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Executive Summary



A multinational British telecommunications company with its main office in London is called Vodafone Group plc. As a division of Racal Electronics Plc, the business was founded in 1984 (Vodafone Group, 2017). Listed on the FTSE 100 Index of the London Stock Exchange with a market capitalization of £52.5 billion and a secondary listing on NASDAQ on February 10, 2016 (Annual Reports, 2017). 

Vodafone serves 341.7 million customers worldwide, operates in 70 countries, and has 111,600 employees (Statista, 2017). For 224 million customers, 43% of the total base business provides the best mobile experience via "data." Additionally, by offering communication solutions to "enterprise" clients, 30% of revenue is generated, and 24% of revenue combines fixed and mobile solutions (Vodafone Group, 2017).

· The core of Vodafone UK's business model is the provision of telecommunications services, such as data access, internet solutions, mobile and fixed-line communications. 

· Vodafone serves both private customers and companies as one of the key players in the UK market. 


· The business is committed to providing cutting-edge and dependable communication solutions to satisfy its clients' changing needs
[image: ]

PESTLE Analysis

The market's "PESTLE" (political, economic, social demographic, technological, legal and environmental ) challenges are examined through PESTLE analysis. As shown below (Ghauri & Cateora, 2014), the objective is to identify circumstances specific to Vodafone's operations.[image: ]

[image: ]Source: Based on PESTLE Analysis (Francis Aguilar, 1967) in Baker, 2014; Johnson et la, 2011

PESTLE Analysis Takeaway
The economic uncertainty brought on by the Brexit situation may have an impact on domestic business. However, by investing in 5G technology to power the gigabit economy, there are market opportunities to target and penetrate the connected consumers. Additionally, operators are looking into ways to give customers access to entertainment content so they can access mobile SVOD in place of fixed-line services, which are declining.

Porters Five Forces 

The goal of Porter's Five Forces is to measure the impact of a firm, particularly those that used competitive advantage for market penetration and growth, in order to gain a competitive advantage and generate returns on investment.
[image: ]
Source: Adapted using Porter's Competitive Five Forces developed in 1979 by Michael E. Porter



The purpose of Porter's Five Forces is to gain a competitive advantage and earn returns on investment by measuring the impact of a firm, particularly those that harnessed competitive advantage for market penetration and growth.

[image: ]
Source: Based on Porter's Competitive Five Forces developed in 1979 by Michael E. Porter




Internal Environmental Analysis

The internal analysis evaluates how Vodafone's operations are impacted by the larger business environment. Internal factors enable marketers to fully comprehend the current environment, including any threats and opportunities that may be present (Hindle, 2009).

SWOT Analysis 

Strengths, Weaknesses, Opportunities, and Threats, or SWOT analysis, is a concept credited to Albert Humphrey (1960–1970). 


	STRENGTH 
	WEAKNESS 

	
· Profitable revenues generated.

· ﻿﻿﻿Increased subscriber base.

· Differentiator strategy is fuelling growth.

· ﻿﻿﻿Premium cost.

	
· Poor network convergence.

· ﻿﻿﻿Losing customers.

· ﻿﻿﻿Decrease of brand valuation.

· ﻿﻿﻿Impact of Brexit



	OPPORTUNITY 
	THREATS 

	
· 4G capabilities.

· ﻿﻿﻿Improvement of network coverage.

· ﻿﻿﻿Digital "gigabyte society".

· ﻿﻿﻿Emerging markets.


	
· Strong Competition.

· ﻿﻿﻿Low margins.

· ﻿﻿﻿Mobile Number Portability.

· ﻿﻿﻿BT and EE monopoly.




Based on Baines and Fill 2014


· Strength :- To increase brand value, equity, and recall, the premium cost must be in line with global repositioning (Brand Finance Global 500, 2017). The growing use of data services and the penetration of smartphones in the developed market are the main sources of revenue (Vodafone Group, 2017). To support growth and maintain competitiveness, grow the subscriber base through in-contract pricing (Ofcom, 2017).

· Weaknesses :- Poor connectivity and disruptive service cause subscribers to switch, which results in customer loss (Brignall, 2017). Additionally, the Open reach network of BT suffers from poor network convergence, which gives its dependent operators a monopoly (Reuters, 2017). Following this, the drop in brand value led to a loss of 2.7% in business over the previous three months, with revenue falling to £1.6 billion (Newman, 2017).

· Opportunities :- Given the 456 million unique mobile subscribers in Europe, 4G penetration can open up new opportunities to maximize growth (GSMA, 2017). The 'connected mindset' of millennials will be sated by improved network coverage, which will drive the development of both new and existing products (www.ispreview.co.uk, 2017; EY, 2017). However, emerging economies offer the possibility of fresh opportunities for market expansion (Williams, 2017).

· Threats :- MNP (Mobile Number Portability), which enables customers to switch service providers, presents a risk (Ofcom, 2017). Mergers with market leaders and MVNOs piggybacking on these mergers to increase market share are likely outcomes of fierce competition (Mintel, 2017). Third, market operators need an alternative growth strategy that generates profits as low margin earnings against revenues have declined over the past three to four years (Mintel, 2017). Finally, since the Brexit reality is uncertain, access to the single market must be negotiated after the referendum (Yueh, 2017; Morris, 2017).






STP- Process STP (segmentation, targeting and positioning) 
The segmentation process is broken down into three steps: segmenting the market, focusing on the most lucrative market, and positioning the company's products for each segment. 

According to David Aaker (1995), a well-defined segmentation is the key; Vodafone's recommended segmentation strategy consists of five (geographic, demographic, psychographic, benefit, and behavioral) segments to meet the needs of various subscribers.

STP Segmentation
According to Bayer (2010), Vodafone divides and targets its customer base into four categories: "customer value," "customer behaviors," "customer life cycle," and "customer migration." Depending on how well subscribers fit each segment, different grouping criteria were used to divide up each category. A more effective strategic segmentation for telcos, according to Judy Bayer, may require "10+ types of tactical and strategic segments mean that customers can be allocated to thousands of different segments [specific to functional areas]" (Bayer, 2010, p. 248).

STP-Targeting.
[image: ]The second step in the STP process is targeting. To identify Vodafone's customers, marketers must evaluate their internal resources and coordinate them with new technological advancements. In order to reflect consumer data and drive campaign activities using digital communities to keep existing subscribers and attract new ones, Vodafone will focus on two groups: "younger millennials" and "matured adopters."

STP-Positioning
The final step in the STP process is positioning, which is defined as "how customers understand the product offering and how it differs from similar competitive offerings" (Ries and Trout, 1989, p. 3). A telecommunications provider is successfully positioned when it builds and maintains a distinctive brand with top-notch services (Ries and Trout, 1972b; Kotler & Keller, 2006c).

In his 2013 article, Charles Blankson stressed the value of incorporating a company's philosophy into its marketing positioning. According to Blankson and colleagues (2013), aligning principle strategies need to take into account customers' perceptions, competitive differentiation, and inter-functional orientation. The importance of a firm's internal and external capabilities to maximize resources and assets that strengthen competitive advantages is also emphasized by academics.
Positioning involves "manipulating what's already up there in the mind, to retie the connection that already exists, rather than creating something new and different" (Ries and Trout, 1981, p. 5). Customers "don't generalize, they specificize" in this situation, so Vodafone's 2018 marketing strategy needs to speak to their needs (Ries and Trout, 1989, p. 3).


Repositioning Vodafone

The tactic uses the positioning of generic positions known as "consolidation" (consolidation, latent position, deposition, and membership). Out of the six operational positioning strategies (attributes, price/quality, competition, application, user, and product class), combine with "users," "competition," and "price/quality" (Newman, 2017).

Vodafone will become the market leader in the premium segment by realigning the brand to the very top right of "high quality and the "high price." The new positioning is consistent with Vodafone's new "The future is exciting Ready" focus. Vodafone wants to offer excellent internet speed. High accessibility of digital services will also enhance offerings to restore customer confidence in the brand by matching expectations with needs, which will encourage the adoption of products and services and foster customer loyalty.

Product Branding Strategy 

· Line filling: To meet the needs of various market segments or customer demographics, new products are added to an already existing product line through line filling. This tactic is used by Vodafone, which provides a variety of mobile plans with various data allotments, calling minutes, and other features. This enables them to effectively fill the gaps in their product offerings by focusing on various customer segments, from light users to heavy data consumers.

· Line Extension: In a current product category, new products are added through line extension. By releasing new smartphone models or device variants, each with unique features and price ranges, Vodafone UK employs this strategy. In order to increase their product selection, this strategy makes use of the already-established brand recognition and customer loyalty.

[image: ]





· Line stretching: Line stretching is the practice of offering goods with different price points or levels of quality in order to target various market segments. Vodafone might carry out this strategy by providing a range of mobile device options, including high-end, mid-range, and low-cost models. This would enable them to serve a wider customer base while upholding the integrity of their brand.

· Brand Extension: Using the name of the current brand to introduce products in new categories is known as brand extension. Beyond conventional telecom services, Vodafone has expanded its brand into a number of other industries. For instance, Vodafone UK uses its well-known brand to enter the IoT market with its "V by Vodafone" line of IoT products, which includes smart trackers and security cameras.


[image: ]




7 P’s of Vodafone 

· Product : Internet of Things (IoT) solutions, mobile phone plans, broadband services, and a variety of devices like smartphones and tablets are just a few of the telecommunications products offered by Vodafone UK. To adapt to shifting customer needs and preferences, they put a lot of effort into regularly updating and expanding their product offerings.

· Price :  In line with customer expectations and market trends, Vodafone UK uses aggressive pricing strategies for its services. In order to cater to different customer segments based on their usage and preferences, they might use a combination of price skimming for premium plans or devices, penetration pricing for entry-level plans, and differential pricing.

· Place: To reach customers, Vodafone UK uses a variety of channels. This includes physical retail locations across the nation, an online marketplace for purchasing plans and devices, and collaborations with other retailers to widen their network of distribution and increase the accessibility of their services.


[image: ]




· Promotion :  Advertising, social media presence, and targeted campaigns are all used by Vodafone UK to advertise their goods and services. They could work with influencers to reach a larger audience, run special promotions around important occasions or holidays, and produce interesting content to engage customers.

· People: In order to provide a positive customer experience, Vodafone UK's employees are essential. They are trained to provide efficient customer service, respond to inquiries, and solve problems. The goal is to establish a satisfying relationship with the customer that encourages brand loyalty.

· Process: Vodafone UK's procedures are created to enhance and streamline customer interactions. This includes quick and easy billing procedures, effective activation procedures for new services, and a responsive customer support system that responds to questions and concerns right away.

· Physical Evidence: The Vodafone UK marketing strategy's physical evidence component focuses on the brand's representation in the real world. This includes the look and feel of their retail locations, the packaging of their products, and the overall visual identity that clients present to clients.
These components are incorporated into Vodafone UK's marketing strategy to help them develop a unified and customer-focused strategy that effectively delivers their telecommunications services to a variety of audiences while maintaining a competitive edge in the market.
[image: ][image: ]

SOME RECOMMENDED STRATEGIES FOR
 VODAFONE IN FUTURE :

· Explain 5G : Take advantage of the introduction of 5G technology by developing interesting campaigns and content that highlight the advantages of increased connectivity and faster speeds. Introducing cutting-edge 5G applications could spark interest and encourage adoption.

· Sustainability Initiatives: By incorporating eco-friendly procedures into their marketing campaigns, Vodafone UK emphasizes its dedication to sustainability. Make e-waste recycling, energy-efficient network operation, and support for environmental causes a priority.

· Content marketing: Create informative, high-quality content about customer experiences, technological advice, and telecommunications trends. Through offering customers value outside of their products, this could establish Vodafone UK as a thought leader in the industry.

· Gamification: Introduce gamified elements into the customer journey, such as incentives for reaching milestones, interactive telecom knowledge challenges, or competitions that draw in participants and promote interaction.

· Community Involvement: Create a robust online community where customers can exchange stories, advice, and criticism. Customers feel more included and loyal as a result, and this offers insightful data for ongoing improvement.

Keep in mind that these suggestions ought to be customized to the particular objectives, target market, and market trends of Vodafone UK. They will be able to remain competitive and relevant in the ever-changing telecommunications industry by consistently modifying and innovating their marketing strategies.



ANSOFF MATRIX

[image: ]
· Market Penetration: 

· Increase Production Capacity 
· Increased Marketing Investment 
· Enhanced Distribution 
· Competitive Pricing 
· Reduce Operational Costs

· Market Development:

· Research and Development 
· Regional Expansion 
· International Expansion 
· New Customer Segments
· Brand Awareness 

· Product Development:

· Launch New Products
· Strategic Partnership 
· Product Quality 
· Modification In Existing Products 

· Diversification:

· Vertical Diversification 
· Horizontal Diversification 
· Diversification Towards New Business 
· Merger and Acquisition 







PRODUCT LIFE CYCLE MODEL
[image: ]

· Growth: The Vodafone UK product picks up steam during this phase. As more customers recognize the worth of the product, sales and adoption rise. The business may improve its marketing tactics to reach a wider audience, widen its network of suppliers, and add variants to meet various client requirements.

· Maturity: The product has reached its maximum level of market saturation at this point. Due to increased competition, Vodafone UK may concentrate on differentiating itself through pricing policies, the addition of features, or better customer support. The focus of marketing now is on retaining customers, increasing market share, and maximizing profits.
· Saturation : Market saturation: As the market reaches saturation, growth begins to wane. The product has been adopted by the majority of potential customers, and there is fierce competition. To rekindle interest, Vodafone UK may think about adding more product differentiation, investigating new markets, or launching time-limited promotions.

· Decline: During this last stage, the product's sales decrease as a result of shifting consumer preferences, new technology, or the launch of better alternatives. To extract any remaining value from the product, Vodafone UK may choose to phase it out, concentrate resources on more promising offerings, or lower prices.
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big opportunity is in digital
and would be a missed
opportunity when Britain
exit the EU (The Mobile
Network 22 June 2016).

Mobile roaming charges
have dropped in the
backdrop of Brexit which
adversely affects Vodafone
UK’s other European
markets (Brignall, 2017).

Revenues in Europe
reached €143 billion in
2016 and is expected to
reach €146 billion by the
end o* 2020, showing signs
of stabilizing (GSMA, 2017).

LOW margins: the margin
earned against the revenues
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steadily dropping in the last
3-4 years (Euromonitor,
2017).

High spectrum costs for 5G
roll-out: the government
vision of introducing 5G in
the country by 2020, is
coupled with high taxes and
cost implication (Ofcom,
2017a).

BT & EE merger — *created
a monopoly, if not checked
could affect local operators,
especially on convergence
performance (Ofcom,
2017a).

Trends: customers watch 24
minutes of content on their
smartphones (Mintel,
2017b)

Younger viewers prefer
online streaming services
for their entertainment
with a third watching less
traditional media (Bond,
2017)

SVOD services are Forming
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mobile operators to supply
unlimited data
entertainment content e.g.,
Netflix Inc. (Mintel, 2017b).
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Growth in smart devices is
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Investment in 5G: has the
potential to boost real
global GDP growth to $3
trillion cumulatively from
2020 to 2035 (His
Technology, January 2017).

Growth in SVOD
(subscription video on
demand) is a lucrative
segment for broadband
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(Williams, 2017).

BT Open each: monopoly
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Increased digital video
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to over 800 million in 2021
as per Statista data (2017).
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2017).

NVIRONMENT,

Rising and various issues
related to sustainability are
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2017).

Telecoms industry are
blamed for emission of CO2
(Freehills. February 2017).
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technological innovations
(Jackson, 2017).
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investing in options to
increase production of on-
sites renewable energy to
mitigate the impact (FT,
2017).

Source: Based on PESTLE Analysis (Francis Aguilar, 1967) in Baker, 2014; Johnson et la, 2011
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