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				  ABSTRACT
This research used Ufone brand advertising to examine its effect on consumer buying behavior. We conducted our research on Ufone TV advertising in order to examine the level of public demand and its response to the brand itself. The study first determined initial preference for the brand and then analyzed the effects of TV advertising.
A questionnaire was developed to gather the data. Respondents completed 100 surveys measuring pre/post ad exposure. Data was imported into SPSS and frequency distribution was done.
The analysis found out that initially Ufone is the most favoured brand among respondents. However, post-test results show an overall consumer brand preference for Telenor. Almost half of respondents indicate that they feel differently about a brand after they had seen the ad. Also, a higher percentage of respondent’s feel less favorable about a specific brand after looking at the corresponding ad.



Acknowledgement
First of all we thank Allah, The Gracious and The Most Merciful for bestowing on us His mercy and munificence and of our Parents & siblings who put-up with us till the submission of our report.
We also take this opportunity to thank Mr.Umer Akhlq (Brand manager Ufone) for his patience, guidance and cooperation without which this report would have been nothing close to what it is now.
We are also indebted to our respected supervisor Mr. Abid Saeed for showing in us his confidence when assigning us this project. Further more we would like to acknowledge and thank him for his continuous help and support without which we could not have succeeded. His valuable information about the subject helped us a lot and made it easy to complete this project. 


           




                                                 




Dedicated to 
Our
Beloved Parents





[bookmark: _Toc281957764]CHAPTER 1: INTRODUCTION
This report contains a survey of the Ufone brand. The main aim of this research is to examine Ufone brand preference, its effect on advertising and its resulting effects on consumer buying behavior, in comparison with its existing competitors.
This chapter will give a brief introduction of the report. It includes the domain of the research, the significance and the need for the research, objectives to be achieved and finally the scope and limitations that will be faced by us when conducting the research.
[bookmark: _Toc281957765]1.1	Industrial Overview
The telecom industry of Pakistan has greatly expanded during the past five years. The government provided 25 percent telephone connections in just about one year out of the total number of telephone connections, which were given in the past 50 years. 

The total number of mobile phone subscribers in the country, during the past 8 years had been 225,000, but now the number has exceeded 88 million. The government has adopted a strategy of reducing prices and increasing the market base, which has resulted in nationwide dialing calls being increased by 40 to 45 per cent. 

When Pakistan came into being, a monopolist called Telephone and Telegraph department (T&T) provided basic telecom services. The government operated it and it played a multi-purpose role as a service provider and an operator for the country and was later on converted into a corporation, earning huge profits from its services. With time, many telecom services became available due to technological advancements, but unfortunately, they could not be installed, as the corporation lacked sufficient capital.

Ultimately, a huge capital investment was made in the 1980’s, resulting in the emergence of the Pakistan Telecommunication Corporation Limited (PTCL).

The cellular mobile services in the country started in the 1990’s, when licenses to two cellular mobile telephones  were issued to Paktel and Pak com (Instaphone) to provide cellular mobile telephony for the country.

Presently, the telecom industry in Pakistan consists of six major players, Ufone, Mobilink, Telenor, Zong, Warid and China mobile. Telenor and Mobilink have grown to be the leaders in the market with the greatest market shares, whereas Warid, China Mobile, Zong and Ufone are constantly trying to expand their market shares and subscriber bases. Although, there is huge competition in the telecom industry, several companies are trying their best to attract, keep and motivate their customers by offering them attractive packages. 

[bookmark: _Toc281957766]1.2 Why research on Ufone brand advertising?
Advertising effectiveness is one of the most important ways of measuring brand awareness and favorability. We chose Ufone for our research project because Ufone spends a lot of money on its advertising campaigns and we frequently get to see constant, repetitive ads of Ufone being aired on television. This brand was selected because it is considered almost equal to Telenor, Mobilink and other cellular company brands in use today, in terms of price, use and availability. 
However, despite heavy advertising Ufone still has a long way to go before it reaches the status of a market leader. Through this research, we wanted to dig out the reasons for Ufone failing to achieve the large market share that Mobilink and Telenor had long achieved. We wanted to understand the reasons why one telecom company takes a lead on another, while providing the same services to its customers.

[bookmark: _Toc281957767]1.3 Ufone Profile

Pakistan Telecom Mobile Ltd, which operates under the brand name of ‘Ufone’ is a subsidiary of PTCL, which began operations on 29 January 2001 as a GSM 900 service provider.

As mobile users grew to 88 million in Pakistan, Ufone’s subscriber base reached nearly 17.5 million and presently it holds a market share of nearly 21 percent. Ufone always played an important role in the development of the telecom market in Pakistan, being the initiator in launching GPRS services and multi-media messaging services (mms) in the country.

[bookmark: _Toc281957768]1.3.1 Operational Analysis

The operational performance of Ufone has been very optimistic, despite the tough competition in Pakistan’s telecom industry. The organizational Structure at Ufone is pretty Lean and horizontal, thus allowing a free and simple flow of communication. The concept of having departments is efficiently in practice at Ufone. There are several departments, all working within their functional areas and playing a vital role towards the success of the organization and also to achieve the overall objectives of the Organization. 

The structure of Ufone consists of the Board of directors who are reported by the CEO, Chief Executive Officer. The CEO on the other hand, is a great assistance to the other eight major departments of the company. Ufone has eight departments that are working diligently and all interact with each other so as to make it a much better company by satisfying the demands of their customers. These operations are divided into the following departments:

1. Information Technology Department
2. Customer Operations Department
3. Marketing Department
4. Engineering Department
5. Human Resource Department
6. Finance Department
7. Sales Department
8. Government Relations Department
[bookmark: _Toc281957769]1.3.2 Human Resource Analysis
Ufone has 1500 permanent employees working for them nationwide. The HR department usually recruits MBA graduates on an entry level. Ufone ensures that correct systems are there to encourage people to develop to their full capabilities. They have a supportive and cooperative work environment to encourage people to grow. The department’s expertise lies in different areas, as discussed below:

· Management
The hierarchy of Ufone is lean, the system is centralized and all issues are reported to and approved by the head office. The structure at the branch level, however, is decentralized.

· Personnel
The Ufone head office consists of 150 employees and 2500 employees are serving the organization nationwide. All employees work diligently with devotion. They are given attractive salary packages and opportunities for further progress in their careers and this motivates them to work harder.

· Recruitment and Selection
The HR department at Ufone initially carries out a job analysis to determine the job description of the vacancy that is to be filled. Vacancies are placed in all major newspapers of the country. Final selection takes place after the concerned head and the HR manager have interviewed the candidate.
· Training and Development

Two major types of training are conducted at Ufone:

· In-house training: This is special training for only Ufone employees.

· External training: This is conducted through training institutes by specialized trainers.

· Compensation and Benefits
	Ufone believes that compensation and benefits is the most effective way to retain employees

· Orientation
	Newly hired employees are given an orientation so that they can get an idea about the organization before they begin work, to feel at home.

· Human Resource Information System (HRIS)
	At Ufone HRIS is a database where all information regarding, employees profiles relating to their payroll, leaves, benefits etc are saved.
· Human Resource Planning
	The HR team makes sure that it plans everything, so that the employees can actually perceive the results and outcomes, even before the plan is implemented. In this way, planning is made more accurate saving time and money.

[bookmark: _Toc281957770]1.3.3 Marketing Analysis
Ufone has been attracting the market for a very long time and is known for its quick marketing. The marketing mix of Ufone is the analysis of its product, price, promotion and place, as discussed below: 

· Product
Ufone understands how important communication is and why there is a need to communicate effectively and efficiently at different levels of society and that is why the company’s core focus is on U. Pre and Post paid are the two major services being provided by Ufone. Apart from this U Share, U-Circle and Mobile Number Portability (MNP).

· Pricing
As compared to other telecom companies, Ufone offers its services at deceased and reasonable rates. The pricing strategy of Ufone plays a pivotal role in acquiring the market share, where aggressive competition already prevails. Ufone has adopted low pricing strategies to obtain its goals. The reason being that Pakistan’s majority population consists of middle class people, thus, the low price strategy gets the attention of many of these customers. They are also the target audience for Ufone.

· Promotion
For the promotion of its products and services, Ufone has made use of various promotion channels such as, internet, television, print media, billboards, broachers and leaflets to increase the awareness of the target market.

· Placement
Ufone is covering over 5442 key destinations. Ufone keeps on including new cities in its coverage with the same superior network that continues to increase. The network covers all the main cities of the country and customers can now enjoy an entire coverage in areas like the Super Highway, GT Road & Motorway etc. Therefore, whenever in Pakistan, Ufone will keep them connected. 

Ufone segments its market according to demographic segmentation, based on age groups. Ufone Prepay is and targeted for youngsters, whereas the postpaid package is targeted for people of a mature age, having their own businesses or senior executives of an organization. Hence, Ufone has segmented its market for the emerging middle class as well as a segment of the corporate class.

Ufone follows a low pricing strategy because it targets its products to the middle and lower middle working class people; hence, the low pricing strategy gets the attention of many of these people.

Our research will analyze Ufone brand advertising and dig out the reasons of the success of other cellular brands over Ufone.



[bookmark: _Toc281957771]1.4 Problem Statement

“Despite such heavy advertising campaigns, Ufone is still not the market leader”.

[bookmark: _Toc281957772]1.4.1 Background of the problem
Once upon a time cell phones were considered as luxury items, but now they have become an integral part of every one’s life as they keep us in constant contact with others. When the telecom industry began, it was considered affordable by the wealthy only, but with the increment of technology and the entry of new cellular firms, it has now become a cheap and an affordable means of communicating with others.

The success of a product or service means nothing unless and until the advantage of the service can be passed on to the target market clearly. 

Advertising is communication, which is done by using any form of media. In such a highly competitive world, consumers have so many choices. That is why marketers use advertising to influence consumer brand preference. However, not all advertisements achieve their objectives for which they have been designed in the first place. To have an effective influence on the target market, companies have to take into account several factors before designing their ads. In the case of Ufone, the purpose of our research was to find out why Ufone failed to lead the cellular market despite constant promotions.
Traditionally, advertising is used to establish brand imagery. Packaging reinforces that imagery, by either repeating design elements from advertisements on the package, or displaying features that are consistent with the image advertising. (Braithwaite and Swindles, 1995; Richardson, 1999). 

The idea behind this research work was to configure the problem that is being faced by Ufone, of why their brand has failed to attain a leading position in the market, despite their heavy advertising strategies and promotional campaigns as compared to Mobilink and Telenor who are successful market leaders, although they provide the same services. 


[bookmark: _Toc281957773]1.5 Objectives of the study

The research that has been done was designed to obtain the following objectives:

· To evaluate the effects and analyze its effects on advertising campaigns on consumers buying behavior.

· The main purpose of our project was to study the influence of Ufone TV advertising on customers of cellular companies and also see which cellular company’s ad was able to influence customers the most.

· Study what elements or features in popular cellular ads persuade consumers to make the purchase; model, jingle of the ad, unique idea, theme, storyline, package offered, or any other feature highlighted.

· Determine the effects of Ufone advertising on the age of consumers, to see which age group is most influenced from these ads.

· Determine whether people are satisfied with latest Ufone packages and services being offered.

[bookmark: _Toc281957774]1.6 Rationale of the study

The reason behind this research was to find out how effective a role advertising plays in influencing consumer’s decision to buy a particular connection. Advertisement plays a key role in creating a brand influence on consumers’ minds; therefore, if a company fails to advertise their products and services in a valuable manner it will not create value in the end.

[bookmark: _Toc281957775]1.7 Scope of the study

The research will help and benefit Ufone. It will help them become aware of their weaknesses, which lead to losses and areas in which they need improvement. It will also help them devise specific strategies of how to cope with existing competitors and come up with proactive approaches to solving problems and strengthening their neglected areas. 

[bookmark: _Toc281957776]1.8 Importance of the research
The research is important in the sense that it will provide useful information for the company (Ufone) on which their future decisions can be based, efficient strategies devised and future plans created. It will help them identify and focus on a certain audience segment, for which they believe the most revenue is likely to occur. Companies do not like to waste their money on unnecessary advertising, which will prove valueless. This research will hopefully provide an element of predictability for Ufone. It will help reduce their risks and uncertainties and give them a detailed in-depth analysis of exactly what areas of advertising need to be given attention to. 




[bookmark: _Toc281957777]CHAPTER 2: CONTEMPORARAY RESEARCH

[bookmark: _Toc281957778]2.1 Background

Advertising is an imperative element of the marketing mix. It is a type of marketing promotion. Price, product, promotion and physical distribution are the four basics in marketing. An essential element of marketing is advertising which promotes the product and hence elevates brand awareness.

Advertising plays a very important role in today’s world wide competition. It is critical for both the consumer and supplier. It is essential part of a successful business as with the help of effective advertising, firms can make their products more well-liked, striking and it helps in building brand awareness. Thus, Advertising today is allocated separate budget in a business. It boosts up the revenue by escalating the sales of a company. Therefore, advertising helps in creating awareness of brands which yields profit for the company.

Good advertising creates interest in the minds of the individuals about the product after its launch. Every year millions of dollars are being spent on television advertisements. Companies spent huge amount of money on television advertisements with the view that it would increase their sales.

For efficient promotion, ads have to reach target customers. Unfortunately, not all potential customers read all newspapers and magazines or listen to all radio and television programs. So not all media are equally effective (McCarthy and Perreault, 1988). 

Ufone spends a lot on advertising and through such advertisements Ufone is able to encourage market competition, which results in product innovation, improvement in the quality of their services and more benefits and satisfaction to customers.

The two important dimensions of effectiveness are the size of the audience and depth of the impact (article: Pioneering experiment in assessing advertisement effectiveness by T.E.Coffin 1963). To reach many people quickly and cheaply - use mass selling (McCarthy and Perreault, 1988).
Consumer behavior, on the other hand, is the study of how people purchase goods and services. This can help us understand how effective role advertising has played in stimulating positive consumer behavior. (Philip Kotler, 2004, “consumer buying behavior”)

[bookmark: _Toc281957779]2.2. What is advertising?

“Advertising is any paid form of non personal presentation and promotion of ideas, goods or services by an identified sponsor (Philip Kotler).”

This definition indicates that advertising is a paid, non-personal communication. It lays importance on presentation and promotion. Philip Kotler has given importance to sponsor under this definition. Kotler (1988) sees advertising as one of the four major tools companies use to direct persuasive communications to target buyers and public noting, “It consists of non-personal forms of communication conducted through paid media under clear sponsorship”.

“Advertising is defined as a communication process, a marketing process, an economic and social process, a public relations process or information and persuasion process (Arens, 1996).”

Advertisements are designed to influence the way people think about products and brands. More particularly, advertising is planned to affect consumer’s beliefs and brand attitudes.

To reach many people quickly and cheaply - use mass selling (McCarthy and Perreault, 1988). 

“Morden (1991) is of the opinion that advertising is used to establish a basic awareness of the product or service in the mind of the potential customer and to build up knowledge about it.”

Morden viewed that the main aim of advertising was to create brand awareness in the minds of the customers. It helps the consumer in buying decisions. 
In any industry publicizing becomes critical for growth. And consequently leads to the success of products in market. However, there may be other protocols of bringing a product into existence; but advertising forms the base for a product to flourish among the consumers. 
“According to Bearden et al (2004), Advertising is the element of the marketing communication mix that is non-personal, paid for by an identified sponsor, and disseminated through mass channels of communication to promote the adoption of goods, services persons or ideas.” 

Summarizing the above, it can be concluded that, “Advertising then consists of all the activities involved in presenting to an audience a non-personal, sponsor-identified, paid-for message about a product or organization”. The importance of advertising facilitates to convince the customers not only to purchase the product once but also to carry on repurchasing and ultimately developing brand loyalty.

[bookmark: _Toc281957780]2.3 What is Consumer Behavior?

“Consumer behavior reflects the totality of consumer’s decision with respect to the acquisition, consumption, and disposition of goods, services, activities, experiences, people, and ideas by (human) decision- making units.(Wayne D. Hoyer).”

It helps us to understand the decisions made by consumers or individuals about the nature of products, services, ideas or activities.

A company only grows by recognizing and accepting consumer needs and inclination towards their product which creates further business opportunities (Bearden et al, 2004).

Nowadays a number of factors make it important to understand consumer markets and individual consumer behavior: the mere size of the consumer market, ongoing changes in consumer shopping habits and purchase decisions, the continuing emphasis on consumer-oriented marketing and design of effective marketing strategy 

It is crucial to acknowledge consumer markets, individual consumer behavior, the magnitude of the consumer market and the continuous variations in consumer shopping trends and purchase decisions. These elements diverge the consumer-oriented marketing and design of effective marketing strategy (Bearden et al, 2004).

Consumer research can be very functional in knowing advertising objectives. Research indicates that if consumers know about the brand name but are unaware of the characteristics of the brand, advertising can be designed to enhance brand knowledge and encourage positive attitudes about it

[bookmark: _Toc281957781]2.3.1 Brands:

A brand is a set of perceptions and images that stand for a company, product or service. A brand is an image developed by a company for its product or service.

Brands set a trademark to discriminate from a variety of its competitors. And hence establish an affiliation and builds up an approving attitude towards the product, which then speeds up the individual buyers through the purchase decision process. The continuous usage of their brands strengthens brand loyal behavior which however stains out poor or unfamiliar brands.

Without brands, consumer cannot tell one product from another and advertising then would be nearly impossible. It is critical to establish the distinctive features of a brand which determines the strength of a brand. These features elaborate the brand owner’s view point about the brand. Therefore, it must be straightforward and clearly understood by everyone in the company as all the marketing strategies will be planned to sustain and emphasize this brand identity (Bearden et al, 2004).

[bookmark: _Toc281957782]2.4 Difference between Product and Service:

Products are tangible items, non-perishable, countable, and can be owned. Products are the things companies produce for example cars, cell-phones etc.

A service is intangible. The customer utilizes it which is the effort or toil of someone else.



[bookmark: _Toc281957783]CHAPTER 3: RESEARCH METHODOLOGY

Research methodology was the method we used to gather information, followed by the designing a plan outlining the data collection for evaluation and assessment. Techniques to gather data were identified, along with the mechanisms to be utilized and managed, data to be analyzed and planned. The technique adopted reflects the theory that is available on the process, in an assortment of worldwide publications. For our research methodology, we have used the following sub-phases.

[bookmark: _Toc281957784]3.1 What is Research?
Examining the data is ‘Research’. Systematic study is the core to Research. According to Redman and Mory, research is a “systematized effort to get information.” Albert szent gyorgyi said research is something that has been observed by everyone, however to consider or assume which no one has assumed yet.

“Research is simply an efficient and redefined method of thinking, employing specialized tools, instruments and procedures in order to obtain more satisfactory solution of a problem.” (C.C. Crawford of university of Southern California)

It initiates with a query, followed by data collection or information, after thorough analysis leads to judgment supported by authentic evidence. It is quantitative and involves inventive work. The old saying, “it is more important to do the right thing than to do the things right” applies to research. Managers are able to keep a track on varying preferences of the consumers and hence accordingly devise strategies of competitors through research. 
A research can be done for two different purposes:
· To solve a currently existing problem
· To contribute the knowledge to a particular area of interest.

[bookmark: _Toc281957785]3.1.1 Major limitations in conducting a research:
· Costs
· Time
· Knowledge
· Access to resources
· support by authorities

[bookmark: _Toc281957786]3.1.2 Objectives of research:
· Analysis of the subject
· To gather data concerning the problem at hand
· To perform a logical and objective study
· To conduct an efficient inquiry of the subject
· To carefully present the facts

[bookmark: _Toc281957787]3.1.3 Significance of research:
According to Hudson Maxim, “all progress is born of inquiry. Doubt is often better than overconfidence, for it leads to inquiry, and inquiry leads to invention.” The significance of research is as follows:
· It provides a basis for improvement
· It establishes the relation between variables
· It facilitates the process of judgment, examination, and evaluation

[bookmark: _Toc281957788]3.2 Types of Research:

1. Theoretical Research: This research is regarding principles, laws, or rules. This type of research is original or basic in character.

2. Applied Research: This type of research is concerned with the resolution of a particular problem. In this research, the problem is identified and the results are expected to be appropriate in the enhancement of practice.

3. Action Research: This research is through the introduction of a direct action with the goal of obtaining practical solutions to given problems.

4. Evaluation Research: This type of research is a result of developmental programming, which has been adopted on a very large scale in recent years. The basic aim is to evaluate programmes that have been implemented.

5. Quantitative Research: This research assesses the technical quantitative property and their associations. The aim of quantitative research is to build up statistical representation. A quantitative approach requires a perceptive research design. Quantitative research is usually based on:

· Definition, identification and measurement of the key variables.
· Improvement of a sampling plan
· Numerical examination of the data
· Selection of one or more methods of collecting data 
6. Qualitative Research: In research methodology it is one of the most important approaches in social sciences. Qualitative research is a process that is more flexible and does not involve a numerical analysis of the data researched.

[bookmark: _Toc281957789]3.4 Research Design:

Research process involves the formation of research design which is one of the distinctive elements. It engages in drafting a sketch of action. It is plan for collecting and analyzing data in a competent and s	ignificant manner. However, many scientists have defined research design in different terms. Miller has defined ‘Designed research’ as, “The deliberate sequence of the intact process involved in conducting a research study.” The challenge of a research design is to transform the general scientific model into a practical research operation. A research design should be based on methodology. A research project should be designed in a way that:
· It answers the questions being investigated
· inappropriate factors are controlled
· the degree of generalization made should be valid

[bookmark: _Toc281957790]3.4.1 Characteristics of a good research design:
      
1. Give in maximum information
     2. Competent, cost-effective, and flexible
     3. Maximizes reliability

[bookmark: _Toc281957791]3.4.2 Types of Research Design:

· Exploratory research: 
It is formulated to create basic knowledge and identify substitutes to focus on research aims. Clarify relevant issues. It is very flexible and open-ended process. 


· Causal research: 
It is planned to offer possible cause and-effect relationship.

· Descriptive research:
It usually involves surveys and comparisons. The researchers have defined the research as descriptive because:
· It considered current circumstances
· It elucidates what is being examined

[bookmark: _Toc281957792]3.4.3 Kind of Descriptive research:

Survey:  
A questionnaire is formed to acquire the preferred information through a survey. Primary data is collected by means of the survey. In our research, survey was conducted to obtain a customer feedback among 100 respondents to know the affects of Ufone advertising on consumer brand preferences in the telecom sector. 

Segment surveyed:
· Youth surveyed 
A survey technique which exploited a well prepared questionnaire was deployed.




[bookmark: _Toc281957793]3.4.4 Data Collection:

Prescribed examination was adopted to gather data. Two methods are used to accomplish the prescribed examination.

Secondary Data:

Secondary data is data, which has been collected by individuals and published for some other purpose. Secondary data can easily be collected as compared to primary data. The information obtained from primary data is more accurate.

For secondary data collection, we used the following resources:

· Internet
· Books
· Academic Journals
· Articles
· Research papers
· Newspapers/magazines

Primary data:

The researcher uses primary data collection at a point where data needed cannot be obtained through secondary resources.

We used the techniques given below to attain the primary data collection.

· Questionnaire
· Personal observation

[bookmark: _Toc281957794]3.4.5 Population Sample:

In this study, we used a large and diverse sample of people from the age 18 to 30.

[bookmark: _Toc281957795]3.4.6 Sample size:

Sample size for this research was to be of 100. In which, out of 100, 50 will be male and 50 will be female. The sample size of 100 provided a convenient sample for study analysis. A questionnaire was distributed to a large number of university students and professionals.

[bookmark: _Toc281957796]3.4.7 Data Collection Instrument:

Data was collected by the use of qualitative methods. An instrument to assess the effects of advertising while buying a product would be by distributing questionnaires to the students and professionals between the ages of 18-30. The questionnaire was designed to analyze brand preferences in the telecom industry, it consisting of 17 main questions.  This descriptive study did not require any sort of test implementation.



[bookmark: _Toc281957797]3.4.8 Tools for Analysis:

To investigate, Microsoft Excel was used to obtain the outcomes of the research. Our research design was based on the following figure, in which we took advertising to be an independent variable. We also identified several elements that influence consumer brand preference, which is a dependant variable.



[bookmark: _Toc281957798]Theoretical Framework
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[bookmark: _Toc281957799]CHAPTER 4: ANALYSIS & RESULTS
This chapter will be giving in detail the findings that are based on our research work.
This phase of our project was the most important phase as it consisted entirely of the analysis of the information provided to us in the questionnaires by our respondents. The findings were analyzed and hence evaluated in order to come up with some solid solutions. Questionnaire results were hence, as follows:
[bookmark: _Toc281957800]4.1 Questionnaire results:
Q 1. Gender:
Graph

Gender
Graph: 4.1



Interpretation/ Explanation:
In this survey, we distributed equal questionnaires among both the females and males. The above graph shows that 50 females and 50 males were selected as sample of this survey. The reason behind this was to get fair results by avoiding gender biasness.

Q 2. Age:

Graph


What is your age?

Graph: 4.2

Interpretation/ Explanation:

We used a large and diverse sample of people from the ages of below 19 years and up to 35 above. Our results indicated that most of the people using Ufone comprised of the youth (people of a younger age group), mostly between 20 years to 25 years and below 19 years of age.

Q 3. What is your education?

Graph


What is your education?

Graph: 4.3


Interpretation/ Explanation:

According to our sample results, there were no illiterate people. However, 50 of the respondents were under-graduates, 26 were graduates and 24 post-graduates.



Q 4. How many connections are you using?

Graph


How many connections are you using?

Graph: 4.4


Interpretation/ Explanation:

The results indicated that 70 of the respondents were using a single connection, 14 had two connections, 10 were using three and 6 had many connections.







Q 5. Are you a prepaid or a postpaid customer?

Graph



Are you a prepaid or postpaid customer?

Graph: 4.5


Interpretation/ Explanation:

Survey results showed that 82 of the respondents were using a prepaid connection whereas the remaining were postpaid customers.





Q 6. Did an advertisement on TV influence your decision to buy a particular connection?

Graph



Did an advertisement on TV influence your decision to buy a particular connection?

Graph: 4.6


Interpretation/ Explanation:

The results showed that 42 of the respondents did not think that advertising influenced their decision while purchasing a connection of particular company and the remaining 58 thought that advertising influenced their buying decision.



Q 7. Which medium of advertising inspires you the most?

Graph


Which medium of advertising inspires you the most?

Graph: 4.7


Interpretation/ Explanation:

Majority of the respondents indicated that they were mostly inspired from TV advertisements. The second most favored medium were billboards, then came newspapers, websites and lastly radio. 



Q 8. Do you think advertising effects your preference to be a customer of a particular cellular service?

Graph



 Do you think advertising effects your preference to be a customer of a particular cellular service?

Graph: 4.8


Interpretation/ Explanation:

The results indicated that 82 respondents thought that advertising affects their preference to be a customer of a particular cellular service, whereas the remaining 18 do not think that advertising affects their preference to be a customer of a particular cellular service.

Q 9. Do you think Ufone is doing effective advertising as compared to other cellular companies?

Graph
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Graph: 4.9


Interpretation/ Explanation:

The results indicated that 55 respondents thought that Ufone is doing effective advertising as compared to other cellular companies, whereas 45 respondents were of the view that Ufone is not doing effective advertising in comparison with others in the industry.



Q 10. Do you feel differently about Ufone after seeing one of their ads?

Graph
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Graph: 4.10


Interpretation/ Explanation:

According to the survey results, 60 respondents felt differently about Ufone after seeing one of their ads, whereas the remaining 40 were indifferent even after seeing their ads.


Q 11. Which element of the Ufone ads inspired you to buy their particular connection?

Graph



Which element of the Ufone ads inspired you to buy their particular connection?

Graph: 4.11


Interpretation/ Explanation:

The results indicated that the jingle of the ad inspired 12 respondents, 2 were inspired from the models, 65 were inspired from the storyboard and 15 were inspired from the features highlighted.



Q 12. Do you think Ufone can take a lead on other companies through effective advertising?

Graph
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Graph: 4.12


Interpretation/ Explanation:

The results indicated that 88 respondents felt that Ufone could take a lead on other companies through effective advertising whereas 12 felt that it would not be able to take a lead through effective advertising.


Q 13. You are using Ufone because?

Graph


You are using Ufone because?

Graph: 4.13


Interpretation/ Explanation:

The results indicated that 48 respondents were using Ufone because they were happy with the connection, whereas 52 were using Ufone because they were unaware of the features offered by other cellular companies.





Q 14. What type of problem do you face while using Ufone?

Graph



What type of problem do you face while using Ufone?

Graph: 4.14


Interpretation/ Explanation:

The results indicated that 45 respondents faced a network problem while using Ufone, 35 respondents encountered the problem of the helpline being busy, 13 felt that packages offered were not so good and the remaining 7 said that the service center was out of reach.



Q 15. What type of Ufone ads appeal to you?

Graph


What type of Ufone ads appeal to you?

Graph: 4.15


Interpretation/ Explanation:

According to the results, humorous ads of Ufone appealed to 55 of the respondents, 25 were appealed by informative ads, none of the respondents was appealed by emotional ads, 5 were appealed by adventurous ads and 15 by celebrity endorsed Ufone ads.




Q 16. Do you agree with the statement, “Repetition of an advertisement makes it more effective”?

Graph
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Graph: 4.16


Interpretation/ Explanation:

The results indicated that 52 respondents felt that repetition of an advertisement makes it more effective, whereas 48 respondents felt that it does not.



Q 17. Have quality of Ufone advertisements enhanced over a period?
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Graph: 4.17


Interpretation/ Explanation:

According to the results, 70 respondents felt that quality of Ufone advertisements had enhanced over a period, whereas 30 felt that they had not. 



[bookmark: _Toc281957801]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc281957802]5.1	Conclusion

Advertising is a powerful tool on buying behavior of people in today’s world for developing ideas or suggestions, expressing emotions, showing belief and confidence or turning an abstract idea into a proper product benefit.

Our research has indicated that there is strong influence of the ad campaigns on the purchasing behavior of customers about a service, the strongest influence being television. Newspapers, billboards and websites also play a major role on the buying behavior of the products.

Majority of the respondents indicated that Ufone is not doing effective advertising as compared to other telecom companies although they did feel differently about the connection after seeing their ads and were mostly inspired by the storyboard of the advertisement.

Through this study, we came to know that the expert use of advertising elements helps build an effective brand image, especially if the storyboard of an advertisement (information provided) inspires people the most.

The overall survey indicated that ad campaigns with better “visual effects” (such as using television as your medium for advertising), is more influential and can have a very powerful influence on the buying behavior of consumers, given that the advertisement is well drafted in terms of storyboard, jingle, theme, models used and features highlighted etc. 

Advertising can only boost the growth for a short period, as the company cannot achieve a high quality brand position in customers mind until it provides quality and consistent service to its customers. Advertising and service quality run parallel. Advertising makes the customers aware about the new packages and quality services satisfy the customer’s needs. The results showed that majority of the people faced a network problem while using Ufone and many faced a problem of helpline being busy. 

The study showed that people were fonder of humorous advertisements. They preferred unique and colorful ads and especially those shown on TV than on any other advertising Media.

Research shows that people remember those ads, which are frequently shown on TV. Majority felt that repetition of an advertisement would make it more effective, however many also contradicted this statement.

In Pakistan, people prefer those ads, which reflect their cultural values and family relationships. Consumers buy because they want to experience the benefits of the product or service that a company has to offer. Moreover, it is not until after the sale that they want to justify the purchase. 

We believe Ufone should prepare people about the logical aspects of the purchase; they should highlight these features in their advertisements instead of highlighting only the latest packages on offer. The call for action plays a crucial role is one of the major parts of advertising. Ufone should spend time combining words and phrases to get just the right impact, as it is trying to get the viewer out of his chair ready to buy.

[bookmark: _Toc281957803]Recommendations

Having discussed the matter in detail, carrying out the survey, analyzing it and seeing all the parameters involved, the following recommendations were made:
· This study had limitations. The sample size of 100 was small for further research and we would recommend the researcher use larger sample size.
· We only used questionnaire technique; the researcher can take interviews of different customers along with the employees of Ufone.
· The age limit can be changed, further research can be held on children and older people.
· The research was done in Islamabad/Rawalpindi; further research can be done in other cities of Pakistan as well. 
· To overcome the problem of helpline busy, we would suggest Ufone, to increase the number of service operators to cater to its customers promptly, without them having to wait.
· Advertising alone will not do the trick, the quality of its services that it provides need to run parallel with advertising.
· Companies need to evoke those feelings in advertisements that clients will experience once they have made the purchase and have the product in their hands.
· Ufone needs to work on its network problem. Network connectivity and Coverage should be enhanced by installing more cell sites both in existing and newly covered areas. For this, different IT and Software solution companies should be hired to speed up all this and catch up on competition. 





















ANNEXURE
Questionnaire on Ufone brand advertising
We are students of Bahria University, Islamabad. We are conducting this survey about, ‘the influence of Ufone brand advertising on consumer behavior’, as part of our MBA research project. Please take part in the following survey. We would greatly appreciate your help.
Fill the questionnaire by using tick mark             in an appropriate box.
1. Gender
 Male
 Female

2. What is your age?
 Below 19 years 
 20 years to 25 years 
 26 years to 35 years
  Above 35 years etc


3. What is your education?
 Illiterate
 Under Graduate
 Graduate
 Post Graduate 

4. How many connections you are using currently?

 One 	 Two        Three      Many


5. Are you a prepaid or a postpaid customer?
 Pre-paid              Post-paid

6. Did Ufone's advertisement on TV influence your decision to buy a particular connection?
 Yes                                       No      

7. Which medium of advertising inspires you the most?

 TV  	        	 Newspaper 	     	Radio           Billboards		 Websites  


8. Do you think advertising affects your preference to be customer of particular cellular service? 
 Yes         No


9. Do you think Ufone is doing effective advertising as compared to other cellular companies?
 Yes         No


10. Do you feel differently about Ufone because of seeing one of their ads?
 Yes         No


11. Which element of Ufone ads inspired you to buy their particular connection?

  Jingle of the ad      Models	      Storyboard  
  Features highlighted
              
11. Do you think Ufone can take a lead on other companies through effective Advertising?
    Yes 	     No

12. Are you using Ufone Because?
       You are happy with this connection
  You are unaware of the features offered by other     companies


13. What type of problem do you face while using Ufone?
      Network problem           Helpline busy
 Not good packages         Service centre of reach


14. What type of Ufone ads appeal to you?
       Humorous      Emotional    Celebrity endorsed
       Informative   Adventurous


15.  Do you agree with the statement, ‘repetition of an advertisement makes it more effective’?
       Yes        No


16. Have quality of Ufone advertisements enhanced over a period?

  Yes        No
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Annexure 1
Human resource policies at Ufone

At Ufone it is all mind level game for employees to retain and appraise. Mostly Job duration time frame of regular employees is 1 to 1.5 years according to the maturity.
When employees work only in minimum time level then they are provided KPIS (no time just complete the work and with no leverage)

Promotional plan

· Month 1= Training (know how of the work) and 1 day is off from work
· Inbound floor training ten salary and incentives are provided.
· Month 1-3= Basic Salary
· Month 3-6= Salary raise+ Incentives (on the basis of target performance that how much KPI’s are hit)
· 6- 1year= salary incremental + incentives
· 13-24 months= 24000
· 24 months= 28000
Incentives range of 24000 to 28000 is maximum pay scale for 1 to 2 year. That is provided to 20 top Agents on the basis of:
· Maximum Attendance
· Idea of the month
· Maximum calls of the month
· Best calls of the month
· Maximum quality


Annexure 2
Hiring policies

Hiring at Ufone call centers is on contract basis. Methods that are used in hiring procedure are as following in a proper sequence:
· Telephonic interviews
· Voice test to check English, accent, voice quality and clearance
· Formal interviews within two weeks
· Panel interviews 
· Final interviews (By management and it depends on availability of senior management and by outsourcing company that are ASK, Pioneer, HRTS)
Then final candidates are short listed and 1st training sessions are held.

Training at Ufone

There are different refreshers as training programs for different levels of employees and staff. 

Initial training

In which employees are trained the following knowledge and skills:
· Communication
· Product knowledge
· Customer handling
· System handling
When the employee starts formal job then he/she is provided training refresher. If the job is stressful then to overcome that stress special events are organized like Nashta plan or outdoor trips at all levels of management and staff. Team leaders initiate these events for their teams. Some events of last year were 8teams trip to Lahore at management level and V-Rock concert for HR. Management events include going outstation.  If the performance is not up-to date then training programs are repeated and revised or the person heading the call centers handle that affair. Motivational refreshers are also provided as training like team building. Some employees are also provided counseling to remove jealousy and to gain and develop “Collective Mindset”.















			
Annexure 3

· For the discussion of our project, we met Mr Umer Akhlaq( Assistant Brand manager Ufone Islamabad), while completing our project we made many visits to their office. 
· We had three meetings with him which are dated as:
· First Meeting: 23rd August, 2010. 10:00 AM to 11:30 AM
· Second Meeting: 8th October, 2010 2:30 PM to 4:35 PM.
· Last Meeting: 2nd December, 2010 2:00 PM to 3:00 PM.
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