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Executive Summary
The report analyses Vodafone UK’s strategic position after its merger with Three UK, which creates VodafoneThree. It is the largest operator of mobile networks within the country, which has around 27 million consumers. The action of merger creates substantial opportunities for the business by expanding the economies of scale, investment in 5G technology and network infrastructure. The application of the Ansoff matrix, TOWS matrix, Porter's 5 forces framework, SWOT and PESTLE reflect that the telecommunication industry of the UK is extremely mature and competitive. Therefore, companies have to expand their network coverage and improve their service quality to obtain growth opportunities. Converting the potential of VodafoneThree during the post-merger period into long-term growth of revenue and sustainable competitive advantage is the primary issue of the business. Analysis of different strategic alternatives demonstrated market penetration as an efficient strategic action for the business, which can ensure the successful growth of the company. It focuses on improving the market share through value-added facilities, enhancing network performance, customer retention measures and improving customer experience. The proposed action has significant alignment with the values of Vodafone, like trust, customer-centric approach and innovation. It can further minimise the risk of the business as compared to the market development or diversification measures. The evaluation based on the SAF framework ensures the feasibility, acceptability, and suitability of the strategy. Improving the experience of the customers and expanding the offerings of digital services are essential for ensuring successful implementation. In addition, robust mechanisms of monitoring performance and effective marketing campaigns are crucial in strengthening the implementation. 
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[bookmark: _Toc234344709]Introduction to Vodafone 
One of the leading telecommunication brands is Vodafone, which is successfully maintaining its global presence by offering digital communication, cloud, internet of things (IoT), broadband, and mobile services across 30 different countries. It is a renowned telecommunication service provider of the United Kingdom, which currently has 279 million mobile customers (Vodafone, n.d.a). 5 million businesses worldwide are serviced through the brand globally. In addition, the organisation has 244 million IoT consumers, 11 million television subscribers, and 18 million broadband users (Vodafone, n.d.a). The business is driving digital transformation in 6 countries in Africa and 9 countries in Europe. The brand is the largest business-to-business connectivity provider across Europe and Africa, and its market value in the UK is €14 Billion (Vodafone, n.d.b). 
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Figure 1: Total number of European customers of Vodafone
(Source: Elagina, 2025)
Vodafone UK has recently merged its operations with Three UK, which is a massive transformation in the history of the business. VodafoneThree is the newly formed business which is fostering the largest mobile network service to the customers through enhanced potential for investment, wider consumer reach, and improved infrastructure (Elagina, 2025).
Vodafone has the vision of developing a digital society which improves the economic development, innovation and connectivity. The mission of the organisation is to deliver superior solutions for connectivity while generating sustainable value for the stakeholders and improving the experience of the customers (Vodafone, n.d.c). Sustainability, accountability, trust, innovation, and obsession with the customers are important values of Vodafone. The common objectives of the business include critical practices, technological leadership, environmental responsibility and customer satisfaction, which are supported by VodafoneThree. It not only enhances the service quality but also accelerates the deployment of 5G while strengthening the network potential.
[bookmark: _Toc234344710]Evaluation of the current market situation 
The telecommunication sector of the UK is administered by stringent legislative bodies like Ofcom (Varney, 2005). The UK Government show significant support for digital transformation and smart cities, which is an opportunity for the business (Gasco-Hernandez et al., 2022). On the contrary, the legislative scrutiny associated with cybersecurity, customer protection, competition and mergers is evident [Refer to Appendix 1]. Demonstrating compliance along with maintaining the standard of service quality is crucial for VodafoneThree.
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Figure 2: Inflation rate in the UK
(Source: Trading Economics, 2026)
The retail revenue of the UK telecommunications sector is approximately £34 billion as of 2025 (Vailshery, 2025), which indicates the strong economic significance of the industry. However, cost-conscious customer groups, high rate of inflation and economic uncertainty intensify the rivalry in the telecommunication sector. The decision of merger creates opportunities for VodafoneThree to achieve an annual cost synergy of £700 million (Joshua, 2025) along with the economies of scale. In addition, the investment of £ 11 billion in the network infrastructure can foster economic development while supporting technological innovation in the future (Harrison, 2025). The technological factor indicates that digital entertainment, remote working, e-commerce and online education have promoted such demand. Value-added facilities and individualised experiences are also expected by the customer groups.
Technology is a crucial driver in the industry, which is reflected through the expansion of cloud computing, cybersecurity, artificial intelligence, IoT and 5G networks (Duong, Hoang & Pham, 2021). The merger has improved the potential of the business to create advanced digital solutions and make more investments in creativity to contribute to the business and satisfy the expectations of the customers. However, sustainability is a notable concern in the telecommunications industry because stakeholders prioritise businesses that contribute to sustainability while improving the efficiency of their energy use and minimising carbon emissions (Sridharan & Govindarajan, 2023). Investment in the network in the future must support the environmental goals. Compliance with the standards of cybersecurity and the regulations of data protection in the UK (Twain, Morrison & Scott, 2023) is essential for avoiding legal obligations and maintaining the trust of the stakeholders. 
Brand position is a notable strength of VodafoneThree across the UK, which is a result of the company's £16.5 million investment in the company on the merger. The brand is currently serving around 27 million people across the UK (Rudolph, 2025). Investment of £11 billion for developing 5G network, improved network coverage and strong recognition are the strengths of the business [Refer to Appendix 2]. Furthermore, the operational and financial potential of the business is strengthened by its expected annual cost synergy of £700 million (Rudolph, 2025). Despite several strengths, integration issues are encountered by the business while combining organisational culture, system and network. Operational complications in the transition phase can influence the experience of the customers and the consistency in services (Ribeiro et al., 2024). In addition, Vodafone is extremely reliant on the mature market of British telecommunications, where rivalry among the businesses is intense, and the scope for growth is limited.
The demand for autonomous vehicles, smart cities, cybersecurity facilities, IoT applications and 5G connectivity is rising consistently, which creates growth opportunities for the business. The merger has increased the 4G speed by up to 40% while reducing the network not spots (Joshua, 2025). It eventually created significant opportunities for retention and acquisition of customers. The cross-selling facilities offered to the consumers can improve the potential of the business to generate revenue. Nevertheless, VodafoneThree performs its operations in an extremely competitive environment, which is dominated by Virgin Media O2 and the BT group (Joshua, 2025). The bargaining power of the customers is high in this industry, which emerges from the lower switching cost, and it contributes to boosting the pricing pressure. The requirement for robust investment in the network infrastructure, rapid digital change, and legislative might challenge the competitive advantage and long-term profitability of the business.
Intense rivalry among the companies can be observed in the telecommunications industry of the United Kingdom. Virgin Media O2 and the BT group are the major rivals within the sector (Rudolph, 2025). In addition, heavy investment in customer retention measures and broadband bundling triggers risk for VodafoneThree by intensifying price competition and hindering the opportunity for market share growth. However, market saturation (Marques, 2025) forces the organisation to prioritise differentiation and customer retention measures as it limits the scope for the business to acquire consumers in the long run (Government of the UK, 2026). The bargaining power of the buyers in the telecommunication industry is high. Lower switching costs for customers are a major reason behind the high power of the buyers in the sector (Grzybowski, 2008). Customers have the opportunity to switch telecommunication service providers by comparing their prices, which is boosting the pressure on VodafoneThree. The high power of the buyers creates challenges for the business to maintain the quality of its services and its competitive pricing strategy.
Wider presence of infrastructure suppliers and different vendors of digital tools minimise the bargaining power of the suppliers in the market (Breskovic, Oblakovic & Dadic, 2025). The company has the opportunity to negotiate with the suppliers because of their extensive quality of services and competitive pricing strategy [Refer to Appendix 3]. Despite the existence of alternative platforms of telecommunication, the broadband facilities and mobile services are crucial to sustain in the industry (Vatalaro & Ciccarella, 2020). The rising demand among the customers of the industry for digital communication facilities minimises the substitution threat eventually. The requirement for high investment in developing infrastructure, from brand loyalty and legislative policies, creates barriers for new businesses to enter the telecommunication market (Yardley, Adkins & Woolfson, 2017). The new organisations will have to struggle to compete with the strong network potential and scalability of VodafoneThree.
[bookmark: _Toc234344711]Strategic concerns
The evaluation has demonstrated certain strategic barriers, including intense rivalry in the market (Ponnezhath, 2025), which hinder the growth potential. Competition based on the price of the telecommunication companies is another drawback which minimise scope for gaining profit. Lower cost of switching and higher expectations from the customers are also severe issues identified from the assessment. Application of the frameworks highlights the need for investing in 5G networks and converting the merger actions into the businesses’ sustainable competitive advantages (Jones & Comfort, 2020). Collectively, they indicate the need for offering value beyond the traditional facilities of networking and connectivity. Transforming the improved network potential of VodafoneThree into market leadership and longitudinal revenue growth is the central strategic concern for the business.
[bookmark: _Toc234344712]Strategic Growth Options and Proposed Strategy 
[bookmark: _Toc234344713]Application of Ansoff and TOWS matrix
Market penetration strategy focuses on improving the market share of VodafoneThree in the existing regions with the help of improving consumer experience, competitive pricing, customer retention and service quality. Market development strategy indicates the strategy of targeting new consumer segments, like public sector businesses [Refer to Appendix 4]. Diversification involves expansion of the business operations in different areas like private 5G connectivity, smart city, cybersecurity and AI (Adeleke et al., 2025). Despite being potentially profitable, the risk of diversification is high, and the required efficiencies are beyond the company's operations. Product development prioritises the launch of value-added services and advanced digital tools for the existing consumer groups. However, it provides competitors with a wider opportunity to offer telecommunication services. The brand equity and financial resources of Vodafone are reflected through the TOWS matrix, and its strengths enable the business to make investments in cloud services, 5G network and IoT [Refer to Appendix 5]. However, in order to ensure consistent investment in digital tools, integration issues must be addressed. 
[bookmark: _Toc234344714]Recommended action
Among the different alternatives, market penetration (Harahap, Soemitra & Rahma, 2025) is the most appropriate strategy for VodafoneThree. After the Merger, the company obtained advantages from a 27 million customer base and improved network coverage (Rudolph, 2025). Investment potential in 5G network, enhanced infrastructure and strong brand reputation are among the other advantages for the business. The reason behind rejecting diversification and market development is the strategic risk factors, complications in the implementation process, uncertain returns and the requirement for high investment (Munizu, Mulyati & Zikirullaeva, 2024). Despite the growth potential, VodafoneThree does not have adequate experience in different markets, which is another reason behind rejecting the market development. The alternative of product development is eliminated as the competitors have the potential to imitate the telecommunication services to maintain a long-term comparative advantage. On the contrary, market penetration is an appropriate strategic fit which not only ensures a higher return but also promotes faster implementation by reducing risk (Hotha, 2024). Despite opportunities in smart cities, digital facilities, cybersecurity, and IoT, VodafoneThree currently lacks a significant comparative advantage in the market and may face significant execution and investment risks. Hence, market penetration is considered, which enables the organisation to maximise the return from the improved 5G potential, expanded consumer base and stronger network infrastructure. 
[bookmark: _Toc234344715]Strategy evaluation 
[bookmark: _Toc234344716]Suitability
The proposed strategy of market penetration has the potential to address the environmental concerns. In the extremely competitive and mature telecommunication industry of the UK, customer retention and improved service quality are more effective for enhancing the market share rather than diversification (Awuku, Agyei & Gonu, 2023). The strategy shows strong alignment with the long-term growth targets, merger objectives and strengths of VodafoneThree. 
[bookmark: _Toc234344717]Acceptability
The acceptability of the proposed measure is high because the stakeholders can experience balanced advantages and risk factors. Improved growth in the revenue of the business and higher profitability can be expected by the shareholders as a result of the merger synergies (Joshua, 2025). Improving service quality and coverage offers benefits to the consumers when developmental opportunities and job stability provide advantages to the workers. The legislative bodies also get significant advantages from the high level of investment in digital infrastructure.
[bookmark: _Toc234344718]Feasibility
[bookmark: _Toc234344719]Operational feasibility
The feasibility of the considered strategy is evident as the required resources for the plan are available, which can ensure efficient completion of the implementation process. Strong financial potential, advanced network infrastructure, experienced management teams, improved brand value and wider customer base provide benefits to the business (Adeniran et al., 2024). The implementation of a market penetration strategy also needs fewer shifts in the business operations as compared to expansion or diversification.
[bookmark: _Toc234344720]Technical Feasibility 
The business can integrate the strategy through its current 5G infrastructure and post-merger integration. Investments worth £11 billion in networks, AI, cloud capabilities, and cybersecurity resources further reflect the feasibility.
[bookmark: _Toc234344721]Assumptions
The assessment has made an assumption that the integration of the merger has been successfully executed while scheduling the investment in the 5G network. It further assumes that sustained demand from customers for a stable competitive approach and sustained digital potential in the market. Such assumptions collectively contribute to the successful implementation of the recommended strategic action.
[bookmark: _Toc234344722]Stakeholder Analysis 
[bookmark: _Toc234344723]Power-Interest Grid
The power grid matrix or power interest matrix was launched in 1991 by Aubrey L. Mendelow. The strategic tool of project management helps in categorising the stakeholders on the basis of their interest and power (Alshawaf, 2025). The level of concern of the stakeholders regarding the results is considered as an interest when the potential of the stakeholders to influence the project is termed as power. By categorising the stakeholders, the matrix has provided VodafoneThree with an opportunity to maintain assistance for the stakeholders, effective allocation of resources and prioritising communication. 
	Stakeholder groups
	Interest
	Power
	Strategy of engagement

	Communities
	Medium
	Low
	Informing them consistently

	Workers
	High
	Medium
	Informing them consistently

	Consumers
	High 
	High
	Managing them through close interaction

	Suppliers
	Medium 
	Medium
	Establishing and managing relationships

	Regulators
	Medium
	High
	Managing them through close interaction

	Shareholders
	High
	High
	Managing them through close interaction


Table 1: Power interest and respective strategy for stakeholder engagement
(Source: Self-developed)
[bookmark: _Toc234344724]Impact on stakeholders
The interest and power of the shareholders are maximum, and the strategic action is expected to boost profitability through merger synergy (Joshua, 2025) and market growth. Transparent communication and a consistent reporting system are essential for maintaining the confidence of investors. Customers are another important stakeholder group which obtain benefit from improved digital innovation, service quality and network coverage. Rapid engagement is crucial for addressing their concern associated with service performance, price and changes. Merger integration and strategy implementation are supported by the workers while obtaining advantages from the career progression program and training measures. To minimise uncertainty and encourage commitment, appropriate communication is crucial. The strategy can be influenced by the regulators as the administrator of the market competition and compliance. Regular consultation can help businesses to maintain a strong relationship with the regulators, which is important for the long-term success of the business operations. 
[bookmark: _Toc234344725]Plan for stakeholders’ involvement
Implementing a structured engagement plan can help VodafoneThree ensure stakeholder engagement. The plan should consist of a partnership review with the suppliers, consultations at regular intervals, a workshop for the employees, an investor briefing and the level of satisfaction of customers. The activities not only offer consistent support but also minimise resistance to change while enhancing transparency and developing strong relationships with the stakeholders.
[bookmark: _Toc234344726]Implementation and monitoring 
The implementation plan of VodafoneThree prioritises rapid improvement of the experience of customers, enhancement of customer retention measures and expansion of the 5G network, which helps the business in improving its market position. Enhancing the service quality and improving the network coverage during the period of 12 months is the initial phase, which is expected to be executed by the operations department of the company. The approach of phased deployment will assist in ensuring seamless integration of the network in the first structure while reducing the service disruptions after the merger. 
The second phase is the responsibility of the marketing department, which focuses on retaining customers for a period of 6 months. Retention bonus, individualised offers and loyalty programs will be launched for the consumers, which will add long-term value to the customer base. VodafoneThree will take 18 months to expand its 5G network services, for which the collective effort of the marketing and operations departments will be crucial. Customer awareness programs and promotional campaigns will be important actions for enhancing the adoption rate of the 5G network. 
The robust system of administration will be launched for analysing the strategic performance of the business. The score of customer satisfaction will be a key performance indicator in this case (Gorgani et al., 2023), which will help in evaluating the experience of the consumers and the quality of services. The efficiency of different customer retention measures will be evaluated through the customer retention rate. Another important indicator is the percentage growth, which will demonstrate the adoption rate of the expanded network facilities or the increased number of 5G subscribers. Review at regular intervals of 3 months will provide the management of VodafoneThree with an opportunity to recognise performance gaps, which will make them immediately take corrective measures. Non-achievement of the KPI targets will result in the activation of contingency measures in VodafoneThree, which consist of digital entertainment programs for contributing to future development, cybersecurity measures and AI-driven facilities.
[bookmark: _Toc234344727]Conclusion 
The merger of VodafoneThree demonstrates an efficient transformational scope for the business to enhance its position in the telecommunications sector of the UK. The application of the Ansoff matrix, SWOT, PESTLE and Porter’s five forces framework indicates that, despite the intense competition, opportunities prevail in the market for enhancing consumer experience, boosting network performance and expanding the digital facilities. The market penetration strategy is the most appropriate alternative, which can improve the potential of VodafoneThree to maintain alignment with the objectives and resources. This strategy provided the company with an opportunity to enhance the overall return from its investment in the merger while limiting risk factors associated with the implementation process. The SAF assessment ensures the feasibility, acceptability, and suitability of the strategic action. In addition, appropriate administration of performance and involvement of the stakeholders can ensure effective implementation of the strategic plan. Prioritising value-added facilities, brand leadership, customer retention and network excellence can enable VodafoneThree to convert the improved post-merger potential into long-term sustainable growth of the business in the UK telecommunication industry.
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[bookmark: _Toc234344730]Appendix 1: PESTLE analysis
	Factors
	Effect

	Political
	The government policies of the country not only promote the expansion of broadband services but also enhance nationwide deployment of 5G technology while developing effective digital infrastructure, which is favourable for VodafoneThree. 

	Economical
	Currently, the inflation rate has declined in the country to 2.8% (Trading Economics, 2026), which creates minor opportunities for the telecommunication businesses. 

	Sociocultural
	The dependence of customers on high-quality digital communication facilities is rising consistently. The customers expect flexible pricing plans, a reliable mobile network, integrated digital facilities and high-speed connectivity (Vatalaro & Ciccarella, 2020). 

	Technological
	The expansion of network infrastructure has helped VodafoneThree to position itself as a brand that capitalises on emerging digital tools. 

	Legal
	The commitment of Vodafone is evident in sustainable practices through emission reduction events and renewable energy measures. 

	Environmental
	Stringent legislative policies are encountered by the telecommunication factor concerning rivalry, privacy, customer rights, cybersecurity and data protection. 




[bookmark: _Toc234344731]Appendix 2: SWOT Framework
	Strengths
	Weaknesses

	· Improved potential for investment and 5G infrastructure.
· Loyal customer base and strong brand reputation (Rudolph, 2025).
· Largest telecommunication operator in the UK after merger.
	· Complicated process of network integration.
· Consumer uncertainty during the shift.
· Reliance on the mature telecom industry of the UK.

	Opportunities
	Threat

	· Rising demand for digital facilities, IoT and 5G technology (Joshua, 2025).
· Digital infrastructure and smart city.
· Expansion of cloud solutions and cybersecurity. 
	· Intense competitive rivalry.
· Lower switching cost and high bargaining power of customers.
· High compliance cost and legislative scrutiny.





[bookmark: _Toc234344732]Appendix 3: Porter’s five forces framework
	Factors
	High/ Low
	Rationale

	Threat from new entrants
	Low
	Presence of high regulatory and infrastructure barriers (Yardley, Adkins & Woolfson, 2017).

	Threat from substitutes
	Low
	Digital communications services are prioritised over traditional media in the UK, thereby creating opportunities for Vodafone Three.

	Bargaining power of customers
	High
	Low switching costs between firms lead to pressure for Vodafone to provide differentiated and superior services (Grzybowski, 2008).

	Bargaining power of suppliers
	Low
	The presence of technology providers in the region can reduce costs.

	Competitive rivalry
	High
	Competition from Virgin Media and EE creates challenges in pricing and limits growth by providing only traditional telecom services.





[bookmark: _Toc234344733]Appendix 4: Ansoff Matrix
	Market Penetration:
Intense pricing competition and market saturation in the UK telecommunications sector limit potential.
	Market Development:
Opportunity to expand its services into the public sector and other sectors, such as digital infrastructure.

	Product Development:
Drives creativity and innovation, but minimises differentiation as the competing firms, such as EE and Verizon, can replicate the offerings.
	Diversification:
Develop new systems using cybersecurity, smart city options, AI, and private 5G services.



[bookmark: _Toc234344734]Appendix 5: TOWS Matrix
	SO (Strengths and Opportunities):

The brand structure, wide network facilities, and investment capabilities in areas of IoT, cloud, 5G, and cybersecurity features are beneficial for VodafoneThree to expand its brand.
	Strengths and Threats (ST):

Post-merger infrastructure development and financial aspects can differentiate the services of Vodafone, enhance consumer experiences, and minimise the effect of price pressure and rising competition.

	WO (Weaknesses and Opportunities):

The network integration issues can be addressed by using adequate digital tools, rising investments, and advancements in service innovation.
 
	WT (Weaknesses and Threats):

Weaknesses of Vodafone are operational inefficiency and regulatory issues that can create overall customer uncertainty and competitiveness in the saturated telecom sector.
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