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OUR

SOLUTION:

A NEW 'MARKET STORY’
FOR A NEW POSITION

To reflect Vodafone Group Enterprise’s new
focus and positioning, we developed a new
‘market story’, as well as a comprehensive
content framework, incorporating distinctive
points of view, compelling needs-based
propositions and fully aligned product
messaging. This end-to-end solution worked
with the compelling market story to 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.

FLEXIBLE, COMPREHENSIVE
AND CONSISTENT
MARKETING ACTIVITIES

We built an extensive set of tools and content
assets to support go-to-market activities
across the Vodafone group. In Vodafone's
structure, individual operating companies
are responsible for the relationship with
business customers in each local market.

To ensure Vodafone Group Enterprise
maintained their important ‘one company,
local roots’ philosophy, our strategy, content
and plans all had to be developed centrally
but simultaneously be relevant across
multiple markets and be flexible enough to
be executed locally. We created campaign
blueprints and guidance for how the various
tools and assets should be used within
Vodafone's marketing activities across the
world — and these materials are being used
to support the roll out of Vodafone Group
Enterprise’s new brand positioning across
15 local markets during 2014.
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MORE

OF WHAT

WE DID:

COMPREHENSIVE GO-TO-MARKET TOOLKIT

With the framework and messaging
established, we built a set of content
assets and the tools to help Vodafone's
local markets implement effective go-to-
market plans using the Ready Business
concept. This toolkit comprised:

e Sample messaging
e Campaign blueprints
e Sales enablement content

® Brochures and customer
presentations to help Vodafone
salespeople communicate the
story to prospective customers

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 explored the
concept of ‘business readiness’ in relation
to different areas of Vodafone’s business,
such as machine-to-machine (M2M)
technology or workforce enablement.
This insightful content enabled Vodafone
to position itself as a thought leader on
the subject of business readiness and
engage customers are business issues,
not just technology.
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THE
RESULTS:

A SUCCESSFUL OUTCOME

e 27% improvement inbrand metrics such as perceptions
of Vodafone as an integrated communications provider

® Increased audience engagement with 500k hits on
the Ready Business site, 50% of which were accounted
for new website visitors

Improved lead generation, with 8,200 MQLs generated
in one market alone

Incremental pipeline, with more than 30 customer
workshops delivered at the Ready Business Experience
Centre in the first 6 months, providing an average of
1.5 new pipeline opportunities per visit
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What Our OneGTM have played an important role in helping us develop a comprehensive
framework to support the repositioning of Vodafone in the enterprise market,
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c,’ent sa’d. o0 and then roll out that framework across our various local markets.

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.

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
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IF YOU LIKE
WHAT YOU'VE
JUST SEEN...

let’s talk
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