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ABSTRACT
In developing countries like Pakistan where a larger segment of society has a limited amount of disposable income, people tend to prefer spending their leisure time on activities which do not require much of spending.

However, the upper echelon of society tends to avail the opportunities via acquiring expensive memberships of the country clubs that serve them the purpose for recreational activities. 

Islamabad club falls in the category of such clubs that is offering an array of services to its members. However, there is a fervent need for the exclusivity and innovation in the club. This paper will focus mainly on such strategies that could bring newness to Islamabad Club.

The research is based on highlighting the value of much improved services being offered at the Club by creating and sustaining the value and facing the present and potential competitors. The aim is to give recommendations to Islamabad Club in particular, and all relevant entities, which are responsible for the provision of facilities and services in metropolitan areas. 

The strategies in this regard, will help the Club to charge according to the services they are providing, hence better services yielding higher consumer spending and greater revenues for the Club.

1 Chapter: Introduction

1.1 Broad Problem Area/Background

Islamabad Club an entrenched organization has long been serving in the country while creating value through the facilities it provides. However, there is a need for further harnessing the brand either by upgrading the existing facilities or by addendum of new and innovative facilities. Since the present era considers the services as an indispensable aspect, especially when it comes to consumerism so revitalizing the brand holds a greater amount of significance.

Currently the Club is jam packed with the members and so does not really require further enlisting of people. Therefore, this puts a limitation for higher revenue generation. However through the provision of innovative facilities it can excavate a greater spending from the consumers.

1.2 Problem Statement/Priority Issue

"Enhancing brand image and value addition for long term sustainability of the club."
1.3 Objectives of the Study
· Premium charging will further elevate the brand's name. More spending from the members will lead to more spending across the board i.e. more will be spent per capita.

· Via innovative array of services the club will enable its sustainability in tough competition. 
· Foster creativity and innovation in the club's way of doing things.

· Areas that have been over-looked in the past would be accentuated.
· To improve the procedures of delivering services in order to provide better value to customers.
· The proposed strategies would help the club in satisfying its customers in long run.

· Finding out the difficulties club’s facing with and coming up with the solutions and recommendations.
1.4 Research Methodology

Methodology serves as the total frame work of a research project. This entails various steps via which the primary data is collected. It also helps in making a choice for the selection of tools which are required to conduct the research. 

The effective and efficient use of the methodology helps in forming a theory which can ultimately lead to the solutions for the selected problem. Overall significance of research methodology is optimum in a Research Project.

1.4.1 Type of Study

Applied Research is used for the project. This Research will result in various out-of-the-box strategies which if will get implemented, definitely yield positive results for the overall image of the brand.

The research conducted will help in knowing the members existing demands from the club. This will help in recognizing the weak areas which need further improvements and enhancements.

Apart from the primary research which will be done via conducting interviews from the Management of the Club and the members, the researchers will also ensure that research paper shows secondary data to get the scrupulous details about the implications. An analysis of both the secondary and the primary data will enable us to reach the core problem, the underlying issues of the main problem, a link between the subject and the concerned parts.

1.4.2 Population/Sample

The sample will comprise of the residents in Islamabad only. Also the researchers will gather information from the members of the Club for being the most useful source of vital information necessary for the gathering of data.

Questionnaires will be distributed to a sample size of around 100 people comprising various age groups. The age group will range from 10 to 70.

1.4.3 Instruments and Measures 

1.4.3.1 Interviews

Face to face interviews hold a greater significance and therefore the researchers will conduct both formal and informal interviews from the Management of the Club and from the members who have been availing the facilities since over 10 years. The duration of the interview that will be conducted from the Management will not exceed half an hour time. However the interview that will be conducted from the members will limit to duration of 15 minutes. This is because around five members will be interviewed. Researchers will prepare the separate interview sheet for the aforementioned. Questions will be pertinent to the Research Project and will help in evaluating the current situation.

1.4.3.2 Questionnaires

A well designed questionnaire helps in digging out all the necessary information which is usually required for the proceedings of an authentic Research. The questionnaires will comprise of closed ended questions which will be prepared by the researchers via brainstorming sessions. The information gathered form these questionnaires will help the researchers understand the consumers’ wants and requirements according to which the strategies will be formulated. In short with the help of these questionnaires researchers will be able to evaluate the organization at the current state and forecast the desired state.

1.5 Limitations

The main aim of this project is to make the Club realize about the fundamental, indispensible aspects to customer services. There is a fervent need that Islamabad Club being one of the prestigious clubs in the country proves itself as innovative and exclusive.

However, there are certain snags for the implementation of the proposed strategies. Firstly, the management might show reluctance in accepting the proposed recommendations for a huge investment will be required to have the innovative services implemented. 

While gathering information the researchers cannot fully rely on the data collected through questionnaires because some people might not give true information. For this very reason informal interviews will also be conducted from the members by the researchers. Also the information collected from the management will also be limited for the management does not tend to disclose all the information that could prove to be helpful in various ways.

Premium charging might bring some change in members’ opinions and they might not encourage the idea. Therefore, economic conditions and organizational structure and culture can bring about certain limitations for the implementation of the strategies proposed by the researchers. 

2 Chapter: Literature Review
(Cagan) states that a brand is valuable when it provides value to its customers. A successful company is the one that manages all its operations coherently and provides value to its customers. Hence, the identity of the brand must be linked to customer needs, and it must be consistent with the company’s capabilities and its branded products. Many companies are not able to deliver the goal of running company consistently because they lack formal analysis methods to link customer needs to their brands and products, and they lack tools to identify which customer needs best fit company capabilities. This process consists of four general steps for creating a brand identity: analysis, synthesis, translation and implementation:

1. Analysis: The tool for this step is the Value Opportunity Analysis (VOA). The VOA, with its base in product development, is effective as a unique but perceptive method for identifying customer-based branding values.

2. Synthesis: This step helps to organize the set of identity attributes to an action plan, one that can be understood by those within the company and can be transformed to messages for those outside (advertising agencies, suppliers, and customers).

3. Translation: This step is to convert verbal identity into suitable languages (e.g. symbolic, visual, and functional) to set up the implementation of the verbal identity into product, advertising, and other key interaction points with customers.

4. Implementation: The final step is to implement the identity, the creation of products, services, advertising content, marketing visuals, customer service training guidelines, and so forth, consistent with the verbal message. In this step the context-appropriate languages become powerful guides to translating customer and company values into a consistent communicator of brand identity through an organization’s operation. Brand is a “feeling good” aspect with customer emotion and serving as a source of meaning to customers.
Building a brand driven culture is a lifelong commitment to a way of thinking and a way of life that takes time, planning and determination that produces indefinable outputs which include greater customer satisfaction, reduced price sensitivity, fewer customer defections, and a greater share of customers’ wallets, more referrals, and a higher percentage of repeat business. The brand identity needs to focus on points of differentiation that offer sustainable cutthroat advantage to the firm. Brand identity is based on a thorough understanding of the firm’s customers, competitors, and business environment. The brand identity needs to reproduce the business strategy and the firm’s readiness to invest in the programs needed for the brand to live up to its guarantee to customers. PCDL Model: a conceptual model for building brands

1. Positioning the brand

2. Communicating the brand message

3. Delivering the brand performance

4. Leveraging the brand equity

Strong brands enjoy customer loyalty, the potential to charge premium prices, and considerable brand power to support new product and service launches. Brand identity is a unique set of brand associations implying a promise to customers and includes a core and extended identity. (M.Ghodeswar)
(Yogev, 1980) believes that in developing countries, the interaction and socialization is of significant importance because due to socialization the individual gets a more clear focus of his goals, and ambitions to pursue. There is a need to have youth organizations where similar age groups can get together and interact in a positive environment; this provides them to enhance their capabilities and helps them to deal with a specific problem by taking guidance or learning from others.  A study of young pioneers have found that those individuals have higher future expectations who have been brought up in an opportunity structure, and have had an option of networking with highly educated members of society. Youth organizations should offer more activity based environment in which an individual can set high personal goals.
The competitive advantage of a winning brand name is a valuable asset for the firm owning the brand. The value of this advantage is indicated by the money paid by firms that have acquired consumer package goods with strong brand names. The brand also captures the promotional asset over time. Therefore, it is not astonishing that the principal capital of many businesses is their brands. The belief that a brand has an equity that exceeds its conservative asset value was developed by financial professionals. Brand equity has been viewed from a variety of perspectives. The first perspective has used the concept of brand equity in the context of marketing decision making, with the aim of improving the efficiency of the marketing process. The second perspective is financially based and views brand equity in terms of the incrementally discounted future cash flows that would result from a branded product in comparison with the revenue that would occur if the same product did not have the brand name. 

A major contribution of the marketing conceptualization is the identification of the sources of brand equity. However, each perspective takes a tunnel vision of brand equity concept. A combined approach can provide a more accurate estimate of brand equity and its sources. In addition, the brand equity concept should also be conceptualized from a global perspective. The geocentric approach represents a proper balance of consistency and economy on one hand and of regional or local significance on the other. Any realistic attempt to measure brand equity should adapt this middle-of-the-road approach to estimate the value of a brand. (Motameni & Shahrokhi) 
In consumer marketing, brands often provide the key points of differentiation between competitive offerings, and as such they can be vital to the success of companies. Hence, it is important that the management of brands is approached strategically. However, the lack of an effective dialogue between functions that are dissimilar in philosophy and do not have a common and compatible use of terms may be an obstruction to strategic management within organizations. No more is this evident than between the functions of marketing and accounting. The assumption in the article is that good communication between functions within organizations aids strategic management. The concept of brand equity has been debated both in the accounting and marketing literatures, and has highlighted the importance of having a long-term focus within brand management. Although there have been significant steps taken by companies to be strategic in the way that brands are managed, a lack of common terms and philosophy within and between disciplines persists and may obstruct communication. (Wood)
Researchers have found that in today’s world, the persons who travel from a place to another for a certain activity are themselves willing to pay for reducing their travelling time. As in nowadays, time is a very limited resource just like the money. Hence, the activity for which a person is consuming so much time to travel should be worth enough to give that person a valuable output for which he used his limited resource. This shows that where ever a person or a consumer if he is going to travel for consuming a product or a service should be imperative enough so that no time is wasted. It is suggested t the people that use their time thoughtfully because time once gone cannot be experienced again. (Nancy E. Bockstael, 1987) 
(Godfrey, 2003)explains that policy of best value presents a simple and legal set of guidance to follow in order to measure performance, its major need is to compare own services offered with the similar services offered by other organizations. Sports facility providers should also review the processes in which they function. If the organization keeps a check on its activities and takes advantage of the opportunities available, then certainly there is progress in performance measurement.  Performance indicators help a service provider to assess their functions with respect to utilization, accessibility and customer satisfaction. Sports facility has to consider complex measures, and their local priorities in order to be effectively successful. The performance levels present an option of relying on the managers that they can organize such a huge amount of data. Customer satisfaction is a vital part of performance measurement and it also gives a significant customer perceptions.
(Bruno Challier, 2000) conducted a research on individual factors which affect positively or negatively to teenagers. It has been seen that no sports activity or extreme sports activity may have a negative impact on health as compared to moderate activity. There has been very little research in which factors such as sports, family environment, and personality are studied altogether. This has been studied that non-smokers are more willing to take part in sports such as volleyball, wrestling, rugby etc. The researcher suggests that the teenagers who participate in sports outside the school are less involved in alcohol use than those who did not. Family environment plays a vital role in developing of adolescents because if they are healthy and have a positive approach towards life, they are less likely to get involved in licit and illicit drug use. It is very important especially for teenagers to indulge themselves in healthy activities such as sports in order to keep their mind and body fit. 

There has been a research on how physical activity and cancer risk are related. Prostate cancer is a very common disease in the men in U.S. There have been many studies observing the connection between physical activity and risk of cancer. Physical activity has been said to be one of the possible preventive measure by an expert. The well managed studies conclude that if physical activity is increased then there are reduced chances of cancer. Exercise has been declared to help fight many diseases including cancer. Activities such as walking, yoga, golf, jogging and weight lifting are very beneficial for avoiding diseases. (Alyson J. Littman, 2006)
(Helanko, 1958) researches and states that in Scandinavia and in other countries of west, a sport is considered one of the most interesting leisure activities. Gradually, sports have become a significant part of our daily lives. Sports till today have grown as a practice of socialization. Hence, community is a growing trend for people so that networking can occur in a healthy environment where competition can take place. The community growth has developed various sport habits. The games which can be held in group form include football, golf volleyball etc. which also helps cultivate co-operation. Playing together in similar communities develop positive attitude among youngsters, this competitive attitude can be selected as a decisive factor for positive development. When young boys play collectively, then they will learn that there are few things which are greater than individual. The gang-age (9-16 years) as mentioned by the author Helanko is a critical stage in the process of socialization. In this stage, the boys learn to deal with the company of their age-groups. This study suggests that the youth clubs existed long before these young groups were formed.

Research shows that recreational appreciation is the term for the modern age of today’s world, it means that an individual when selects one leisure activity from the available options. Two factors are significant in this which is aesthetic experience and the knowledge gaining. Once, the students or young people learn the aesthetic experience, they will learn to value art over anything further. Whereas, if there is a great emphasis on gaining knowledge, the students or individuals may take less interest in characteristics of that knowledge. Such students give more importance to the outcome than the effort put in. Recreational appreciation constitutes two activities which are to understand the artwork aesthetically and knowing oneself relating with the work experienced. This type of appreciation relates to develop sensibility in the terms of skills in individual. (M.B.O'Callaghan, 1988)
This research states various factors of family roles resulting in various types of educational outcomes. Families act as a basic pillar and guidance to build the personality of family members and also their approach towards education. This paper studies about how the family bond and interrelationships can either build positive or negative impact on educational decisions by their children. To build a positive link between education and family role, there is a need for a family to have good conversation among them, also need to do healthy activities together which will help form bonds and trust among members. Family togetherness in a positive environment will definitely be very beneficial for the educational decisions of their children. The family who would like to give their children the better educational outcomes will definitely strive to build strong relationship with their children by involving them in the mind building activities such as games in groups etc. Family and the parent-children relationship are essential for knowing if youth will achieve their goals. The family bonds can be strongly built by providing children with a caring and supportive environment.  The major focus of this study is that social relationships and networks can be built positively by interacting in a positive atmosphere and this can produce the results which are valuable. The author sees a turn down in social capital in American society, due to the low levels of participation in sports activities, public gatherings, and social affairs. The relationship of social capital and valuable outcomes are found to have positive relation. (Croll, 2004) 

“The service sector has grown rapidly in importance in both developed and developing countries. In the past twenty-five years (1965-1990), the share of services in the gross domestic product (GDP) of 55 out of 78 countries has increased (World Bank 1992). In 1990 it averaged 61 percent and 45 percent for developed and developing countries respectively (World Bank 1992). The growing importance of services in most national economies has been examined by various scholars in recent years (Bressand and Nicolaides 1989, Daniels 1982, Dunning 1989, Gershuny and Miles 1983, Heskett 1986, Kravis 1983, Nusbaumer 1987a, 1987b, Ochel and Wegner 1987, Riddle 1986, Shelp 1981, 1984, 1985, Sauvant and Mallampally 1993, Sauvant and Zimny 1987, UNCTC 1989 and UNCTAD 1989”.  (K.Kundu, 1995) 
"What kind of person would want to drive an extra half hour a day?," asks a headline: Only one kind! The kind who feels that the quality of family life is more important than sheer quantity. And the kind who feels that an extra half hour on the highway is a small price to pay for the privacy and safety of a private community, crystal clear skies, over 300 days of sunshine, and the assurance of an un crowded future for you and your children”. (San Diego Union, May 9, 1976:F7) 
(Miller, 1995)
Today most of the people in urban areas are leading sedentary life. It’s becoming rare to spend quality time with family. Person who realizes the significance of the time with family only bothers to take some time out and travels half an hour a day to reach some place where he could spend his leisure time in a serene and healthy environment.

Consumer satisfaction is very much important for an organization to know where it stands in the market, since it’s the consumers who determine the success of the product or a service by liking the product and purchasing and re-purchasing it. It is therefore of greater significance that the organization pulls up with some extraordinary methods to scrutinize the customer’s complaints through methods which could determine the refine measurement of the consumer satisfaction/dissatisfaction and complaining behavior. “Best and Andreasen have argued that an ideal consumer satisfaction measurement technique should gain, at low cost, responses from a high percentage of consumers who have just completed consumption of the product or service”. 

They also hold the opinion that the feedback of the customers should be acquired in a way that the results are gained at low cost and responses of a larger chunk of customers who have recently availed the facilities be it in the form of a product or service should be evaluated. Also whatever technique is adopted must not ask for the consumers’ identity so that positive and honest feedback is gathered.

The problem then identified leads to the development of a Consumer Service Evaluation Sysytem according to Best and Andreasen.  (M.Robinson, 1978) 
It is very important for an organization if operating in a service industry to have a contemporary structure for attracting the attention of its customers and audience so it becomes necessary to pay attention to the exterior and interior of the edifices.

“These structures were indebted to their nineteenth-century predecessors for the basic multistory form of an urban hotel, but a massive scale and complex new uses characterized the commercial hotel building type by the 1920s. On the lower floors layers of shopping arcades, raised lobbies, and mezzanine ballrooms created a new internal geography of the hotel understood by modern guests. The interweaving of traditional public spaces adapted to new uses and new features such as retail shops, beauty parlors, lunchrooms, cafeterias, and exhibit halls reflected the changes to the hotel in the early twentieth century. Men and women could coexist within the carefully designed spaces of the commercial hotel, creating a microcosm of the new consumption-based urban culture”. (Davidson, 2005)
3 Chapter: Industry Analysis
3.1 Introduction

There are many prestigious clubs located in Pakistan, offering wide range of recreational activities and safe environment for families. Clubs nowadays are running very successfully because in today's busy lives it is very difficult for people to take out some time for themselves and there is no better place than a club where sports, recreational activities and a lot more can be availed under one roof. 

3.2 Local Clubs
3.2.1 Royal Palm Golf & Country Club
The Royal Palm Golf & Country Club was formed in 1927. Royal Palm is considered one of the best golf courses in the subcontinent, and a dome which is the glory of their club. The Club provides fairways, The Summit, Bab-al-Shams, Meeting rooms, Roof top, Executive boardroom, hosts weddings, provides cricket arena, gym, tennis courts, squash courts, gaming, swimming pool, BBQ cafe, summer camps and a lot more. Royal Palm has remodeled completely and has equipped their club with almost everything the families require.  (Royal Palm Golf & Country Club)
3.2.2 Karachi Gymkhana Club
Karachi Gymkhana was formed in 1886. Karachi Gymkhana is one of the oldest clubs in Pakistan and the club has huge number of members and provides various sports facilities. The club offers facilities such as tennis, badminton, squash, cricket, swimming pool, sauna bath, jogging track, catering services, library and a lot more. The Managing Committee is elected by the voting of permanent members for one year. (Karachi Gymkhana Club) 
3.2.3 Arabian Sea Country Club
The Arabian Sea Country Club is situated at a distance of forty kilometers from Karachi. The Arabian Club has a relaxing and a peaceful environment far from the hustle and bustle of the city.The Club has separate swimming pools for learners, socializers, serious swimmers, and toddlers. The Club provides american pool table, snooker room, table tennis, carom, horse riding, video games and many other activities for children and adults. (Arabian Sea Country Club) 
3.2.4 Lahore Gymkhana Club
Lahore Gymkhana Club was founded on 1st May, 1878. The Club focuses on providing social and recreational activities for the families. The Club provides sports facilities which include golf, swimming, squash, and also organizes activities for the members. (Lahore Gymkhana Club) 
3.3 PEST Analysis
Islamabad Club is a service industry and is related to hospitality sector. Hospitality sector is one of the growing sectors in Pakistan. 

3.3.1 Political

· Club is affected by the political changes as it is a semi- government organization.

· Political changes may have a direct impact on the way in which club is operated.

3.3.2 Economical

· Economic conditions of the country are very important because they determine the spending capacity of the individuals on a sports club.

· If the economy is weak, then the per capita spending by the consumer is high and vice versa. 

3.3.3 Social

· Social trends and lifestyles have a huge impact on the spending by the consumers in the club as the club provides for the leisure activities and others.

· The Club has to keep itself updated with the latest requirements by the consumers.

3.3.4 Technological

· Technology is advancing at a fast pace and consumers today are aware about the latest technology. Hence, the Club has to be equipped with the latest technological developments in order to compete effectively.

4 Chapter: Organizational Overview 
4.1 History
Islamabad Club was established in 1967 by few officers for the purpose of offering recreational activities to the government officials, diplomats, and the residents of Islamabad. The Club was registered as a limited company on 22nd February 1968, under the Companies Act of 1963. At that time, Capital Development Authority leased an area of 244.8 acres of land for the building of golf course and sports facilities. Later, in 2008, further 102 acres of land was leased to the club for additional holes in golf course and a polo ground. Mr.S.M. Yusuf was elected as the president and Mr.Shaharyar M.Khan as the Honorary Secretary of the club after first elections for the Management Committee on 15 August 1968. Sports facilities were opened on 5th November 1967 by the President of Pakistan, Field Marshal Muhammad Ayub Khan. The Golf Pavilion was inaugurated on 26 March, 1968 by Air Marshal M. Asghar Khan and other sports facilities were inaugurated on 13th August, 1969 by General Agha M. Yahya Khan. The Club Cinema/Badminton Hall was contributed on 21st Jan, 1970 by His Highness Sheikh Zahid Bin Sultan al Nayyan, the Ruler of Abu Dhabi. The Club consistently displayed operating losses requiring Government subsidies to compensate the losses. The Club ownership was continued by the Government in 1978 and the company was closed through the Presidential Ordinance No. XXXIII. (Islamabad Club - History) 
4.2 Introduction

Islamabad Club is a prestigious club and its members include diplomats, government officials and the elite class of Islamabad. The total area of Islamabad Club is of 346 acres. The Club offers various facilities to its members; the main building provides reception, lounge, coffee shop, dining hall, billiard room, library, banquet room, and a well maintained lawn. The main building also comprises of thirty eight guest rooms. (Islamabad Club) 
4.2.1 Facilities
Islamabad Club offers their members a wide range of facilities which includes:

4.2.1.1 Gymnasium
The Club provides Gymnasium, that has been highly equipped with the latest equipments like Treadmills, Bikes, etc., trainings are being provided according to the requirements of the members by well trained trainers. Kinesis is another new exercise system which has been introduced in Islamabad Club for the first time in Pakistan. Steam Bath is offered to relax the minds of the members.

4.2.1.2 Swimming Pool
Swimming Pool which includes both indoor as well as outdoor are very well maintained as the pool water is treated so that the water is hygienically pure, professional life guards are present for both ladies and gents, coaching facility is also available. The indoor pool is centrally cooled and heated. The pool also has separate diving pool for children under 12years. 

4.2.1.3 Riding
The riding area is located at a distance from the main club building near the Rawal Dam. The riding club has space of ten acres including forty stables and three grounds. Lessons are also provided for those who want to learn. Members can keep their horses in the stables depending on the availability at set monthly charges.

4.2.1.4 Squash
A building especially for squash is provided comprising of five all weather squash courts. Three courts have air conditioning facility and also have glass back walls. Regular tournaments are held for squash players and all members.

4.2.1.5 Tennis
Islamabad Club offers nine clay, a synthetic court, and a tennis pavilion. Four courts have floodlights and can be used after sunset by booking. One court is for the purpose of training new players by experienced trainer.

4.2.1.6 Badminton
A new badminton hall is being developed at the club.

4.2.1.7 Billiards
The Billiard room offers two regular sized billiard tables. 

4.2.1.8 Card Room
The Bridge room has an exceptional bridge playing environment and has twelve tables. One table is specifically for Kantoori. A computerized cards shuffling machine is also available. Tournaments of National and International levels have been conducted in the card room.

4.2.1.9 Golf
The Islamabad Club provides an eighteen holes golf course, put into practice driving range and perform putting green. There is also a pro shop located for the members to buy golf kits and accessories. Coaching is also available and the club has arranged many national tournaments.
(Islamabad Club - Health & Sports)
4.2.1.10 Fun and Recreation
The Club arranges many recreational activities for its members. There is an auditorium with centrally air conditioning facility. It also has a projection, cinema screen and sound system facility. The auditorium can be booked by the members for personal movie shows, plays, musical shows, seminars etc.  Movies are shown on sunday for members by the club on regular basis. The Club organizes Tombola on regular basis and Grand Tombola is organized twice a year.

The Club has a Club Cafe adjacent to the swimming pool and offers pizzas, snacks etc. The Coffee Shop – Jharoka is located adjacent to the main lobby and it is open all day offering a'la carte menu. There is also a Darbar Hall which is the main formal dining hall and serves buffet at lunch time and an a'la carte menu is served at dinner. Dewan-e-Khas is a formal lounge and children under 12years are not allowed in this lounge. Lobby Lounge, which is a TV lounge offering snacks and juices all day. Family hall is the hall where children are allowed. Live Barbeque is served during summer evenings attended with live music. There is also a back lawn terrace, golf club terrace, roof top barbeque, pastry shop with a variety of cakes, baked items etc. located in the club.
(Islamabad Club - Fun & Recreation)
4.2.1.11 Conference Rooms
There are two conference rooms which are provided in the club, one is in oval shape format able to accommodate 16 to 18 persons and the other conference room is in the square shape format able to accommodate 12 persons. The facilities in conference rooms include wireless multimedia projection system, high speed internet connectivity, PA system, video conferencing, business centre.

Multipurpose Hall is a contemporary hall where large functions can be held. This hall can accommodate 160 -180(sit-down) and 300(standing buffet). Multimedia, screens, projector and other audio-visual equipment is provided on demand. The Golf Club Lounge is used for personal dinners and can accommodate 100 persons.
(Islamabad Club - Meeting & Banquet)
4.2.1.12 Menus
There are different types of menus offered such as party menu, fixed menu, additional dishes, additional items, and sweets.

4.2.1.13 Guestrooms
Islamabad Club offers guestrooms comprising single/double rooms, suites and deluxe suites equipped with entertainment channels, hot and cold bath, internet, 24 hour room service, in-house laundry, valet service and business center. The room categories include regular rooms, executive suite, and deluxe suite. Guestrooms can be booked by members, guests of members, and members of reciprocal clubs.

4.2.1.14 Library
Islamabad Club has one of the best libraries including huge variety of books. The books are more than seven thousand and more than four hundred DVD collection. The library makes use of Dewey decimal classification system for organizing its information resources and also has computerized database for books. The library offers English as well as Urdu magazines and periodicals including The Economist, Times, Newsweek, Pakistan and Gulf Economist etc.

Shopping can be done at pastry shop, bookshop and barbershop.
4.2.2 Club Tariff
Islamabad club has reviewed their price structure and it became essential for them to increase prices due to inflation and increased prices of inputs such as gas, electricity, cost of diesel for generator, the current situation of the country forces to focus on security due to which high cost is incurred to maintain security. Islamabad Club has also revised salary scales of its employees to help them sustain inflation.
(Islamabad Club - Other Member's Facilities)
4.2.2.1 Monthly Subscription
Islamabad Club gives 50% discount to the members above 75 years of age and below 85 years, 75% discount is provided to the members above 85 years of age and below 90 years, and 100% discount to the members above 90 years of age.
(Islamabad Club - Announcements)
4.2.3 Reciprocal Clubs
The members of the mentioned clubs and non-residents of Islamabad/Rawalpindi, may show membership card of their club and become visiting member for thirty days which can be extended to 60 days.

· The Commonwealth Club, London
· National Liberal Club, London
· East India Club, UK.
· Royal Automobile Club, London .
· Nairobi Safari Club-Kenya
· The Brisbane Club, Brisbane – Australia
· Naval, Military and Air Force Club of South Australia Inc. 
· Princeton Club of New York 
· Lahore Gymkhana Club-Lahore, Pakistan

· Defence Club – Lahore, Pakistan*
· Peshawar Club – Peshawar, Pakistan

· Quetta Club – Quetta, Pakistan

· Chenab Club –Faislabad, Pakistan*
· Karachi Gymkhana Club-Karachi, Pakistan
· Defence Authority Creek Club – Karachi, Pakistan*
· Defence Authority Club – Karach, Pakistan

· ArabianSea Country Club – Karachi, Pakistan
· Karachi Boat Club – Karachi, Pakistan
(Islamabad Club - Reciprocal Clubs)
4.2.4 Membership
There are classes of membership at Islamabad Club which includes service members, non-service members, associate(diplomat) members, associate(non-diplomat)members, temporary members, and visiting members.

4.2.4.1 Service Members
Service members are permanent civil servants of Pakistan and officers in defence forces who are currently serving in Grade 17 or above and civil or defence officers who have retired and receive eligible service pension.

4.2.4.2 Non-Service Members
The gentlemen and ladies who do not come under the category of service members and hold Pakistani Nationality having the necessary social status are the non-service members.

4.2.4.3 Associate (Diplomat) Members
Associate members are those diplomats and expatriates to whom Pakistan Foreign Office has issued a Diplomatic Card.

4.2.4.4 Associate (Non-Diplomat) Members
Those expatriate gentlemen/ladies are associate (non-diplomat) members who work in various commercial organizations and of required social status.
4.2.4.5 Temporary Members
Temporary membership may be given to those expatriates who visit Islamabad for a minimum period of 30 days and not more than 90 days in any year.

4.2.4.6 Visiting Members
The members of the affiliated Clubs when visit Islamabad Club and on showing their Club card, they will be permitted to use the Club for maximum of 30 days and this period could be increased to 90 days at the discretion of the Secretary.

If any member is disobedient to the Club Rules or have shown any misconduct can be suspended or cancelled from membership by the judgement of the Committee.
(Islamabad Club - Membership)
5 Chapter: Identification of Issues
5.1 Issues
Islamabad Club at the moment faces various issues which must be addressed on priority for it’s very important that an organization overcomes its weak areas especially while operating in a competitive environment. 

5.2
Branding Islamabad Club

Islamabad Club is a semi-government organization which is one of the main reasons that the Club has not worked on its brand image. The factor for not branding the club is also that it is not open for general public and membership is provided to selected and limited individuals after thorough scrutiny, to maintain the distinctive status of the club. Islamabad Club also did not brand itself as it enjoys being the only club in Islamabad but currently there are new clubs in Islamabad such as The Guns Club, and the Sheraton Golf Club is also opening soon, so they need to market the brand in the near future.
5.3
Security at Main Entrance
Researchers have observed while conducting the research that security at the gate is not enough. While an entrance is made by the member, all what is required by him is to show the entry pass. The security guards do not check the card for authenticity. Moreover, there is an absence of technologically advanced security measures.

5.4
Renovation & Décor
There is an intense need that the Club updates its interior and makes it a contemporary one. The furniture and the articles used inside need to be replaced. In some instances researchers have actually observed damaged sofas e.g. Family hall. 

Post close observation of the exterior, researchers have observed that broken chairs in the back lawn and walls that are to be repainted need to be addressed.  

5.5
Food Quality and Variety
After interviewing several members, researchers found that quite few of them seemed not delighted with the variety of food offered at Club. Also they had issues with the quality of food. 
5.6
Lack of Space
Club lacks enough space; for parking especially. During the visits to Club people have been seen facing problems due to less spacious parking lot.

5.7
Dissatisfaction of Newer Members
For the retention of newer members it is of utmost significance that the Club sees to the needs of the newly registered members. According to the new members the Club is seen to consider the members according to the length of the membership. This will loosen the customers’ interest and they might not like to visit the Club more often due to which the Club could have negative effects. Even bad word of mouth harms the organization to a deeper extent. 

5.8
Better Training of Staff
Even though the staff is highly courteous and pays proper attention to every single person who visits the Club yet they need to be trained when it comes to the services of food. People on asking about the services have been found complaining about them.  

5.9
Consumer Database
The consumer database is maintained manually which is one of the big drawbacks. No software is being used for maintaining the database which is somehow a negative aspect and the management of the Club needs to address these issues on priority.

5.10
Children Care Service
Islamabad Club ignores the services that could be provided to kids. Mothers especially of toddlers seem to have issues and hold strong opinion that their visits could increase if the Club could offer facilities for their kids. It becomes very difficult for young mothers to enjoy the facilities along with the babies.

5.11
Survey Analysis
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Table 1: Results regarding feeling welcomed in the club
Thus most of the members feel welcomed by the Club. They are given proper attention when they visit the Club and are satisfied with the treatment they receive form the staff. The researchers have observed that the members are satisfied when they enter the club.
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Table 2: Results regarding members comfortable in sharing concerns with management

This graph illustrates that a large part of the sample feels very much comfortable in expressing the views they hold for the Club and the facilities it offers to them. The researchers observed that members can comfortably discuss their concerns with the management.
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Table 3: Results on management being concerned about their services
According to the survey, fifty percent of the members show positive response when it comes to the concern management show to their problems if they face any. While, other members were not aware about the management's concerns.
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Table 4: Results about involvement of members in club activities

Most of the members hold the opinion that they do participate in the activities and enjoy them. Whereas, there were many other members who said that they are not highly involved in club's activities.
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Table 5: Results regarding rating of the club by the members

50% of the people rate the Club at point 7 on 10 showing a neutral satisfaction level towards the Club. The researchers have observed that very few members rated the club at point 9 and 10.
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Table 6: Results about the improvement of the club by members

80% of the people suggest that the Club can bring about a lot of improvements in future and they also emphasize on the fact that the changes that shall take place be warmly accepted by them. This graph illustrates that majority of the members have the opinion that club should bring improvements in various offerings.
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Table 7: Results about improvement in specific areas suggested by members

70% of the people hold the opinion that further enhancements in a certain area can bring an overall positive impact on the Club. The researchers have observed that most of the members specified which areas need improvements according to them.
[image: image8.emf]NO YES Don't Know

Change in Perception

0

10

20

30

40

50

60

Frequency

Change in Perception


Table 8: Results regarding the change in perception of members after getting the membership

More than 50% of the people have said that their perception of the club has not changed after acquiring the membership. This has been observed by the researchers that members hold a typical opinion about the club and they do not observe any difference after acquiring the membership.
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Table 9: Results about member being taken care of by the management
More than 50% of the sample size suggests that they are well taken care of by the people. The members seemed to have an opinion that they are cared for by the management.
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Table 10: Results about club operations being managed effectively

Most of the members were not sure if the management was operating effectively. The researchers observed that members did not have enough knowledge about the operational management of the club.
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Table 11: Results regarding member's visits to the club

The researchers have observed that the percentage of the members who rarely visit the club is more than the members who visit the club most of the time. This clearly shows that the club should make efforts to increase the visits by the members.
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Table 12: Results about complaints taken by management
Most of the members state that they are unaware if their complaints are handled seriously since the management never reverts to the members once they are given the complaints. The researcher suggests that the club should consider the complaints more seriously.
6 Chapter: Possible Options/Alternatives
· Club should focus on providing more entertainment related activities to the members. At present the only focus is on plays and dramas whereas it could also arrange fashion shows as PNCA and CASE do for the locals. This could bring in a variety for the customers.

· A playroom/area for toddlers should be provided in the Club for a huge female lot having kids less than 5 years old was seen taking keen interest when this thought was shared.

· Keeping the customers track record/database using some software rather than manually.

· Club really needs to look into for providing additional space for parking area since its one of the major issues at the moment needed to be addressed soon.

· More variety and better quality of food could bring in more satisfaction to the members.

· A contemporary décor with a lot of improvements in the exterior.

· A well developed process for maintaining the record of the complaints received and then providing solutions accordingly.

· Keeping the members in touch by sending them newsletters more often and involving their participation when devising new strategies.

· Implementing technological equipments at main entrance and more training of the guards at gate.

· Providing special services for the disabled since it’s a sensitive level of the society and needs to be catered in a better way. 

· A bowling area, since the Club at present does not provide with the bowling facility which is very much liked by the youth and will surely be appreciated if provided to the members.

· Islamabad Club should arrange useful and informative workshops for the members where they can benefit from the knowledge given to them regarding their interests.

· Islamabad Club currently emphasises more on members aged 70years and above, and do not offer much services for youngsters to the extent they should as there are many new clubs opening in Twin cities such as The Guns Club which offers shooting and a lot more activities for young people.

7 Chapter: Best option/recommendations

Since the main aim of the project is to provide the Club’s management with ideas that could bring value to the services being offered to the members of the Club. These services if innovative will increase the members’ interest and involvement in activities at Club.

Therefore researching team has come up with the following recommendations that are innovative and could definitely exceed the customers’ expectations.

7.1 Mini-Museum
A small museum at the Club could bring in a lot of value to the brand’s name. The main purpose of the museum will be to highlight the history of the City along with the Club’s oldest members. Latter stresses on the fact that the Club values its members. 

7.2 Bio-diversity Park
When close to nature, people feel more relaxed. So to provide serenity to the members in a city where there is a lot of hustle and bustle can be a major effort. In this regard, a bio-diversity park will harness the overall image of the Club. Keeping in consideration the value provision for the customers it is highly recommended to give them what’s difficult to get elsewhere. For that matter a beautiful lake in the Club could do a lot.

7.3 Transport Service
Transport service can be provided by the Club to the members who live in Rawalpindi to increase their visits to the Club. Through this service Club can increase the revenues two-folds.  

7.4 International Tours
International tours can be arranged for the members by the Club on self-sponsored basis. However, incentives can be given on the basis of number of times members avail the scheme.

7.5 Training of Staff
It is of greater significance to motivate the employees to keep the productivity high so it is also recommended that once a year employees should be sent abroad for receiving training that not only will harness the employees’ performance but will yield an overall positive result.

7.6 Pros
There are various pros of the aforementioned recommendations which are outlined as under:

7.6.1 Increase in Revenues:
All these recommendations will lead to revenue generation which is very much important for the Club to sustain in a competitive environment. Moreover, revenue generation will make the management to introduce more services that are innovative in nature.

7.6.2 Competitive Edge
All these options if adopted will provide the Club with an extra edge over other players in the sector. 
7.7 Cons:
Along with the advantages there are certain cons associated too which are underlined as follows:

7.7.1 Limitation of Time

To get these strategies implemented might require a lot of time due to pre-implementation phase as feasibility of the project and other important aspects.

7.7.2 High Costs
In order to have the quality of services organizations do face this difficulty of huge investment. Addition of services and change in existing services can therefore prove to be costly.

7.7.3 Dependency on Club’s Management
Most important of all the implementation of these strategies can only be possible if the management agrees to have them implemented. 
8 Chapter: Action Plan

For the implementation of the strategies, most of all important party is the management of Club. So Researchers shall provide it with the feasibility plan if it takes interest in implementing the aforementioned suggestions.

Once the strategies are communicated to the management, then the next step would be to prioritize the issues faced by the Club. Feasibility plans shall be prepared keeping in view the cost and returns of the implemented strategies.

Members of the Club shall also be involved throughout the process. This change process without a doubt shall be carried out by the Management and with the support of the parties concerned with the Organization.

The researchers' proposed action plan consists of the following:

8.1 Convincing the Club Management
Being the decision makers of the Club it is of utmost significance that it is convinced wholly to get the strategies implemented. Therefore, along with the long term advantages it will be provided with the feasibility of the plan. Ever since the establishment of the Club no major change has been seen by the members so this is time that they are provided with exclusivity and innovation.

8.2 Involving the Members Participation
Even though that a sample of 100 people has been taken into loop while conducting primary research but on a larger level it will be made sure that each member is asked as to what his thoughts are on the recommendations and if he has any other ideas that he thinks can add value to the existing services of the Club. 

8.3 Ideas Contest
In this regard a contest can be held. The best idea can be awarded with some grand prize. This will surely motivate the members to step forward and express their opinions.

8.4 Staff Involvement
For the implementation of any sort of change each person associated with the organization has to be involved in bringing about that change. For this very reason, staff training is also very much important. Staff will be made aware of the importance of the change plan and then will be trained accordingly.

8.5 Architect Selection
For having an exotic architecture, architects from various parts of the country and also on International level will be consulted for their services. Architect will be short listed on merit basis. This will be for the establishment of museum and the bio-diversity park.

8.6 Airline Selection
For the International tours to be organized by the Club on self-sponsored basis will be selected on the basis of the quality of service provided by the Company and the fares.

8.7 Performance Criteria
For abroad training of employees a performance criteria will be established which determines who deserves for the opportunity.
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10 Chapter: Annexure 

10.1 Annexure A: Call Reports

10.1.1 Islamabad Club
10.1.1.1 Date and Time of Meeting

30th August, 2010

11:00 AM to 12:30 AM

10.1.1.1 Person Interviewed

Naeem Mushtaq (H.R Manager, Islamabad Club)

10.1.1.2 Interview Sheet
Mr. Naeem Mushtaq provided researchers with useful information regarding Islamabad Club. He said that the age group which avails most of their facilities range from a child of 8years to a person of 70 to 80 years of age. He told that Islamabad Club is semi-government, and that members of the club can avail facilities of other clubs when they are out of town such as Lahore gymkhana, Sindh club or Newyork Club etc. Mr. Naeem said that they have introduced covered swimming pool, gym, polo ground recently to provide members with more facilities. He said that the core competences of the club include quality of customer service, safety and security, and service standards. He said giving an answer to the question that weak areas of the club are that it is not open for public and they have to follow UN standard operating standards. 

Also he said that we measure customer dissatisfaction and cater to it by continuously training staff, there is low turnover of employees, they have job security and majority of the decisions are based on merit. Mr. Naeem giving an answer to the question said that we maintain consumer database manually.  Also he said that feedback of the customer is in record with the secretary office or section office and action is taken upon feedback by training staff further or if there is a system problem, it is solved accordingly.  He said that current situation prevailing in the country threats us in a way that supplies can be affected, security risk is present, increase in load shedding, and prices are increasing on a regular basis.   
10.2 Annexure B: Questionnaire

Member Questionnaire

We are conducting a survey as part of our final project. Club members should complete this questionnaire to help assess member satisfaction with club activities and projects. Your response is confidential.

1. Do you feel welcomed in Islamabad Club?      ( Yes
( No  
2. Do you feel comfortable sharing concerns with club management?                                     ( Yes
( No  
3. Do you feel that the management of the club is highly concerned about the services they offer?

                                       ( Yes
( No  ( Don't Know
4. Are you actively involved in the activities and services offered by the club?

                                                ( Yes
( No
5. How do you rate the club from 1-10?

_______________________________________________________________
6. Do you think that the club can be further improved?

                                                ( Yes
( No
7. Does any specific area needs the improvement most of all?

                                                ( Yes
( No
8. Has your perception changed from before and after getting the membership?

                                      ( Yes
( No  ( Don't Know
9. Services at the club are important for all the members and every member is being taken care of well enough?

                                     ( Yes
( No  ( Don't Know
10. Club’s operations are managed effectively.
                                      ( Yes
( No  ( Don't Know
11.  How often do you visit Islamabad Club?

                            ( Most of the time
( Often ( Rare
12.  Are your complaints taken seriously by management and acted upon?

                                     ( Yes
( No  ( Don't Know
Thank you for taking the time to complete this questionnaire.
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