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Key points:

The campaign...
To support
Vodafone’s goal
of positioning
itself as
the world’s
leading Total
Communications
provider for
business customers.

• Vodafone wanted to achieve the goal
of becoming the world’s leading Total
Communications provider for business
• Working with Vodafone’s Group Enterprise
Marketing team over 12 months, we built a
marketing framework and toolkit to support
Vodafone’s repositioning.
• The Ready Business programme is being rolled
out across more than 15 countries during the
course of 2014.

1. Summary
2012 Trends, Volume 18, Published April 2013
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Employees

To support Vodafone’s goal of positioning itself as the world’s leading Total
Communications provider for business customers, we delivered a broad-ranging
programme of insight-led marketing activities.

As part of this programme we worked closely with Vodafone
stakeholders to:
Develop a new ‘market story’ for Vodafone Enterprise, to reflect the business’s new
focus and positioning

2013

For more productive,
confidently connected
employee engagement

• Establish a comprehensive content framework, incorporating distinctive points of
view, compelling needs-based propositions and fully aligned product messaging

Vodafone
Power to you

• Build an extensive set of tools and content assets to support go-to-market
activities across the Vodafone group
2012 Trends, Volume 18, Published April 2013

• Create campaign blueprints and guidance for how the various tools and assets
should be used within Vodafone’s marketing activities across the world
These materials are being used to support the roll out Vodafone Enterprise’s new
brand positioning across 15 local markets during 2014.

Better
Customer
internet security tHreAt rePOrt
Engagement

2. The client
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Vodafone plc is one of the world’s largest communications companies, operating
in more than 40 countries with in excess of 500m customers globally. Vodafone
Group Enterprise is responsible for developing and delivering Vodafone’s strategy
for the business market across the world.

For enhanced, consistent
customer experiences across
all channels

Vodafone
Power to you

2012 Trends, Volume 18, Published April 2013

Vodafone’s strategy is to position itself as the world’s leading Total Communications
provider for business customers and in recent years it has significantly expanded
the range of services it offers.

3. The challenge
Better
internet security tHreAt rePOrt
Operational
Agility
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For more flexible, resilient
and secure communications

Vodafone
Power to you

Enterprises Proposition
Brochures

To achieve its goal of becoming the world’s leading Total Communications
provider for business the company needed to change the way it was perceived
by business customers. Instead of being seen primarily as a supplier of mobile
services, Vodafone’s wanted to position itself as a strategic partner, able to
help customers use the full power of communications technology to achieve
competitive advantage.
Following the acquisition of Cable&Wireless Worldwide in late-2012, Vodafone was
able to offer a much broader portfolio of fixed and cloud services to complement
its traditional mobile offerings. Vodafone wanted to ensure that it could clearly

0203 693 1211

info@onegtm.com

onegtm.com

OneGTM | Case Study | 3
Vodafone Enterprise – Repositioning Vodafone in the Enterprise Market

We worked with
the global product
marketing
teams to build
a message
structure which
clearly aligns each
of Vodafone’s
products and
services behind
the three core
propositions.
The
New Customer
Relationship
The
Connected
Revolution
The
Borderless
Enterprise

communicate how this broad set of capabilities enabled it to deliver more
compelling solutions to customer problems. Vodafone also recognised that it
needed to engage a much wider range of customer stakeholders than its traditional
IT and procurement contacts, which meant being able to talk about broader
business issues and not just about technology.
The task of building a consistent story for the Enterprise market was made more
challenging because of Vodafone’s group structure, with individual operating
companies responsible for the relationship with business customers in each local
market. Although the “one company, local roots” philosophy is an important
strength, ensuring Vodafone stays close to the various markets it serves, it also
means that whatever strategies, content and plans are developed centrally have to
be relevant across multiple markets and allow for flexibility in the way those plans
were executed locally.

4. An end-to-end programme
We worked closely with Vodafone’s Group Enterprise Marketing team over a 12
month period to help build a marketing framework and a toolkit to support the
re-positioning of Vodafone within the business market. At the heart of this was the
creation of a comprehensive and compelling market story, which set out Vodafone’s
vision about the challenges and opportunities facing businesses in a world of rapid
social, technological and economic change, and explained how Vodafone could
help customers survive and thrive in that world.

Integrated propositions

The
Mobile
Imperative
The
Changing
Role of I.T.
Viewpoint Concepts

Initially we worked with Vodafone following the C&W Worldwide acquisition to
develop an integrated set of propositions for the enterprise market, which enabled
Vodafone to communicate how its broad portfolio of services could help deliver
significant benefits to business customers. These propositions focus on three areas
key to any business – better operational agility, better customer engagement and a
better connected workforce. To build a consensus around the preferred approach
we worked with a broad range of stakeholders from different Vodafone businesses.

Content marketing framework
The importance
of being
confidently
connected
has never
been greater

Employees
expecting
more flexibility

75%

Competitive
pressures driving
need for greater
productivity

75% of employees
cite flexible working
as a top 5 benefit
Vodafone Perspective
Series, 2012

Limited windows
of opportunity for
new ideas – time
to market critical

Workforces
increasingly
dispersed & remote

37%
Increased
use of flexible
& outsourced
resources

Smarter devices
creating new
possibilities
115%

(37% of the global
workforce (1.3
billion people) will
be remote mobile
workers by 2015
IDC, 2012

Mobile app use
increased 115%
in 2013
Flurry Analytics

But the reality is often falling short of expectations

65%

Current systems can’t keep pace
Limited support for mobile
and flexible working

65% of IT professionals
are very concerned about
corporate data leakage
via mobile devices

Employees frustrated
Collaboration ineffective
Security concerns inhibit
new approaches

Source: Forrester Research, 2013

How do we help you
get the most from your employees?

Strategy
definition &
implementation

Complete
mobility
solutions

Solutions
for smarter
working

Robust
security

Alongside developing the propositions and product messaging, we also worked
with Vodafone to create a framework for thought leadership and content marketing.
This was based on developing a distinctive ‘Vodafone point of view’ about how
technology is impacting the world of business, and what businesses need to do
to be ready for those changes. This focuses on themes such as ‘the new customer
relationship’, ‘the borderless enterprise’, and ‘the changing role of IT’. The points of
view are designed to reinforce Vodafone’s Total Communications positioning as well
as establishing the context for Vodafone’s core propositions.
The work done to build the propositions and the point of view helped to inform a
new brand concept for Vodafone Enterprise, entitled the ‘Ready Business’.

Aligned product messaging
Fully
managed
services

Commercial
flexibility
& control

Click to navigate

Enterprises Proposition
Presentation

To enable Vodafone to convert customer interest into sales opportunities it was
important that they could clearly communicate how their individual products and
services helped to deliver the higher-level value propositions. We worked with the
global product marketing teams to build a message structure which clearly aligns
each of Vodafone’s products and services behind the three core propositions. This
ensures that there are clear linkages between the higher-level marketing messages,
and what Vodafone delivers to customers.
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To support the
launch of the
Ready Business
concept across
the local markets
we also developed
a series of reports
and insight
papers based on
primary research
commissioned
by Vodafone
on the subject
of ‘Business
Readiness’.

Comprehensive go-to-market toolkit
With the framework and the messaging established we then built a set of content
assets and tools to help Vodafone’s local markets implement effective go-to-market
plans using the Ready Business concept. This included building a comprehensive
Go-to-Market Tookit, incorporating things such as sample messaging, campaign
blueprints and sales enablement content. We also created a complete set of assets
to help Vodafone salespeople communicate the story to prospective customers,
including brochures and customer presentations.

Insightful content
To support the launch of the Ready Business concept across the local markets we
also developed a series of reports and insight papers based on primary research
commissioned by Vodafone on the subject of ‘Business Readiness’. The reports look
at what the concept of ‘business readiness’ means in relation to different areas of
Vodafone’s business, such as Machine-to-machine (M2M) technology or workforce
enablement, and to what extent ‘readiness’ impacts current business performance.
This content is designed to help Vodafone position itself as a thought leader on the
subject of business readiness and engage customers around business issues, not
just technology.

5. The outcome
The framework and the supporting assets have been very well received within
Vodafone, and the Ready Business programme is being rolled out across more than
15 countries during the course of 2014.

Vodafone Enterprise
Total Communications Marketing Toolkit
Taking Ready Business below-the-line

5.9
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Following the successful delivery of the various elements of the programme we’ve
been engaged to support Vodafone on numerous other projects.

The Business Readiness Index
and lead generation
• Building tools based on the Business Readiness Index gives us a powerful
mechanism for converting interest generated through our above-the-line
activities into real customer engagements and qualified sales leads
• The diagram illustrates how a combination of a short online questionnaire and
a more in-depth profiling tool could be used generate new sales opportunities

PR
Advertising
Email

Customer
visits Ready
Business
campaign
microsite

Social

Customer receives
BR Index score and
high-level Vodafone
recommendations in
return
for providing contact
details

Customer
completes
Business
Readiness
Index online
questionnaire

Salesperson follows
up and uses more
detailed Business
Readiness Index
Profiling Tool to do
in-depth customer
evaluation

Salesperson
presents product
recommendations
and agrees
next steps with
customer
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Example customer journey – Senior Management
Notices Ready ad at
Heathrow airport when
returning from business
trip on Friday, bringing
Vodafone on the radar

Follow-up email prompts
user to download drilldown report focusing on
Customer Engagement

Client Testimonial:

Plays Ready
content video

Ready in the
weekend sport
supplement
catches intrigue

User downloads
Business Readiness
research report and
provides contact details

“The Channel Partnership have played an important role in helping us

Captivated, user
clicks on the ad
taking them to
the Enterprise
landing page

Research and analysis by:

Lessons from
Ready
Businesses
High level findings from ‘Business
Readiness’ research
Q1 2014

User shares report with
Marketing Director and
Customer Services Manager
and suggests they attend
webinar

Marketing Director
and Customer Services
Manager attend
Business Readiness
Webinar focusing on
Customer Engagement

Enthused by the webinar
the user requests a sales
contact to discuss more
about the implications for
his/her company
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develop a comprehensive framework to support the repositioning of
Vodafone in the enterprise market, and then roll out that framework across
our various local markets.

90

Where to get support
Visit the Enterprise Community portal to keep up to date and to explore and
download the range of assets that have been produced centrally.
Thought Leadership Content

Lessons
from
Ready
Businesses

Research

and analysis

Total Communications Propositions

The Ready
Business
Marketing
Assets

by:

High level
Readiness’ findings from ‘Business
research

Q1 2014

Business Readiness research reports

Proposition Brochures
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For more productive,
confidently connected
employee engagement

For enhanced, consistent
customer experiences across
all channels
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Better
Operational
Agility
For more flexible, resilient
and secure communications

Vodafone
Power to you

Proposition decks

Sales Tools

Insight papers exploring market trends

Better
Connected
Employees
For more productive,
confidently connected
employee engagement

Vodafone
Power to you

Proposition Messaging
Framework
Case study
template

Ready Business
Scorecard
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Their ability to provide end-to-end support, from initially helping to develop
the strategies and the frameworks, through to delivering the tools and
content assets we need to support those strategies, is a great advantage. It
ensures a more effective execution and reduces the time we have to spend
managing and educating different agencies.

Campaign blueprint

Total Communications
Marketing Toolkit

We’ve had a great response from the local markets and lots of positive
feedback about the quality of the content and the assets provided”
– Simon Farr, Head of Propositions & Content, Vodafone Group Enterprise

To find out how
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call 0203 693 1211
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