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Marketing refers to communicating, creating, exchanging and delivering services to the valued customers. Also, marketing means brings the client to the company to have the profit grown and get the company in the leading brand. A business promises its customers to satisfy, retain and identify them. This help the customers as well as firm feel connected. In any business, the company must provide satisfaction to its customers and with that, they grow on a larger level. In this essay, it will be discussed what are Marketing Fundamentals with the help of the company Vodafone which was founded in the year 1991 and is officially located in London UK (Boateng, 2016). 
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[bookmark: _Toc47462326]MARKETING CONCEPT
The concept of Marketing is to use the marketing data to focus on customers’ needs and demands and to satisfy them with the network facility also to achieve the organisation goal. It’s a philosophy to marinating the users need to get fulfilled in time. Vodafone is one of the leading telecommunication industries which has employees staff of 65000 people and 130 million customers (Homburg et al., 2017). To do the marketing of the brand the firms is promoting itself with the lead sports players. The great example of the sports players which promoted Vodafone is Michael Schumacher and David Beckham. The brand has planned the long term strategy to satisfy their customers and give them the best network facility. There are few concepts Vodafone apply while delivering services and production facilities to its customers (Fuciu and Dumitrescu, 2018):
Finding ideas in users needs – Every firm has its guidelines for the product services, Vodafone has an approach to measure every product creation as per the customer's needs. The firm does this with the help of noting down the points such as Features, benefits and needs and to measure what raw materials are required for completing the desired objective (Orlando, 2016). 
Well trained staff – Vodafone asks the non-marketing staff to keep them updated on the well-structured concepts and its elements regularly. The firm has an opinion on it as it cannot rely on few savvy marketing individuals, it requires every staff attention to take the brand to the desired goal and achieve the required goal (Homburg et al., 2017). There are different user guidelines presented on the Vodafone website which enables the target audience to get more in touch with the company and to ensure every objective is understood and clear the copywriter team of the firm ensures the consistency in the usage of language, style and quality. 
Working on the International scale – Vodafone tested the network satisfaction of 20,000 users from the four countries, which helped to the company to rectify the problems faced by users and get a highlight where they need to perform better to ensure the customer satisfaction level gets back to the best (Fuciu and Dumitrescu, 2018). To perform better for the customer Vodafone took an online survey which just had the participation of consumer with the company with the help of survey for just  20 minutes, meanwhile in that period company captured the information of how the customers are using their technology, their profile and KPI's concert performance (Orlando, 2016).  
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Marketing is one of the tools which helps the brand show better performance and boost its growth rate. The firm believes it’s important to manage all the needs and demands of customers to make them stable for the company (Harlow., 2016). Below it is discussed with the help of two points how Vodafone adds value to its customer with the help of marketing: 
[bookmark: _Toc47462328]INFORMING AND EDUCATING CUSTOMERS – There are various points by which the company can help its users get to know about the company look to what does Vodafone to inform its users (Liedtke., 2018) – 
Promoting widely – Vodafone promoted its services with different tools utilization such as sending text messages, emails, press releases, radio interviews and web articles for the clients and users. The firm not only promoted its services in one particular country but all over the world globally, promoting with external as well as external outlets to get to a wide range of customers (Harlow., 2016). 
Grab customer’s attention – The firm catches the users attention with the help of varied banners, standees, hoardings, one folds, newspaper ads and many other sources which makes the brand gets in the eyes of customers. With the help of such sources, the company promotes the best of the network and service for its users in the simplest way.
Vodafone app – With the help of apps, Vodafone directly connects with its target audience and promotes all the new products and services that are available. Different guidelines are provided to the consumers for their best learning and get easy catch on services they are asking for (Liedtke., 2018). Vodafone also provides customer support service which helps the consumer directly connect with the company and get their issues resolved with us.
Creative content – Keeping a short, simple and fast to read text is always a good key for any firm to attract readers to its product or service. Vodafone applies these techniques and to educates its users and keep them updated with what is running in the company and what are they up to (Liedtke., 2018). To boost the engagement of users there are various platforms and tools through which you can get to a larger audience and get better and growing results for the company. Be it in the video or the single picture post, drop the creative content to engage you, customers, with you.
Create communication – This is the expensive outreach but having a face to face communication is way better for the firm to gain knowledge where the company is lacking for its service and network facilities (Harlow., 2016). Vodafone uses se this tool, from taking online surveys to reaching its some customers from some countries to gain more knowledge of how their customers are satisfied with the service, network and product facility.
Create communication touchpoints – Connecting with the users by telling them solutions to the problems they are already facing, will engage your consumer more with you. Through online services it’s easier to keep in touch with your customers, online services such as emails, messages and many more and drop such points in your message which immediately attract users or readers attention and they get in touch with your information (Harlow., 2016). 
[bookmark: _Toc47462329]MANAGING CONSUMER EXPECTATIONS – The users of the brand are said to be one of the greatest assets of the company. When the clearly defined product, service and network are provided as promoted to the consumers, the expectations of consumers get accomplished below are some points how consumers expectations are managed at Vodafone (Krishnamurthy and Kumar, 2018):
Consumer behaviour – Promoting the advertisements in such which give out all the essential information to the users about the services and the product. Every consumer depends on brands sustainability and loyalty. At Vodafone, the brand manages its terms with its users by keeping them updated with what is coming in the industry with the help of different advertisements (Schmid., 2019). Consumers also invest in customer advocacy to know which is the best company to invest in and represents the best value of itself in the market. 
Vodafone examines the marketing data and their decision making ideology. This helps the company to perform better in their campaigns to spread awareness on the wider platform (Krishnamurthy and Kumar, 2018). There are analyst team which is appointed by the company to keep a regular check on how these services are being performed. 
Marketing is said to run successfully when they have the customer mindset and the solution to resolve their issues. As the market is expanding the competitors are increasing more and more and relations become a major key to keep your companies stability in the market. When the customer feels satisfied with the company they are opting for, it sorts their investing choices (Schmid., 2019). 
Rethinking about the production process – Meanwhile, all the competitors are increasing in the society the Vodafone needs to rethink about their production process to reach its wider audience and to make its space in the market. Customers are attracted towards the good pricing and best network services and to maintain their reliability Vodafone is opting for different strategies (Schmid., 2019). 
Breakthrough products – Vodafone has been widely aware of the fact of customer expectation in the networking market and the company has been increasing its services from time to time. As The technology and competitors were getting higher the brand in the middle lost its databases and was resulted with the lack of historical databases, but with the time company’s focus shifted from losses to building the revenue so to the measure of success (Krishnamurthy and Kumar, 2018). 

[bookmark: _Toc47462330]ECONOMY BENEFIT – Whenever there is a higher number of sale in business, the consumers directly get attracted towards the company, as the users believe, the one who sells at higher rate indicates their products is been liked by wide users. Also not only the good network and services matters a lot (Séraphin et al., 2019). But also, the Companies strategies to translate it into higher tax revenue for the government, job creation, expansion and the economic growth to get the company of greater success.
Vodafone is a major employer, taxpayer and investor for all the economies as it contributes significantly in all the countries where they are situated. Back in the year 2018 Vodafone contributed 13.3 billion Euros to the government all around the world be it directly or indirectly. 
In a study, it was observed Vodafone Idea Ltd. is the only one telecommunication industry which is benefited by the new government scheme as Vodafone has only paid its 32% of self-assessed dues which will benefit from any deferral dues. There is a favourable outcome of AGR (Adjustable Gross Revenue) for Vodafone as far from any telecom industry (Davis., 2017). Meanwhile, Bharti Airtel cleared earlier that it has fully paid all its AGR dues on either side Telecomm departments says it made Rs5000 crore ad-hoc payment for guarding the differences that may show up with telecom department.  
[bookmark: _Toc47462331]BRANDING 
The term is said when a brand promises its customers to fulfil its expectation with their services so that the customers invest in their business to grow them, it is stated as branding. When two competitors deal in the same industry and for the same product or service but have different ideas of selling their services to the customers this is said to be branding (Coffie., 2020). 
Branding should be planned very efficiently below is explained how Vodafone plans its branding and how efficient it is:
Strategy – Vodafone said it will be playing a positive role in enhancing the quality of life and transforming society in the upcoming years. The company logo will be appearing in 2D design in the place of skeuomorphic 3D approach (VRANEŠEVIĆ et al., 2017). 
Promotion – The advertising campaign of Vodafone were developed when the concept testing and extensive research were tested from nearly around 17 countries which included 30,000 people, it also included the qualitative and quantitative inputs while doing the research (Coffie., 2020).  
Later on October 6, 2017, Vodafone showcased 60-second film based on "how human interaction remains constant while technologies evolve", the first biggest advertising campaign from the last 33 years (Coffie., 2020). 
The chief commercial operations and strategy officer of Vodafone, Serial Timuray expressed himself in a report concluding to the readers that Vodafone has been one of the leading telecommunication industry which belief in transforming the workplace and enhancing the quality of life (VRANEŠEVIĆ et al., 2017). The company-new brand positioning is to help the community and its customers to prosper and adopt the new trends which will reshape the world. 
[bookmark: _Toc47462332]ADVANTAGES OF BRANDING
Being a leading industry in telecommunication department Vodafone has more 223 million customers, however, it has performed more partnerships in the local markets. The brand has grown its concern for both enterprise and individual customers since the requirements of users are growing rapidly, Vodafone has performed well this past year but to enhance its stability in the market it is working on strengthening its core advantages (Coffie., 2020). To improve the same the brand has invested more than 81 Euros in the past five years. 
Vodafone Provide peace of mind – In a report, it came that employees at Vodafone experience that there are good benefits for employees to work with the company. Vodafone currently due to COVID-19 crisis is providing its employees additional databases and data packages to meet the needs of all the staff members (MENSAH et al., 2019). The surroundings at Vodafone help employees to earn experience, customer loyalty and quick grasping power. 
Vodafone save decision-making time – Vodafone provides a wide variety of solutions to meet the society needs, which built the bond of trust among the consumers with the brand which helps the users to get connected with Vodafone without taking much of time and the issues faced by the consumers are sorted efficiently which makes the users get satisfied (Мельник., 2019). 
Vodafone provides safety – The brand has different safety forums in every country where they are located, also as per the current situation Vodafone has been working with complete precautions and safety. 
Vodafone expresses who they are – The brand states who they and gains the confidence of customer by delivering good network facilities and services to the customers (MENSAH et al., 2019). With its successful campaigns, the brand keeps the customers updated what they are up with and never fails to deliver their services as they promote.
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As in the figure it can be observed Ansoff Matrix is divided into four parts Product development, market penetration, and diversification and market development (MAŠEK., 2016). As an example, Vodafone drops its prices to increases its effective marketing strategy that will attract the customers towards the brand. With the help of product development, Vodafone gives the new product in the existing market. Moving further diversification strategy helps Vodafone to build new customers in the new markets and the last is market penetration for that Vodafone facilitates the organic development for their organisation (Harlow., 2016). 


[bookmark: _Toc47462334]CONCLUSION
In the whole report it was discussed how Marketing fundamentals are applied in different business, what is the proper definition of the marketing concept. It was more clearly suggested with the help of the example of the company Vodafone Group Plc. After learning the marketing concept, the report was preceded towards learning how Vodafone Marketing added value to the customers which involved three major points: Informing and Educating customers, Managing Consumer Expectations and measuring the Economy Benefit. The three points above made clear how has been contributing to the economy and have always been beneficial towards society. Moving further it was discussed what is branding and how efficiently is it performed in Vodafone, it was also discussed what were the advantages of Branding and how Vodafone acted upon it. Coming towards the end of the report it was showcase how Ansoff Matrix is performed with the help of figure and with the below discussion how Vodafone applies it, the discussion gets more clear understanding.  
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