Toc214185686]4. Marketing Mix Strategies (7Ps): Virgin Media O2
The 7Ps framework—covering Product, Price, Place, Promotion, People, Process, and Physical Evidence—offers an integrated approach for aligning marketing tactics with customer needs and organizational capabilities. For Virgin Media O2, this model supports the delivery of converged services, ESG-led branding, and digital transformation across the UK telecom sector. By tailoring each element to evolving market demands, the company enhances customer experience, loyalty, and competitive positioning (Rafiq & Ahmed, 1995; Kumar & Saini, 2021; Famularo, 2023). Table 17 explains Marketing mix
Table 17: Marketing Mix
	Element
	Strategy

	Product
	Expand smart home, cybersecurity, and hybrid work solutions. Virgin Media O2 offers converged services like Volt, combining mobile, broadband, and TV. New product lines include data rollover, multi-SIM, and business-grade connectivity for SMEs (Orfanos et al., 2023).

	Price
	Tiered pricing with flexible bundles, student discounts, and loyalty incentives. Virgin Media O2 balances affordability and value, especially during inflationary pressures. Business customers benefit from scalable enterprise packages (Zakaria et al., 2024).

	Place
	Strengthen online channels, mobile apps, and retail partnerships. Virgin Media O2’s omnichannel strategy includes self-service portals, live chat, and in-store support. Rural expansion is supported by nexfibre rollout and spectrum acquisition (Whitacre et al., 2014).

	Promotion
	ESG-driven campaigns, influencer marketing, and experiential events. Campaigns highlight sustainability, digital inclusion, and community impact. Volt promotions are integrated across TV, social media, and outdoor advertising (Childers et al., 2019).

	People
	Upskill staff in AI, ESG, and customer experience. Virgin Media O2 invests in training and diversity to reflect its customer base. The company’s ESG Assurance Index ranks its workforce engagement and ethical standards highly (Porcu et al., 2017).

	Process

	Streamline onboarding, billing, and support via automation. AI chatbots, predictive maintenance, and digital diagnostics improve service efficiency. Virgin Media O2’s customer service transformation halved complaints in 12 months (Singh, 2023).

	Physical Evidence
	Eco-friendly packaging, branded retail environments, and digital touchpoints. Virgin Media O2 promotes its sustainability credentials through recycled materials, carbon labelling, and green store designs (Nguyen et al., 2021).



[bookmark: _Toc214185687]5. Implementation and Control: Virgin Media O2
Virgin Media O2’s implementation strategy focuses on measurable performance indicators, strategic alignment through the Balanced Scorecard, and proactive risk mitigation to support its sales growth objectives (Virgin Media O2, 2025a; Deloitte, 2025).
[bookmark: _Toc214185688] 5.1 Key Performance Indicators (KPIs)
KPIs help Virgin Media O2 measure success in consumer engagement, network growth, and ESG impact. Aligning KPIs with Volt bundling, B2B partnerships, and sustainability storytelling ensures strategic focus, data-driven decisions, and continuous improvement (Parmenter, 2015; Jafari-Marandi et al., 2020; Flammer, 2021). See Table 16 for details.
Table 18: KPIs Analysis
	KPI
	Target

	Volt bundle subscriptions
	Increase by 20% YoY through Priority rewards and multi-SIM offers (Liu-Thompkins, 2007).

	Customer satisfaction (CSAT)
	Achieve 90% across mobile and broadband services (Jaiswal & Singh, 2020).

	Net Promoter Score (NPS)
	Maintain above 75 through improved onboarding and support (Reichheld, 2003)

	Churn rate
	Reduce by 15% via loyalty programmes and digital diagnostics (Jafari-Marandi et al., 2020).

	SME connectivity sales
	Grow by 25% through B2B partnerships and enterprise bundles (Wijaya et al., 2022).

	ESG campaign engagement
	Increase social media reach by 30% through sustainability storytelling (Flammer, 2021).


[bookmark: _Toc214185689]5.2 Balanced Scorecard
The Balanced Scorecard (BSC) is a performance management approach that combines financial and non-financial indicators across four key dimensions: Financial, Customer, Internal Processes, and Learning & Growth.. For Virgin Media O2, the BSC enables alignment of operational efficiency, customer satisfaction, ESG goals, and revenue growth. This holistic approach supports long-term brand equity and competitive advantage in the UK telecom sector (Kaplan & Norton, 1992; Jaiswal & Thaker, 2024; Flammer, 2021). Table 17 explains Balance scorecard  
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[bookmark: _Toc214185690]5.3 Risk Analysis and Mitigation
Virgin Media O2 faces regulatory, cybersecurity, and ESG-related risks in the UK telecom sector. A structured approach—using audits, AI security, ESG transparency, and adaptive pricing—supports resilience and trust. Strategic agility and ethical governance is vital for effective risk mitigation (Kaplan & Mikes, 2012; Famularo, [image: A white sheet with black text

AI-generated content may be incorrect.]2023; Salem et al., 2024). Table 20 evaluates the concept of Risk analysis and Mitigation.Figure 20: Risk analysis and Mitigation




[bookmark: _Toc214185691]6. Conclusion and Recommendations
This marketing plan has outlined a strategic pathway for Virgin Media O2 to consolidate its position as a leading player in the UK telecommunications sector. The PESTEL analysis highlighted favourable political and technological conditions, particularly government-backed infrastructure expansion and the rapid deployment of 5G networks (Ofcom, 2025; Ericsson, 2025). At the same time, economic pressures such as inflation and shifting social behaviours linked to remote work emphasise the importance of bundled, cost-effective digital services (Nandonde, 2019; Atz et al., 2021). 
The SWOT and TOWS frameworks revealed strong brand equity, infrastructure ownership, and product innovation as key strengths, while weaknesses in rural coverage and service consistency remain challenges to address (Sooampon, 2025; Chakrabarty, 2024). Porter’s Five Forces confirmed the high intensity of competition and customer bargaining power, reinforcing the need for differentiation and loyalty strategies (Porter, 2008; Bruijl, 2018). The STP analysis identified digital natives, SMEs, and hybrid users as priority segments, while the Ansoff Matrix suggested growth through market penetration, product development, and diversification (Hanlon, 2024; Blattberg, 2024; Pereira Ferraz Soares Ferreira and Marques, 2024; Puyt and Antoniou, 2024).
The 7Ps marketing mix continues to demonstrate its relevance in shaping telecom strategies, emphasizing agility in pricing, promotion, and service delivery (Lima et al., 2024; Ryńca & Ziaeian, 2021). To build on these insights, Virgin Media O2 should refine psychographic segmentation using AI-driven analytics (Griesser et al., 2025; Chinnaraju, 2025), expand Volt bundles in underserved regions, reinforce ESG positioning through sustainability messaging (Au et al., 2023; Knott & van der Slot, 2024), introduce flexible pricing tiers, enhance digital user experience (UX) (Peláez et al., 2025; Kheder, 2023), and invest in chatbot optimization and staff training (Yigit & Bayraktar, 2025; Ortiz-Garces et al., 2024). Collectively, these strategies align with the mission to “upgrade the UK” and position the brand for sustainable, long-term growth
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[Political

The UK government continues to support digital infrastructure:
expansion, including 5G and fibre rollout, through initiatives like Project
(Gigabit. Ofcom’s regulatory oversight ensures fair competition and
(consumer protection, which benefits Virgin Media 02's dual-brand
strategy (Maxwell, 2014; Lasquite et al., 2025).

[Economic

Inflationary pressures and rising energy costs have impacted consumer
spending, but demand for bundled telecom services remains resilient.
Virgin Media O2's Volt bundles offer cost-effective solutions, appealing
to price-sensitive segments (Venkatesh & Kamakura, 2003; Zhu,
Billeter & Inman, 2012).

'Social

[Remote work, digital inclusion, and streaming culture have increased
ldemand for high-speed broadband and mobile data. Virgin Media 02's
ffocus on hybrid connectivity aligns with these trends (Raghuram et al.,
2019; Duffy, 2016; Arditi, 2021).

Technological

The company is investing heavily in 5G, Al-driven customer service,
land loT integration. Its partnership with Ericsson and rollout of
standalone 5G networks enhances service velocity and reliability (Virgin!
Media 02, 2025b; Parkvall et al., 2020; Singh, 2023; Jahanbakht et al.,
2024).

[Environmental

[ESG commitments include reducing carbon emissions and e-waste.
Virgin Media O2's sustainability roadmap aligns with UK net-zero
targets and includes energy-efficient network upgrades (Mavropoulos &
Maalouf, 2023).

Legal

GDPR compliance and data governance remain critical. Virgin Media
02 has implemented robust privacy protocols and transparency
measures to meet legal obligations (Grover, 2024; Otto, 2011).
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Virgin Media O2 Application

Define the
|Audience

[Segments include Gen Z, families, SMES, and eco-conscious,
lconsumers, reflecting psychographic and behavioural diversity
(Smith & Zook, 2024).

Set Promotional
(Objectives

(Objectives include increasing Volt bundle subscriptions, reducing
lchurn, and enhancing ESG brand perception (Tripopsakul &
Puriwat, 2022).

Set Promotion
Budget

Budget is allocated across digital, experiential, and sponsorship
channels, with ROI tracked via KPIs and Balanced Scorecard
(Madsen & Stenheim, 2022)

Design
Promotion Mix

Virgin Media O2 integrates advertising, PR, digital, direct
Imarketing, and sales promotion to ensure message coherence
(Bakalo & Amantie, 2023)

Evaluate Results

Metrics include Net Promoter Score (NPS), customer retention,
lengagement rates, and media reach (Reichheld, 2003,
Abhulimen et al., 2024).
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Risk Risk Level Mitigation Strategy
Regulatory non- High Conduct regular audits and align with Ofcom and
compliance GDPR standards (Kuner, 2020).
) High Invest in Al-based threat detection and employee
Cybersecurity breaches =
training (Salem et al., 2023).
- Medium Maintain consistent messaging across channels and
Brand dilution
reinforce ESG values (Bharadwaj & Khan, 2022).
Inflation and cost Medium Offer flexible pricing, student discounts, and loyalty
pressures incentives (Karacuka et al., 2013).
ESG backlash or Medium Transparent reporting and third-party ESG assurance

greenwashing

(Zervoudi et al., 2025).





