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Vodafone UK – Always On Marketing Vision

We need to move from a one way, 
product centric, transactional led approach
to a truly 1-2-1 conversation that uniquely 
resonates with our customers

Internally we will shift to being truly customer 
centric. We will continually optimise, look for 
efficiencies and improve experiences by 
identifying single moments of truth ensuring 
we focus on what really matters to us 
and our customers

This will be delivered into one platform that 
can be leveraged across all of our channels 
to predict and recommend things our 
customers want or need whilst delivering 
business value

AOM’s Customer Centric Vision

UK Customers
Mobile & Fixed Line

18+m

Vodafone Group
Global presence, 
Largest in Europe

21 countries
Partners in 48

Broadband 
Customers

1.1+m
Retail Stores 410

Mobile
Coverage

99% 
of UK population

Our Network is 
100%  powered by 
renewable energy

Our network powers 
critical national 

infrastructure and 77% 
of emergency services

Partnered with ITN to 
deliver coverage of the 
kings 2023 coronation 
over our 5GSA network
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Problem Statement

Complex, 
aging decisioning systems

No common 
personalisation brain

Poor
CXX

+ =

Missed value opportunities

+
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Mission

To maximise our customer revenue and loyalty by delivering customer centric, connected service 
and marketing experiences driven through the power of Always on Marketing

Value Drivers

Brand Customer 
experience

Upgrade 
value

Household 
penetration

Show me you 
know me

1

Simple & easy

2

In control

4

Value me

3

Keep your 
promises

5

On your side

6

Customer Experience Principles
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Solution: An Always On Brain

Always on Marketing is a centralised 
decisioning hub (brain) -
orchestrating conversations that we 
have with our customers through any 
channel (inbound and outbound), 
whether they be sales, marketing or 
service messages

AOM uses customer data, big data, 
real-time data and AI to decision on 
the Next Best Action; enabling 
connected and seamless customer 
journeys to drive an increase in NPS, 
revenue and retention



C2 General

An Upgrades Journey
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Customer Retention – 
An Upgrade Journey That Reflects Customer Need

Our future state journey is based on the experience principles we have put together and what the essence of the AOM 
recommendations journey should look like for a customer progressing through a handset upgrade. At each stage of the 
process, we have identified the customer needs which has guided our design decisions when shaping our solution

1 2 3 4

Allow the customer to 
assess and compare their 
recommended plans with 

their current plans 
(both device and 

airtime plan)

Prime and ready the 
customer for their handset 

upgrade, pique their interest 
about a potential device they 
might be interested in based 

on AOM data

Allow customers to have 
control over the 

recommendation rationale 
if they are not happy with 
the top recommendation

Complete the Upgrades 
bundle: Use AOM to 

recommend 1-2 relevant 
addons for customers

Preparation Recommend Negotiate Upsell/Cross-Sell

Understand my needs Be proactive and 
timely

Guide me but let me 
retain control 

Be relevant without 
being creepy!
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Customer Retention – Business Objectives

Presentation

Relevant treatments 

Objectives How

Competitive offers 

at individual level

Individual pricing driven by 
churn model and segment-

level pricing

Relevant offers that 
meet customer needs 

and business objectives

Recommendation logic 
driven by propensity models 

and business levers

Offer seamless upgrade 
experience across 

channels

Simple UI to improve 
conversion and tailor the 

offers presented to customers
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Offering Customer Personalised Bundles driven by value

Customers current state

1 Upsell offers
Higher price & bigger bundle

2 Smaller bundles
Lower net MAF

3 Bigger bundles
Lower net MAF

Low
 Churn -H

igh Churn

H
igher Propensity
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Big Data Models and Financial /Commercial Controls Drive Recommendations

Churn

Churn Risk: Model + Trigger

Low Medium High Trigger

Churn Reason

Data Network Price Service

Data usage

Segment strategy

Discount 

M
1 GB 5 GB 10 GB 25 GB 100 GB 250 GB Unlimited

ATL Price £10.0 £15.0 £20.0 £23.0 £25.0 £27.0 £35.0
5% £9.5 £14.3 £19.0 £21.9 £23.8 £25.7 £33.3

10% £9.0 £13.5 £18.0 £20.7 £22.5 £24.3 £31.5
15% £8.5 £12.8 £17.0 £19.6 £21.3 £23.0 £29.8
20% £8.0 £12.0 £16.0 £18.4 £20.0 £21.6 £28.0
25% £7.5 £11.3 £15.0 £17.3 £18.8 £20.3 £26.3

Di
sc

ou
nt

Pricing

Discounting driven by churn model 

Channel toolkits 

Segment-level (individual) pricing

C
NBA Tariff

Propensity to upsell tariff / device

Price stretch

Tariff benefits (data, roaming, entertainment)

Plan 

A

Plan 

B

Plan 

C

Plan 

D

Plan 

E

Plan 

F

Ranking of price plans driven by BD model

M

Personalised Recommendations

Plan 

A

Plan 

C

Plan 

F

1 2 3

M

C

Model Driven

Commercial 
Driven

Commercial Targets

Individual Revenue ∆  Targets

Churn score

linked to

C M
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Preparation Recommend Negotiate Upsell/Cross-Sell

A Unified Experience Across all Channels

1 2 3 4
Allow the customer to assess 

and compare their 
recommended plans with their 

current plans 
(both device and airtime plan)

Prime and ready the customer 
for their handset upgrade, peak 
their interest about a potential 

device they might be interested 
in based on AOM data

Allow customers to have 
control over the 

recommendation rationale if 
they are not happy with the 
top AOM recommendation

Use AOM to recommend 1-2 
useful addons for customers

Understand my 
needs

Be proactive and 
timely

Guide me but let 
me retain control 

Be relevant without 
being creepy (by  

knowing too much) 

Contact Centre (desktop) + Retail (tablet) Web Mobile

+
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An Assisted Experience
A move away from product first to customer first

Recommend Negotiate Upsell/Cross-SellPreparation

Understand my 
needs

Be proactive and 
timely

Guide me but let 
me retain control 

Be relevant without 
being creepy (by  

knowing too much) 

Top 
Recco

Profile & 
Usage

Customer 
Preferences

All Recco 
are net 
positive

Recommendation 
Detail
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An Assisted Experience
Recommend Negotiate AddonsPreparation

Profile & 
Usage

Refine the 
Recommendation
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An Assisted Experience
Recommend Negotiate Upsell/Cross-SellPreparation

Single Click 
Fulfilment

Relevant Next 
Best Action
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A Recommendation Driven Digital Experience

– The new experience is AOM 
recommendation driven 
outbound comms to customer 
to kick-off upgrades journey

– Powered by big data models, 
pega ML and commercial 
controls

Top Bundle

Reasons why

Personalised Discounts
Showing that 

we know you

AOM driven 
categories

Promotions

Trade in

Adaptive will 
drive best 
handsets
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An Experience across all Digital Touchpoints

See More 
Phones

Top categories
Top Phones

Main reasons 
why

Top 3 
reasons
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The Technology Backbone
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How we did It
Application Architecture

PRPC

CDH

CDH For Comms

AOM Logic

Data Pages/Data Flows

AOM App

PRPC

Customer Service

NBAA

VADR App

VADR UI
Profile

Basket

Case Management

Data Model

Connector/Services

CRM System

Mashup

TibCo Middleware

Digital Agent

NBA & 
Commercial 

Teams

Rest Services
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How we did it
API Based Integration

Agent

Customer

Negotiate

Strategy 
Logic

Get Product 
List

Browse 
Products

Add Product

Delete 
Product

Validate 
Basket

Validate 
Delete

Prepare

Recommend

NBA

Refine

Get 
Customer

Get Recent 
Events

Get Usage

Get
Recommendations

Submit 
Basket

Submit

External 
Vodafone 
Systems

CIS

Order 
Handling

Submit Order CRM System

Interaction 
History

Spine

External 
Vodafone 
Triggers

NBA 
Execution 

Team

Rest Services
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How we did It
Customer Definition & Preparation

Product 
Holding

Contact 
Information

Big Data 
Products

Previous 
Interactions

Website Visits

Predictive 
Models

Previous 
Events

Usage 
Information

Batch Feeds

Real Time 
Feeds

Customer 
Events

Response 
Data

Source Data Pre-Process

ESM Logic

Categorise

Business Portals

Store In CIS

Raw

Aggregate

Data Flow
(Assemble)

Customer 
XCAR

Big Data

Strategy 
Logic

API 
Interfaces
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How we did it
Strategy Framework

Current 
Bundle

Product 
Catalogue

Big Data 
Propensity

Calculate 
Segment 
Strategy

Calculate Logic 
Recommendations

Pick Best PathwayParent Propositions Pick Best Tenure

Calculate 
Commercial 

Recommendations

Calculate 
Commercials

Calculate 
Customer Details

Big Data 
Recommendations

Commercial 
Teams

Pick Best

Agent

Map 
RecommendationsNBA 

Execution 
Team

Filtered Input

Bundle 
Propositions

Strategy 
Logic
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How We Did It
Product Catalogue

Strategy 
Logic

Data Page 
Implementation 
for Parametrised 
Access

Enhanced 
System Wide 
Cache 
Database

Orchestrated 
Data Access & 
Management

Externally Managed 
Catalogue

UI Managed 
Enhancements 
(Marketing 
Feeds)

Sync
CRM Systems

NBA 
Execution 

Team

Product 
Catalogue
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AOM Fully Rolled Out Across All Telesales Sites 

Conversion

1.3pp
improvement

Average Handle Time

19% 
reduction

Average Net Revenue

5%
increase

It is great to 
have the team 

on site!

Best 
implementation we 
have seen for a long 

time

Pilot TM - Quickest 
rollout relative to 
the magnitude of 
change we have 

seen

No complaints 
from the teams.

Engagement 
plan and 

activity have 
landed very 

well

I was expecting a 
red outage!

Management Team
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Customer 
CentricPerformance

Continual 
Improvement

Takeaways and Considerations
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Are we finished?
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Adaptive
Plug in adaptive modelling to 

enhance out recommendations 
to the next level

Commercial Recommendations
Utilise the power we have to delivered to 
drive better more enhanced commercial 

recommendations

Simulation
Plug in simulation capabilities to 

answer the what if scenarios

The Short Answer is No!
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Any Questions?
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