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ABSTRACT

Customer satisfaction has always been an important concept for various successful organizations. Every company always tries to satisfy its customers for business growth and to get customer loyalty. The telecom industry of Pakistan is growing in a rapid way. Various international companies entered into the market in the recent few years and have achieved a larger market share in a very short time period and this sector continued its growth yearly. 
Telenor is the fastest growing mobile network player among telecom companies in the country with an effective coverage towards the remotest areas of Pakistan. Zong is a new entrant in the industry but even then, performed well. This report initially showed the objectives and scope of the research and reason of the service comparison of both companies, as customer satisfaction is very significant for the future of both companies and specially the satisfaction of youth segment. Literature review has further elucidated the importance of customer satisfaction.
The research report is concluded with the results from the consumer response survey of the youth segment based around 7 P’s such as product/service (quality of service), price, physical evidence, promotion, people, process and place. Analysis has shown that although considered a “mix,” each single P plays an important role in marketing and it is required to completely focus and emphasize on each and every P, if a company wants to fulfill customer’s needs and if it wants to know that customers are satisfied or not by the service of the company to that extent at which the company desires. 
Analysis proved that the university students are more satisfied by Telenor as compared to Zong, because Telenor is giving them all that they want. Telenor is fulfilling all their needs, even those which they do not voice. Therefore Telenor tries to give something extra to its customers and satisfies them more this way. The marketers of Telenor recognize the fact, that not all youngsters are the same and therefore have designed different types of packages representing different segments of the youth. Zong however does not offer such flexibility and has considered the entire youth population to be the same. While Telenor is making conscious efforts to improve its service, Zong is not doing so. Zong should bring more functional marketing strategies and also need to make its network coverage and quality more effective. Zong will take more time to compete at the level of Telenor. The last part of the research report is the recommendations based on the results derived of what changes both companies should make in their marketing mix in order to be more successful in the foreseeable future.
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CHAPTER 1: INTRODUCTION
1.1
Industrial Overview

The telecom industry of Pakistan is growing in a rapid way. Various international companies entered into the market in the recent few years and have achieved a larger market share in a very short time period and this sector continued its growth yearly. Till July 2009, the approximate mobile subscribers are 95.54 million, which is also increasing now. In 1980s, a heavy capital investment was made to develop the telephone sector, and that was resulted in the formation of Pakistan Telecommunication Corporation Limited (PTCL).

In Pakistan, mobile service was started by Instaphone in 1991 but that service was only afforded by wealthy people. With the passage of time, this sector covered all classes that is, not only wealthy class but also mediocre and lower ones. Now, various mobile network services are performing on a large scale in the country and enjoying huge market shares. Pakistan has six major mobile telecom companies, and all are owned by effective and big group of local and/or foreign companies. All these companies employ GSM technology. Telenor and Mobilink are the leaders with largest market share while China Mobile, Warid and UFone are continuously trying to increase their market share.
According to the PTA, Mobilink continues to lead the market with 29.55 million subscribers, followed by Telenor (21.29 million), Ufone (20.05 million), Warid Telecom (18.14 million) and Zong (6.48 million). All Telecom companies are now working to broaden their network in AJK and Northern Areas, which were normally ignored till now. When we see provincially, Mobilink seems to be a leader in almost all provinces of Pakistan. Telenor has also maximum subscribers, whereas Zong subscriber’s base is increasing in every province as compared to other services and especially it is competing well with others in N.W.F.P. 

1.2
Why Research on Telecom Sector?  
The research is based on customer satisfaction in telecom sector. This sector requires customer’s satisfaction a lot, because satisfaction of customers is a critical success factor for any service, company or a business. Research has also shown that all successful businesses that have achieve success, focused on strong relationships with their customers. The main reason behind this research on telecom sector is that this industry is growing very rapidly in Pakistan. In a very short span of time, this sector has remarkable achievements and today its services have become the need of each and every business, schools, universities and even every person of Pakistan. In the recent few years, telecom sector has brought a lot of changes by providing effective services and huge network coverage on affordable rates, and also by making long term business relationships with their customers, that’s why lifestyles and preferences of people also have been changed due to convenience. In this way, needs of the population are fulfilling faster due to the growth of telecom sector.
1.2
Why Research on Telenor and Zong?

Telenor purchased the license for providing GSM services in Pakistan in April 2004, and started its services commercially in Islamabad, Rawalpindi and Karachi on March 15; 2005.Telenor services have achieved an incredible success in the recent years. Telenor is an international provider of high quality tele data and media communication services with mobile operations in 13 markets across the Nordic region, Central and Eastern Europe and in Asia. It is among the largest mobile operators in the world.  In Pakistan, it has launched its operations in March 2005 as the single largest direct European investment in Pakistan. It is the fastest growing mobile network in the country, with effective coverage in the remote areas of Pakistan and has also invested heavily for their services. The service has spread across Pakistan, creating 2500 direct, more than 25000 indirect employment opportunities and has a network of 23 company-owned sales and service centers, more than 200 franchisees and some 100,000 retail outlets.

Telenor offers two main packages; prepaid and postpaid packages, which further subdivides into eight prepaid including talkshawk and djuice offers, which are the main attraction for youth. Among four postpaid packages, persona easy, simple, and free packages are included. Besides this, money transfer facilities, various SMS packages and GPRS services also offered by Telenor.

As far as Zong is concerned, it has entered later, but even then, performed very effectively. Paktel launched its services in 1992. On May 4, 2007, Paktel was renamed to China Mobile Pakistan (CMpak) and later on rebranded to Zong in 2008. Zong is the first international brand of China Mobile established in Pakistan and it is offering their customers various entertaining and innovative value added services and other variety of products and services also. Zong provides a set of five postpaid and prepaid packages. Among postpaid packages, Zong offer of blackberry services is mostly preferred by youth. Besides this, internet packages, Zong MMS package, special offers and Zong SMS packages, video cards, picture messages and GPRS services are the main attractions for young subscribers of Zong. Blackberry service is much preferred by this segment as it allows them to keep in touch with their families, friends and work and it also provides a data security facility for subscribers. 

In comparison, Telenor is more established than Zong and more popular in youth because of its affordable services. As it is more established, so it is natural that customer satisfaction of Telenor will be more as compared to Zong, but even then, this research will analyze both telecom services because in a very short span of time, Zong has also made notable achievements for the satisfaction of youth segment of Pakistan. They are offering attraction for youth, as their offer of Blackberry service is mostly considered by youth, the data security factor provides an attraction for the young customers. According to the PTA quarterly report 2009, the Telenor service has resolved 1899 customer complaints out of received 1951 complaints and Zong has resolved 1373 customer complaints out of 1447 received complaints.

Our research will analyze the services of both companies, through an effective use of marketing mix strategy of seven P’s. The seven P’s include, Price, Promotion, and Place, Process, People, Product and Physical evidence. The importance of 7 P’s for any service or a business by various authors will be discussed in second chapter of literature review. All P’s individually contribute a special significance for extraordinary achievements of any business or service and may be essential part for the success of any service and satisfaction of customers.

1.4
Why satisfaction of youth?
Youth is the biggest segment which is using the telecom services on a large scale. This research has shown that approximately 60 percent subscribers of telecom services are from youth segment among the whole population of Pakistan. This shows that targeting youth for the services will be beneficial for both Telenor and Zong. It is seen that among youth, majority of students avail various SMS offers and packages and can switch to other networks if they are not satisfied. For this purpose both companies should try to satisfy their customers, so that they become more loyal towards their services. As youth is playing an important and considerable role in the success and profitability of telecom sector, so both companies should try to attain the satisfaction of this segment more than any of other segments. 
1.5
Problem statement

“Youth is more satisfied from Telenor services as compared to the Zong services.” This statement is quite true, that the youth is more satisfied from Telenor as compared to Zong. Zong has not been very popular amongst the youth, because the youth demand quality along with variety & low prices; unfortunately Zong has not been able to offer such a complete package. As compared to Telenor, Zong has not been able to position itself quite so well amongst the youth and has failed to connect with them. Telenor has been able to advertise effectively and has been able to positively associate itself with the youth of the country. 
1.5.1 Background of the Problem

Customer satisfaction has always been an important issue for the successful organizations. Big companies and businesses always tried to satisfy their customers to get their loyalty for the service, because the customers if satisfy, they can play a major role in the success of the company or service. Youth is a very important segment to target by the company. Research has shown that among subscribers of telecom services, youth covers a large proportion as compare to other ages of subscribers. Telenor started its services in 2005 in Pakistan and now it is among the leaders of telecom sector. 

On the other hand, Zong is a new entrant in the industry. Although its services are also very strong that is providing satisfaction but even then, it requires enough time to make the customers more satisfied as compared to Telenor. In a very short time period, Zong has proved its services and gained loyalty of customers also. It is offering various attractive packages and services like blackberry, and latest online mobile services and packages. It will take more time to reach towards the destination like Telenor and to make a set up like it, but this is not a big deal for Zong. However, Zong requires more effective services and effective strategic approach for further accomplishment regarding customer satisfaction.

Telenor is the leading name in Nordic countries & having Scandinavian cultural reflections in their customer satisfaction strategies. While Zong on the other side has Chinese back ground and this is the interesting part how two telecom companies of foreign origin trying to satisfying the youth of Pakistan.

1.6
Objectives of the Study

The project gives the comparative review of customer satisfaction in Zong and Telenor.

In this project we will find:-

1) This analysis will help us to know that either Zong or Telenor provides   effective and quickly available customer services on desired time or not?

2) Zong and Telenor will be able to know that how much customers are satisfied by their services.

3) One of the objectives of research is to find the best way or path for the company to find out the weak areas of service and to make its service more effective than ever.

4) Through complete analysis of both companies in terms of their services, we will know that these services are fulfilling customer needs and achieving satisfaction of young subscribers or not?

5) This analysis will help us to know the weakness of the service for which the company had to make important decisions, and also strength of the service which can be further improved for remarkable achievement of the service and to get a competitive edge. Besides these, what opportunities this service can avail to get the customer satisfaction of loyalty of young segment.

1.7
Rationale of the Study

The motivation behind this research is that both companies; Telenor and Zong will be benefitted by this research.  Through this analysis, both of these companies will get a clear knowledge about their youth satisfaction in percentage, and we will know that which company is performing well and providing effective customer services and satisfaction for the young segment of Pakistan. Once these companies will become aware about the weaknesses in their service, they will try to resolve them for effectively satisfying their customers. They will also get to know about the opportunities they can avail and among these opportunities which one can be used as their strengths. These strengths can be helpful in achieving market growth and profit for the company.

1.8
Scope of the Study

The research will be beneficial for the telecom sector, especially for Telenor and Zong. This research will show what specific strategies can be used by these companies to resolve the customer oriented problems and to satisfy them. On requirement, these companies can use the same marketing mix strategy of seven P’s, whatever will be suitable to apply among these P’s for resolving various issues relating to young customers satisfaction and to get their loyalty.
1.9
Importance of the Study
The research will help the companies discover how strong its customer satisfaction is, what the audience perceives about the satisfaction and how it can be improved. The value of the proposed work is to prove that how important are the customers of the company for its growth and image building. Customer Satisfaction is a global phenomenon. In the present world of economic growth, changing socioeconomic factors, dynamic labor markets and hyperactive macro environmental factors, almost all the organizations face the problem of customer satisfaction. In the near past, the competition among the businesses has been immense which has increased the importance of customer satisfaction. Now companies are very cautious about their policies and there is a great emphasis on satisfying the customers not only to increase the productivity but also to get the competitive advantage. Customers are considered as the basic operating unit of an organization, organizations invest heavily to attract and retain the customers. And after all these efforts, losing these customers is a great loss to the organizations. 

CHAPTER 2: CONTEMPORARY RESEARCH
2.1
Background

Customer satisfaction is an important idea of marketing, especially in service industries. Big researches have shown that achieving customer satisfaction is not a very simple task for organizations, maintaining long term business relationships with customers and to retain them, sometimes become very critical for the future success of business or company. These customers can play a great part for the product or a service sale and the profit or loss of a company. Companies should always try to satisfy their customers and also to retain them because these customers if satisfied, they will return and buy more, and will definitely tell other people about their successful experiences about using service of the company, and this can have a direct effect on the reputation of the company also. Previous researches related with customer satisfaction showed that cost of keeping a customer is only one tenth of winning a new, and therefore a company should always try to retain these customers as these customers and their satisfaction is a major key for the success of a business of any organization. 
In the previous years, researchers and executives had not emphasized much on customer satisfaction relating issues but over the last decade or more, they focused on preferring these customer oriented terms like quality and satisfaction. Customers now, are more satisfied, if the price level and the value added service of a company fulfill their expectations and match to their perceptions. Their preferences towards service have been changed. Big companies now recognize that they should make a mark difference with other organizations in terms of quality services and customer satisfaction and this satisfaction is   very much important in the telecom services, as among telecom companies, price and value added services are very much important to achieve customer satisfaction.

Various big companies now know that customer satisfaction is a broader concept, whereas service quality assessment focuses, specifically on dimensions of service and based on this view, perceived service quality is a component of customer satisfaction. These companies after conducting an extensive research came to know that customer satisfaction is a key towards success and for becoming market leaders; it is must to satisfy their customers.

2.2.
What is Customer Satisfaction?

“Customer satisfaction is the difference between customers’s perceived and expected performance of a product or service (Oliver, 1981)”.Oliver pointed out that customer satisfaction is a process and it is the difference between customers perceived and expected performance of product, so one can say that customer will be more satisfied if the performance is extraordinary than their expectations  (Oliver, 1981). For this, Spreng and Meckoy suggested that organizations should go beyond the predictive expectations of customers rather than only satisfy the expectations of these customers. (Spreng and Mackoy, 1996).

“Satisfaction is a person’s feelings of pressure or disappointment resulting from product’s perceived performance (outcome) in relation to his or her expectations. (Phillip Kotler)”.Phillip Kotler mentioned about satisfaction that it is one’s feelings that may be positive or negative which results from the product’s perceived performance in relation to the customer’s own expectations. This satisfaction level shows difference between the perceived performance and expectations of the customers. If product performance is good in customer’s view and meet their expectations, they will be contented, and if not, they will not be satisfied by the product’s performance. 
“Customer satisfaction is a goal performed by business”. (Anderson et al.1994; Yi, 1990; Wang and Lo, 2002).Customer satisfaction is a very significant concept of marketing that has been used by many businesses as a goal of performance (Anderson et at 1994; Yi; 1990, Wang and Lo, 2002). There are two different concepts of customer’s satisfaction. First one is transition specific satisfaction and other one is overall satisfaction. Both of these concepts are suggested to understand behavioral intentions from service quality (Teas, 1993 a,b; Rust and Oliver,1994; Parasuraman et al,1994; Bou-Llusar).

For conducting research of telecom sector, it will be more good to measure overall satisfaction of the customers because this telecom sector research have a requirement to study the moderating influences of customer value and service experience on customer satisfaction and service quality to create future behavior intentions. According to Wang and Lo (2002), the overall customer satisfaction is more helpful than to measure, when predicting the customer’s behaviors and intentions towards the company’s previous and current performance. Parasuraman have made difference that overall one is more stable and similar towards attitudes than transaction one (Parasuraman et al; 1994)

2.3
Difference of Product and Service

A product is a tangible item, which can be felt, tasted, smelled and touched. Most of the times, something does not appear or have any tangible impact but even we will say it a product. For example, in today’s dynamic and competitive environment, various digital items are to be provided on Internet like, to visit information of specific product on its website, or to listen music online. In these cases there is not any tangible thing but there is a specific code by computer which shows this result and which can also be called as product.

“Product is defined as the good, service, or program designed to offer value to the consumer and satisfy their needs” (Katz, 1988, & Pribilovics, 1985).Katz and Pribilovics noticed that, product can also be known as a good, or a service that provides value to customers and satisfy them by fulfilling their needs for the product. (Katz, 1988 &, Pribilovics, 1985). “Product has both a primary and generic part” (Yankey et al, 1986).Yankey et al. (1986) suggested that generally, a product has two parts; primary and generic one. The primary part implies towards the basic need of customers for the service and the generic portion leads towards the fundamental or central characteristics that can distinguish the product from other competitive products and which can get the customers preference of this product over other competitors.
Service is the work done by one person or a group that benefits another or an act of help or assistance. It is something which is basically the work or labor of someone else and it is obtained by the customer. Service also have some relation with the tangibility of a good or product as service is that work which results by the creation of tangible items like if a book publisher will hire a writer for writing articles in book or magazine, then he will purchase a writing service from this writer or author. A service in this way, cannot be saved or stocked, it will only available at that specific time, when one have its requirement or wants to use it to fulfill his need for this service.
2.4
Service of telecom

 In telecom sector, services are usually intangible. According to another definition of service in telecom sector, the term telecommunications service means any service provided by a telecommunication provider or a  specified set of user-information transfer capabilities provided to a group of users by telecommunications system. (Wikipedia.org). Although a wide network coverage makes the signal deteriorate but the Telco players have made it possible by keeping the signal quality up to the mark. This has been achieved by having state of the art hardware and technically skilled resources. This practice has certainly made it possible that the network coverage and quality go hand in hand.  Other tangible value added services includes the company’s various offer of SMS, MMS, and GPRS etc.

“Methods of doing business have seen changes during the recent years”. (Ngai & Gunasekaran, 2007).Ngai & Gunasekaran were of the view that, recent years brought very much changes and variations in the companies ways of conducting their businesses. Now the focus is more on those ways that can make the processes of business more simpler and easier, and convenient as compared to the previous approaches   (Ngai & Gunasekaran, 2007).

“Technology has brought new opportunities for business growth”. (Tsalgatidou & Pitoura, 2001).Tsalgatidou & Pitoura supported this point in this way that the use of internet, wireless technology, mobile networks and devices has brought new opportunities for different businesses to offer a variety of products and services. This way of doing business via mobile networks by the use of mobile devices is so-called as mobile commerce (m-commerce) (Tsalgatidou & Pitoura, 2001). Coursaris commented on it by saying it as a subset of e-commerce (Coursaris & Hassanein, 2002). 

“Wireless service is more popular because of its convenience” (Rao & Minakakis, 2003).Rao & Minakakis, supported this point favorably by arguing that one of the reasons for this growth in the popularity of wireless services is their convenience, these wireless services gained popularity due to giving more convenience to customers in terms of efficient service delivery in less and required time, and in more systemized way with a less probability of flaws and is more reliable also (Rao & Minakakis, 2003). Scharl gave the same view by commenting that wireless phones and personal digital assistants increase the availability, frequency and speed of communication.  This efficiency can improve the condition of business by giving on time delivery of this communication or data that is required by the customers at that specific time. (Scharl et al., 2005).

“Today firms compete with services rather than goods”. (Ruben Gregorio, 2010).Ruben Gregorio was of the view that business environment and ways of conducting business are rapidly changing now and with the passage of time it is becoming more competitive by nature. Big businesses have to develop their own core competencies to distinguish themselves from their competitors to get better approach or repute in the market. The companies should switch or invest the resources in their main area of core competency to get a competitive edge. Not only product is important, but the benefit provided by this product or a service it is giving is more preferable by today’s customers. (Ruben Gregorio; 2010).

“Customers will normally form their expectations about future performance of service base on their past experiences” (Stauss & Neuhas, 1997).Another concept of Stauss and Neuhas (1997) was useful that customers make their expectations for a product or service according to their past experiences. This shows a relationship of customers’ perception about the service in the past and their satisfaction, about using any electronic or telecom service. According to Zeithaml & Bitner, the consideration of supernatural attributes like color, style, price, fit, feel, hardness and smell can only access the service by using or experiencing it and this assessment is called experience quality (Zeithaml & Bitner, 2003). 
“Service experience can be a source of memories that creates emotional, cognitive, and behavioral response to the customer’s memory” (Williams & Anderson, 2005; Edvardsson et al., 2005).Some other researches also supported the concept of customer evaluation of service performance and satisfaction and suggested that this service experience have a direct effect on customer’s memory, and in this way, they response emotionally and behaviorally. So we can say that the customers will always learn by their past experiences and in the future they prefer that service which have satisfied them in the past (Williams and Anderson 2005; Edwardson et el; 2005). Customer satisfaction is always the most significant topic of research as customers always satisfy if their perceptions about the specific job service are positive, and the major factors that effects customer satisfaction are various services under one price, problem free service, wide coverage, good communication and goal management and price also.
“Non verbal behavior by the service provider greatly effects service evaluation” (Gabbott Mark, 2000).Gabbott noticed that the evaluation of any service also depends upon the non verbal activities and behavior of the service of any company (Gabbott Mark, 2000). Another research shows that even the performance of a single employee of a company can affect the efficiency of the services which will directly affects the customer satisfaction and besides this, the customer own involvement and participation in the service delivery can affect customer satisfaction a lot (Bernard,2002; Kelly Skinner et al., 1982).
Customer Expectations 

Customer expectations have a direct effect when evaluating the quality of any product or a service and these expectations also helps to forecast that in the future, how well this specific product or service will perform. These expectations play a very crucial role in the telecom sector because when customers have any experience about their expectations, combines or relates their experience with this product and various sources. Such customers having information about this product or service through media, advertising, salesperson, word of mouth from other customers.
Perceived Quality
There are three major factors that are very much helpful in measuring the perceived quality of service by the customer, these three factors included first of all the overall quality of service, how much the service is reliable and the extent to which the product or service can meet customer’s needs.. This quality satisfaction depends upon various dimensions like tangible and intangible attributes of the service offered. In this research of telecom sector, tangible attributes can include price, features, various companies offer messaging service on cheap rates and call packages as well. Whereas intangible attribute can include performance of the service, availability of their service even in far flung areas, wide network coverage etc.

Perceived Value

Perceived value is measured by two questions: overall price given quality and overall quality given price. Although perceived value is of great importance for the (first) purchase decision, it usually has somewhat less impact on satisfaction and repeat purchase.

2.5
Customer satisfaction Analysis in Telecom
“Customer satisfaction is measured in three ways; general feeling, comparison with the expectations before consuming, and comparison with ideal state to find the gap between the two.” (Eugene W. Anderson & Claes Formell, 2000).Anderson and Fornell were of the view that customer satisfaction can be measured in three ways: first, general feeling about the service; second, the comparison with the expectations before consuming the service; and third, the comparison with the ideal state to find the gap between the two services. When customer’s needs are met, customer satisfaction will be achieved, that’s why customers’ attitudes and feelings are very much closely associated with customer satisfaction. For this purpose, telecom companies should try to mold customer’s attitude towards their products and services, because the purchasing behavior of customers demonstrates their loyalty towards the telecom service.
For marketing of any telecom product, or service, the affiliation of customer satisfaction related to the marketing mix P’s and the specific telecom product or service is necessary. “If you cannot measure something, you cannot understand it” (Lord Kelvin, 19th century).Lord Kelvin pointed that one cannot understand anything without measuring it, until or unless it has not any specific standard for measurement. (Lord Kelvin, 19th century). Through this measurement, the company can get feedback of customers more conveniently and also can find a meaningful way to know about the customer’s preferences and expectations for the company’s service.
“Amount and quality of attention the P's of the "marketing mix" receives by a professional service plays a vital role in its success and the subsequent satisfaction of the consumer” (Pribilovics, 1985).Pribilovics suggested that the extent to which the telecom company is preferring the marketing mix or P’s, can have a significant part for its success and the also for the satisfaction of the customers. (Pribilovics, 1985).“The marketing mix is the prime tool for collecting data and making marketing decisions” (Katz, 1988). Katz supported this point by preferring the marketing mix or these marketing P’s as the basic tool for the collection of data and when taking big steps for marketing of the service (Katz, 1988).

“When combined, these P’s greatly influence the consumer's overall satisfaction when marketing professional services” (Crane, 1993; Katz, 1988; Pribilovics, 1985).According to marketing theory, blending of these marketing P’s can greatly affect the customer's overall satisfaction in the marketing of any professional service (Crane, 1993; Katz, 1988; Pribilovics, 1985)."Each factor represents a unique, controllable component of marketing that is capable of being independently manipulated to address the customer's needs and stimulates their satisfaction” (Crane, 1993; Katz, 1988).

Crane and Katz supported in a way that although considered a “mix,” each single P plays an important role in marketing and it is required to completely focus and emphasis on each and every P, if a company wants to fulfill customer’s needs and if it wants to know that customers are satisfied or not by the service of the company to that extent at which the company desires. “Price is the starting point for marketing research” (Katz, 1988). Katz indicated that price is initial factor in the marketing research. It is a commodity which is exchanged by the customer for the product. From Pribilovics point of view, price is a very critical factor for effective marketing and should be consider by the service in order to compete with other big companies. This shows that a mark difference in a price offered by a telecom service can affect the success of this service in the market and this telecom service can beat other services in the same industry if the prices are to be set according to the consumer preferences.  To know about the consumer preferences, company has to conduct a complete analysis of their prices offered to the customers, so that the company comes to know that customers are satisfied by their pricing structure or not (Pribilovics, 1985).

“Place is the setting or physical environment in which the program services are offered to users and subsequently gives the consumer an impression of the service” (Crane, 1993; Katz 1988). According to Crane and Katz, another marketing mix component is place which is the specific location, site or area at which the services are provided for users and this site or area shows the individuality of providing this specific service among other services or competitors.  A Place leads that "where" the services are delivered and should include location accessibility, comfortable services, lighting, room temperature, and acoustics. “The avenues in which services are provided in terms of place make a difference in the success of the service in satisfying the consumer” (Ambrose, Lennox, 1988; Pribilovics, 1985).

Ambrose and Lennox, and Pribilovics were of the view that the venue at which services are provided can be one of the reasons for the success of the service and satisfaction of the customers (Ambrose, Lennox, 1988; Pribilovics, 1985). So, for the effective measurement of customer satisfaction, the choice of path or place, by the service provider (telecom service) can change the customer’s preferences towards this service and these customers will be satisfy if this service will be convenient for them in terms of place also. “People include specific individuals who influence the consumer's perception of the delivery of the service or product, including the consumer him/herself” (Crane, 1993). Crane noticed that people, as a marketing mix component includes those specific individuals whom have influence over the customer's perception about certain service or product delivery, including the consumer him/her (Crane, 1993). All the people (including employees, customers and others) who involves in the professional delivery service process directly influence the customers' satisfaction with the overall process. The more effort applied by these involved people, more effectively the service will be delivered, and in this way, more successfully customers satisfaction will be achieved by the company. 
“Promotion includes the methods and ways in which the consumer became aware of the promising messages of availability and usefulness or effectiveness of the program” (Katz, 1988; Pribilovics, 1985).Katz and Pribilovics indicated that promotion involves all of the methods of advertising the service by which the customers beware of the service importance, and ensure about its availability, usefulness and effectiveness and also the ways which makes this service more unique as compare to other services (Katz, 1988; Pribilovics, 1985).  Advertising is a very effective way of promotion in which service can convey its messages to the customers, customers through these advertisements, becomes aware about the characteristics of the product or service and also about what is new in this specific service and also can make affiliation with this service or product. This way can be the best way to achieve customer satisfaction. “Once aware, the consumer can then make an informed decision about using the service” (Yankey et al., 1986). 
One of the primary objectives of most promotional strategies is to make the prospective consumer aware of the benefits that the service or program offers in meeting a consumer's need.  According to Yankey, on awareness of certain benefits provided by the service, then customer will make decision about using the service (Yankey et al., 1986). Sometimes, consumer does not know about the service, but through any promotional tool, he/she can understand the purpose of the service and aware about this service that can fulfill his or her need, and when he/she aware, finally decide to use this service. 

“Truth in advertisement is essential to consumer's satisfaction” (Bruess & Greenberg, 1988).Bruess and Greenberg poited out that service companies should aware of this fact that customers only satisfy when they find the information about service in its advertisement is true (Bruess & Greenberg, 1988). Whatever information a company or service is advertising or conveying to the final customers should be true, because if the customers not find it true, then they will definitely dissatisfy and will not use the service again.

“Researchers need more information about how participants actually perceive and experience program components and how situational or variables influence the participant's usage and perceived effectiveness and satisfaction” (Palm, 1997.Palm was of the view that the researchers need more information about how participants actually perceive and experience program components and how situations influence the services that participants are using and also their perceptions about effectiveness of these services (Palm, 1997).Researchers need to conduct a complete analysis in this way, to know what people really thought about their service and products, and to what extent their service is fulfilling their needs and the experience of their services by customers satisfying them or not.

“While ignoring the potential impact of program implementation processes, researchers' over-attention to outcome-based evaluations may explain why researchers have learned little about the effectiveness, or lack of effectiveness, of particular programs” (Thomas et al., 1993).Thomas said, if the researchers will ignore the importance of application of processes in marketing of any service, they will never reach towards the reason for the service effectiveness or non effectiveness (Thomas et al., 1993). This process also involves all the channels through which the service is passing and finally reach to the customers, like distributors, retailers, manufacturers, etc, and effectiveness of the channels for service and it’s delivery also have an impact on customers mind and perceptions, the effective delivery  will satisfy them and if not, they will dissatisfy. So it is required by the service or company to explore the process focused variables affecting participants' satisfaction that can help in designing, marketing, and implementing the service. Besides this, physical evidence of the service should also be an important part or factor and its importance should also be consider by the service, like, mobile SIM is the physical evidence in telecom service and its reliability factor is very significant for the customers satisfaction. 
CHAPTER 3: RESEARCH METHODOLOGY

The methodology that has been adopted in the research includes the review of the theory that is available on the process, in assorted international publications.  In order to have in-depth understanding of the concepts in a holistic manner, following are the sub-phases that have helped us in employing the true procedure of Research Methodology.

3.1
What is Research?

“The systematic process of collecting and analyzing information for some purpose.” (Mc William & Schumacher, 1977).It is the process of creating, generating, collecting and analyzing data and converting it into actionable information for organization decision making. Therefore, data, (which is unprocessed facts and figures) must be collected. Data is then transformed into useful information by deliberately selecting, processing, analyzing and organizing data. The old saying, “it is more important to do the right thing than to do the things right” applies to research. Exploring the wrong issue or asking the wrong questions, no matter how efficiently, will result in useless information. By the help of research managers can keep check on the changing preferences of the customers and strategies of competitors.
3.2
Type of Research
1. By Application

Applied Research: The researchers have defined the research as applied because its goal is to improve an existing condition.

2. By Objectives

Descriptive Research: The researchers have defined the research as descriptive because it describes data and is statistical research.

3. By Enquiry Approach

Quantitative Research: The researchers have defined the research as quantitative because:-

· It involved the collection of numerical data,

· Data is analyzed in terms of numbers,

· It explained data in the form of statistical analysis,

· It used the numerical method to analyze and interpret the results.

3.3
Research Design

The distinctive step in the research process is the development of research design. The research design is the blue print of a research project. It involves outlining sources of existing data, specifying research approaches, contact methods, sampling plans, and instruments to be used to gather new data.

3.3.1 Type of Research Design

1. Based on the Number of Contacts

Cross-sectional Study: The researchers have defined the research as cross-sectional because of:

· Shorter duration,

· Less costly,

· Large Sample.

2. Based on the Reference Period

Descriptive Research: The researchers have defined the research as descriptive because:

· It studied present situation.

· It explained what is being premeditated.

3.3.2 Type of Descriptive Research

Survey

Survey or questioning involved using a questionnaire (data collection instrument) to ask respondent’s questions to secure the desired information. It is the best technique to collect primary data for descriptive research.

A consumer response survey was conducted amongst a total of 150 respondents mainly to compare and contrast the responses of consumers belonging to youth of Islamabad as regards the two connections i.e. Telenor & Zong, to judge the overall satisfaction of the users with respect to 
7 P’s such as product/service (quality of service), price, physical evidence, promotion, people, process and place.
Segment surveyed:

· Youth (Univesity Students, 18 – 25 years)

A survey method with the use of highly structured questionnaire was used.

3.3.3 Data Collection

Data has been collected through formal investigation. There are two methods to conduct formal investigation.


Secondary Data

Secondary data is the data, which has already been gathered or published for some other purpose. It is the existing work done so far so that the further course of action can be highlighted and adopted accurately in the light of previous literature and data available.

For secondary data collection we used the following sources:-

· Research papers

· Articles

· Journals

· Books

· Internet

Primary Data

Primary data collection is required when researcher cannot find the data needed in secondary sources.

For primary data collection questionnaire was used. Annexure-A
3.3.4 Population Sample

Youth (university going students) falling in age group of 18-25. 

3.3.5 Sample Size

The sample size which we selected constituted 150 users (75 Telenor users and 75 Zong users). 

3.3.6 Data Collection Instrument

After developing our research design we started following it. Development of questionnaire requires keen study of the problem and objectives. This is because without being clear about the problem, we could never develop questions that would result in meaningful answers.

The questionnaire which we designed for conducting our research constituted two portions. These were:-

1. Part-I: It included personal information and information regarding service.

2. Part-II: It included 20 questions regarding 7 P’s.

Questions for 7 P’s used 5 point Likert Scale to quantify respondent’s possible response from totally agreed to totally disagreed.
3.3.7 Tool for Analysis

The SPSS software was used as a tool for analysis for    tabulating the results and generates the findings.

CHAPTER 4: ANALYSIS & RESULTS
The data is transformed into the information by carefully analyzing it. After we collected our data, we went through all the questionnaires and by their study we were able to find out the results.

The evaluation phase of research is most important phase. This is because it helps the researcher to evaluate the responses and come up to the solution. The findings of research are as follows:

Sample size= 150 (Telenor: 75, Zong: 75) 

4.1 Part-I
Personal Information
4.1.1 Gender

Telenor

	Options
	Response

	Male
	57%

	Female
	43%
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Interpretation

Research shows that most of the people using Telenor in the sample were female.

Zong

	Options
	Response

	Male
	65%
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Female
	35%
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Interpretation

Research shows that among university students, majority of the people using Zong service in the sample were male. 

4.1.2 Age

Telenor

	Options
	Response

	18-21
	52%

	22-25
	48%
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Interpretation:
It is interpreted that most of the university students using Telenor service were in a range of 22-25 years of age.

Zong

	Options
	Response

	18-21
	55%

	22-25
	45%



[image: image4.wmf]Age 

55%

45%

18-21

22-25


Interpretation 
It is interpreted that most of the university students using Zong service were in a range of 18-21 years of age.
4.1.3 Occupation

Telenor

	Options
	Response

	Students
	83%

	Salaried(doing job as well)
	17%
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Interpretation
It is interpreted that a large proportion is of students as compared to the salaried.
Zong

	Options
	Response

	Students
	83%

	Salaried(doing job as well)
	17%
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Interpretation
Majority of youngsters using Zong services are students.
4.1.4 Income

Telenor

	Options
	Response

	Rs. 1000-5000
	53%

	Rs. 6000-15000
	17%

	Rs. 16000-25000
	19%

	Rs. 25000 & Above
	11%
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Interpretation

The highest percentage of university students using Telenor services had income from Rs.1000-5000.

Zong

	Options
	Response

	Rs. 1000-5000
	50%

	Rs. 6000-15000
	21%

	Rs. 16000-25000
	17%

	Rs. 25000 & Above
	12%
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Interpretation

The highest percentage of young subscribers using Zong services had income from Rs.1000-5000.

Information regarding Service

4.1.5 Package you are using
Telenor

	Options
	Response

	Prepaid
	100%

	3Postpaid
	0%
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Interpretation

In our sample of 75 university students, all were using Telenor prepaid service.
Zong

	Options
	Response

	Prepaid
	100%

	Postpaid
	0%
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 Interpretation

In our sample of 75 university students, all were using Zong prepaid service.
4.1.6 Average spending per month on connection
Telenor

	Options
	Response

	Rs. 100-500
	11%

	Rs. 600-1000
	69%

	Above Rs. 1000
	20%
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Interpretation

 The highest percentage of university students had the average spending from Rs. 600-1000.

Zong

	Options
	Response

	Rs. 100-500
	52%

	Rs. 600-1000
	39%

	Above Rs. 1000
	9%
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Interpretation

The highest percentage of university students had the average spending from Rs. 100-500.
4.1.7 For how long you are using this network?

Telenor

	Options
	Response

	1-6 Months
	0%

	6-12 Months
	0%

	1-3 Years
	59%

	More then 3 Years
	41%
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Interpretation

Most of the university students were using the network for 1-3 years.
Zong
	Options
	Response

	1-6 Months
	0%

	6-12 Months
	16%

	1-3 Years
	64%

	More then 3 Years
	20%
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Interpretation
 Most of the university students were using the network for 1-3 years

4.1.8 What influenced you into buying your connection?

Telenor

	Options
	Response

	Competitive Prices
	17%

	Quality of Service
	57%

	Surroundings
	12%

	Promotional Campaigns
	41%
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Interpretation 

Most of the university students were influenced by the quality of service.

Zong

	Options
	Response

	Competitive Prices
	49%

	Quality of Service
	7%

	Surroundings
	22%

	Promotional Campaigns
	17%
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Interpretation

Most of the university students were influenced by the competitive prices.
4.1.9 Which Service is more appealing for you?
Telenor

	Options
	Response

	SMS Service
	8%

	Network Coverage
	33%

	Call Rates
	11%

	Value Added Services
	41%

	All above
	27%
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Interpretation

The highest percentage of university students considered value added services more appealing. The second highest percentage was for network coverage. 

Zong

	Options
	Response

	SMS Service
	55%

	Network Coverage
	12%

	Call Rates
	15%

	Value Added Service
	5%

	All above
	13%
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Interpretation

The highest percentage of university students considered SMS service more appealing. 
4.2 Part-II
Product/Service (Quality, Network)

4.2.1 I am Satisfied with the packages & offers of my connection

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	6
	30

	Agreed 


( 4
	39
	156

	Neutral


( 3
	21
	63

	Disagreed


( 2
	9
	18

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	267

	Weighted Average
( 267/75
	
	3.60


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	8
	40

	Agreed 


( 4
	15
	60

	Neutral


( 3
	35
	105

	Disagreed


( 2
	10
	20

	Strongly Disagreed
( 1
	7
	7

	Total
	75
	232

	Weighted Average
( 232/75
	
	3.10
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Interpretation
There is a remarkable difference between the performance of Telenor and Zong services regarding packages and offers. Telenor are happy with the range of packages being offered.
4.2.2 Product & services meet my needs & expectations regarding quality & performance
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	15
	75

	Agreed 


( 4
	37
	148

	Neutral


( 3
	107
	51

	Disagreed


( 2
	6
	12

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	286

	Weighted Average
( 286/75
	
	3.80


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	6
	30

	Agreed 


( 4
	13
	52

	Neutral


( 3
	20
	60

	Disagreed


( 2
	32
	64

	Strongly Disagreed
( 1
	4
	4

	Total
	75
	210

	Weighted Average
( 210/75
	
	2.80
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Interpretation
Telenor meets the expectations of customers and satisfies more effectively as compared to Zong regarding quality and performance issues of service.

4.2.3 Mobile signals are available at most of the areas & locations

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	21
	105

	Agreed 


( 4
	37
	148

	Neutral


( 3
	12
	36

	Disagreed


( 2
	1
	2

	Strongly Disagreed
( 1
	4
	4

	Total
	75
	295

	Weighted Average
( 295/75
	
	3.93


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	6
	30

	Agreed 


( 4
	20
	80

	Neutral


( 3
	24
	72

	Disagreed


( 2
	17
	34

	Strongly Disagreed
( 1
	8
	8

	Total
	75
	224

	Weighted Average
( 224/75
	
	2.90
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Interpretation
 Telenor service is more effective regarding the availability of mobile signals in most of the areas and locations as compared to Zong.
4.2.4 Mobile signals are available continuously 

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	27
	135

	Agreed 


( 4
	38
	152

	Neutral


( 3
	4
	12

	Disagreed


( 2
	5
	10

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	310

	Weighted Average
( 310/75
	
	4.13


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	9
	45

	Agreed 


( 4
	16
	64

	Neutral


( 3
	28
	84

	Disagreed


( 2
	16
	32

	Strongly Disagreed
( 1
	6
	6

	Total
	75
	231

	Weighted Average
( 231/75
	
	3.00
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Interpretation
Telenor service is effective in providing continuous mobile signals.
4.2.5 Voice conversation & SMS exchange are smooth
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	20
	100

	Agreed 


( 4
	33
	132

	Neutral


( 3
	17
	51

	Disagreed


( 2
	2
	4

	Strongly Disagreed
( 1
	3
	3

	Total
	75
	290

	Weighted Average
( 290/75
	
	3.90


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	8
	40

	Agreed 


( 4
	22
	88

	Neutral


( 3
	21
	63

	Disagreed


( 2
	17
	34

	Strongly Disagreed
( 1
	7
	7

	Total
	75
	232

	Weighted Average
( 232/75
	
	3.00
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Interpretation

It is interpreted that Telenor provides a more smooth exchange of voice and SMS for the youth satisfaction as compared to the Zong service.
4.2.6 Call connects in first attempt mostly

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	31
	105

	Agreed 


( 4
	31
	124

	Neutral


( 3
	9
	29

	Disagreed


( 2
	2
	4

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	264

	Weighted Average
( 264/75
	
	3.52


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	13
	65

	Agreed 


( 4
	21
	84

	Neutral


( 3
	18
	54

	Disagreed


( 2
	16
	32

	Strongly Disagreed
( 1
	7
	7

	Total
	75
	242

	Weighted Average
( 242/75
	
	3.23
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Interpretation

Telenor is more effective in call connection as compared to Zong service.
4.2.7 Evaluation According to Product/Service (Quality,    Network)
	Item
	Telenor
	Zong

	1
	3.60
	3.80

	2
	3.80
	2.80

	3
	3.93
	2.90

	4
	4.13
	3.00

	5
	3.90
	3.00

	6
	3.52
	3.23

	Average
	22.88
	18.73

	Weighted Average
	3.81
	3.12
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Interpretation
Telenor is much better than Zong in service quality and network with a remarkable difference.
Price (Tariff Rates)

4.2.8 SIMM Activation

Telenor

	Scale
	Response
	Result

	High



( 1
	28
	28

	Medium 


( 2
	42
	84

	Low



( 3
	5
	15

	Total
	75
	127

	Weighted Average
( 127/75
	
	1.70


Zong

	Scale
	Response
	Result

	High



( 1
	26
	52

	Medium 


( 2
	39
	8478

	Low



( 3
	10
	15160

	Total
	75
	160

	Weighted Average
( 160/75
	
	2.10
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Interpretation
Telenor is slightly critical than Zong regarding SIMM activation charges.
4.2.9 Local SMS

Telenor

	Scale
	Response
	Result

	High



( 1
	25
	25

	Medium 


( 2
	40
	80

	Low



( 3
	10
	30

	Total
	75
	135

	Weighted Average
( 135/75
	
	1.80



Zong

	Scale
	Response
	Result

	High



( 1
	06
	06

	Medium 


( 2
	18
	36

	Low



( 3
	51
	153

	Total
	75
	183

	Weighted Average
( 183/75
	
	2.60
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Interpretation
It is interpreted that Zong service is cheap in local SMS. Telenor is slightly critical in this regard.
4.2.10 International SMS

Telenor

	Scale
	Response
	Result

	High



( 1
	22
	22

	Medium 


( 2
	43
	86

	Low



( 3
	10
	30

	Total
	75
	135

	Weighted Average
( 138/75
	
	1.84


Zong

	Scale
	Response
	Result

	High



( 1
	16
	16

	Medium 


( 2
	31
	62

	Low



( 3
	28
	84

	Total
	75
	162

	Weighted Average
( 183/75
	
	2.20
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Interpretation
 It is interpreted that Zong’s international SMS charges are less than that of Telenor. 
4.2.11 Local call
Telenor
	Scale
	Response
	Result

	High



( 1
	20
	20

	Medium 


( 2
	39
	78

	Low



( 3
	16
	48

	Total
	75
	146

	Weighted Average
( 146/75
	
	1.94


Zong

	Scale
	Response
	Result

	High



( 1
	20
	20

	Medium 


( 2
	20
	40

	Low



( 3
	35
	105

	Total
	75
	165

	Weighted Average
( 165/75
	
	2.20



[image: image29.wmf]1.94

2.20

1.8

1.85

1.9

1.95

2

2.05

2.1

2.15

2.2

Weighted Average

Telenor

Zong

Local Calls


Interpretation
University students found Zong call rates cheaper than Telenor.
4.2.12 International call

Telenor

	Scale
	Response
	Result

	High



( 1
	22
	22

	Medium 


( 2
	38
	76

	Low



( 3
	15
	45

	Total
	75
	143

	Weighted Average
( 143/75
	
	1.90


Zong

	Scale
	Response
	Result

	High



( 1
	21
	21

	Medium 


( 2
	35
	70

	Low



( 3
	19
	57

	Total
	75
	148

	Weighted Average
( 148/75
	
	2.00
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Interpretation
Zong’s international call charges are remarkably less than that of Telenor.
4.2.13 MMS

Telenor

	Scale
	Response
	Result

	High



( 1
	19
	19

	Medium 


( 2
	45
	90

	Low



( 3
	11
	33

	Total
	75
	142

	Weighted Average
( 142/75
	
	1.90


Zong

	Scale
	Response
	Result

	High



( 1
	18
	18

	Medium 


( 2
	39
	78

	Low



( 3
	18
	54

	Total
	75
	150

	Weighted Average
( 150/75
	
	2.00
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Interpretation
Zong’s MMS charges are slightly less than that of Telenor service.
4.2.14 GPRS

Telenor

	Scale
	Response
	Result

	High



( 1
	11
	11

	Medium 


( 2
	52
	104

	Low



( 3
	12
	36

	Total
	75
	151

	Weighted Average
( 151/75
	
	2.00


Zong

	Scale
	Response
	Result

	High



( 1
	25
	25

	Medium 


( 2
	36
	72

	Low



( 3
	14
	42

	Total
	75
	139

	Weighted Average
( 139+/75
	
	1.80
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Interpretation
GPRS charges of Telenor are also less than that of Zong.
4.2.15 Evaluation According to Price (Tariff Rates)

	Item
	Telenor
	Zong

	1
	1.70
	2.10

	2
	1.84
	2.60

	3
	1.80
	2.20

	4
	1.94
	2.20

	5
	1.90
	2.00

	6
	1.90
	2.00

	7
	2.00
	1.80

	Average
	13.08
	14.90

	Weighted Average
	1.87
	2.13
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Interpretation
It is interpreted that Zong rates are cheaper than Telenor rates in local calls, local SMS, international SMS, with a remarkable difference.
Physical Evidence

4.2.16 Accessibility
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	22
	110

	Agreed 


( 4
	45
	180

	Neutral


( 3
	05
	15

	Disagreed


( 2
	03
	06

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	311

	Weighted Average
( 311/75
	
	4.15


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	30
	150

	Agreed 


( 4
	27
	108

	Neutral


( 3
	13
	39

	Disagreed


( 2
	05
	10

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	307

	Weighted Average
( 307/75
	
	4.10
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Interpretation
 Accessibility of Telenor is slightly better than that of Zong.
4.2.17 Timings of Franchise
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	15
	75

	Agreed 


( 4
	42
	168

	Neutral


( 3
	15
	45

	Disagreed


( 2
	03
	06

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	294

	Weighted Average
( 294/75
	
	3.92


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	14
	70

	Agreed 


( 4
	34
	136

	Neutral


( 3
	21
	63

	Disagreed


( 2
	06
	12

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	281

	Weighted Average
( 281/75
	
	3.75
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Interpretation
Timings of Telenor’s fanchise are relatively more suitable for university students as compared to Zong. 
4.2.18 Comfortable Seating

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	18
	90

	Agreed 


( 4
	39
	156

	Neutral


( 3
	16
	45

	Disagreed


( 2
	01
	02

	Strongly Disagreed
( 1
	0
	02

	Total
	75
	295

	Weighted Average
( 295/75
	
	3.93


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	17
	85

	Agreed 


( 4
	24
	96

	Neutral


( 3
	28
	84

	Disagreed


( 2
	06
	12

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	277

	Weighted Average
( 277/75
	
	3.70
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Interpretation
Telenor is relatively better in providing provide comfortable seating than Zong.
4.2.19 Room Temperature

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	18
	90

	Agreed 


( 4
	37
	148

	Neutral


( 3
	13
	39

	Disagreed


( 2
	05
	10

	Strongly Disagreed
( 1
	02
	02

	Total
	75
	289

	Weighted Average
( 289/75
	
	3.80


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	16
	80

	Agreed 


( 4
	45
	180

	Neutral


( 3
	13
	39

	Disagreed


( 2
	01
	02

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	301

	Weighted Average
( 301/75
	
	4.00
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Interpretation
Room temperature of Zong’s franchise is slightly more suitable for university students in comparison to Telenor.
4.2.20 Environment (Friendly Atmosphere)
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	17
	85

	Agreed 


( 4
	35
	140

	Neutral


( 3
	18
	54

	Disagreed


( 2
	03
	06

	Strongly Disagreed
( 1
	02
	02

	Total
	75
	287

	Weighted Average
( 287/75
	
	3.80


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	11
	55

	Agreed 


( 4
	48
	192

	Neutral


( 3
	12
	36

	Disagreed


( 2
	02
	04

	Strongly Disagreed
( 1
	01
	01

	Total
	75
	288

	Weighted Average
( 288/75
	
	3.80
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Interpretation
Both services are equally providing friendly atmosphere to university students.
4.2.21 Evaluation According to Physical Evidence

	Item
	Telenor
	Zong

	1
	4.14
	4.10

	2
	3.92
	3.75

	3
	3.93
	3.70

	4
	3.80
	4.00

	5
	3.80
	3.80

	Average
	19.59
	19.35

	Weighted Average
	3.91
	3.80
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Interpretation
It is interpreted that Telenor is slightly better than Zong in physical evidence.
Promotion
4.2.22 SIMM, Packages, Booklets & Brochures seem appropriate & attractive
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	23
	115

	Agreed 


( 4
	35
	140

	Neutral


( 3
	15
	45

	Disagreed


( 2
	2
	2

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	303

	Weighted Average
( 303/75
	
	4.00


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	26
	130

	Agreed 


( 4
	32
	128

	Neutral


( 3
	13
	39

	Disagreed


( 2
	2
	4

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	303

	Weighted Average
( 303/75
	
	4.00



[image: image40.wmf]4.00

4.00

0

1

2

3

4

Weighted 

Average

Telenor

Zong

Promotion


Interpretation
Both were found good in SIMM packaging, and brochures attractiveness.
4.2.23 The promotional activities are properly conveying their message to me 

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	20
	100

	Agreed 


( 4
	34
	136

	Neutral


( 3
	16
	48

	Disagreed


( 2
	3
	6

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	292

	Weighted Average
( 292/75
	
	3.89


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	21
	105

	Agreed 


( 4
	31
	124

	Neutral


( 3
	15
	45

	Disagreed


( 2
	8
	16

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	290

	Weighted Average
( 290/75
	
	3.87
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Interpretation

Telenor is slightly better in conveying effectively its messages to the young customers in comparison to Zong’s promotional activities.

4.2.24 The advertising is appealing & catchy

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	17
	85

	Agreed 


( 4
	31
	124

	Neutral


( 3
	17
	51

	Disagreed


( 2
	6
	12

	Strongly Disagreed
( 1
	4
	4

	Total
	75
	276

	Weighted Average
( 276/75
	
	3.68



Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	11
	55

	Agreed 


( 4
	35
	140

	Neutral


( 3
	12
	36

	Disagreed


( 2
	15
	30

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	263

	Weighted Average
( 263/75
	
	3.51
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Interpretation
Advertising of Telenor is more catchy and appealing in comparison to Zong advertisements.
4.2.25 Evaluation According to Promotion
	Item
	Telenor
	Zong

	1
	4.00
	4.00

	2
	3.89
	3.87

	3
	3.68
	3.51

	Average
	11.57
	11.38

	Weighted Average
	3.86
	3.79
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Interpretation 
It is interpreted that promotional activities of Telenor are slightly better than that of Zong.
People (Customer Service)

4.2.26 Help line service works in a proper way without wasting time

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	15
	75

	Agreed 


( 4
	19
	76

	Neutral


( 3
	22
	66

	Disagreed


( 2
	14
	28

	Strongly Disagreed
( 1
	4
	4

	Total
	75
	249

	Weighted Average
( 249/75
	
	3.32


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	14
	70

	Agreed 


( 4
	28
	112

	Neutral


( 3
	17
	51

	Disagreed


( 2
	10
	20

	Strongly Disagreed
( 1
	6
	6

	Total
	75
	259

	Weighted Average
( 259/75
	
	3.45



[image: image44.wmf]3.32

3.45

0

1

2

3

4

Weighted 

Average

Telenor

Zong

Customer Service


Interpretation
Help line service of Zong is slightly more efficient and provides in time service as compared to the Telenor’s service.
I am satisfied with the company’s representative in the following categories
4.2.27 Courteous 
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	18
	90

	Agreed 


( 4
	38
	152

	Neutral


( 3
	16
	48

	Disagreed


( 2
	3
	6

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	296

	Weighted Average
( 296/75
	
	3.95


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	22
	110

	Agreed 


( 4
	30
	120

	Neutral


( 3
	13
	39

	Disagreed


( 2
	8
	16

	Strongly Disagreed
( 1
	2
	2

	Total
	
	287

	Weighted Average
( 287/75
	
	3.83
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Interpretation
Telenor’s service representatives are slightly more efficient in providing courteous services in comparison to Zong service.
4.2.28 Communicate effectively
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	24
	120

	Agreed 


( 4
	29
	116

	Neutral


( 3
	15
	45

	Disagreed


( 2
	7
	14

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	295

	Weighted Average
( 295/75
	
	3.93


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	22
	110

	Agreed 


( 4
	24
	96

	Neutral


( 3
	21
	63

	Disagreed


( 2
	5
	10

	Strongly Disagreed
( 1
	3
	3

	Total
	75
	282

	Weighted Average
( 282/75
	
	3.76
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Interpretation
The Telenor representatives communicate effectively as compared to the Zong service representatives and young customers are more satisfied with the Telenor communication strategy.
4.2.29 Knowledgeable
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	24
	120

	Agreed 


( 4
	20
	80

	Neutral


( 3
	23
	69

	Disagreed


( 2
	8
	16

	Strongly Disagreed
( 1
	0
	0

	Total
	75
	285

	Weighted Average
( 285/75
	
	3.80


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	21
	105

	Agreed 


( 4
	30
	120

	Neutral


( 3
	20
	60

	Disagreed


( 2
	2
	4

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	291

	Weighted Average
( 291/75
	
	3.88
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Interpretation
It is interpreted that Zong’s representatives are slightly more knowledgeable in comparison to Telenor.      
4.2.30 Behave professionally

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	22
	110

	Agreed 


( 4
	24
	96

	Neutral


( 3
	15
	45

	Disagreed


( 2
	9
	18

	Strongly Disagreed
( 1
	5
	5

	Total
	75
	274

	Weighted Average
( 274/75
	
	3.65


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	24
	120

	Agreed 


( 4
	24
	96

	Neutral


( 3
	17
	51

	Disagreed


( 2
	5
	10

	Strongly Disagreed
( 1
	5
	5

	Total
	75
	282

	Weighted Average
( 282/75
	
	3.76
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Interpretation
Zong’s representatives behave slightly more professionally in comparison to the Telenor.                
4.2.31 Show interest and willingness to serve
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	18
	90

	Agreed 


( 4
	30
	120

	Neutral


( 3
	16
	48

	Disagreed


( 2
	9
	18

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	278

	Weighted Average
( 278/75
	
	3.71


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	21
	105

	Agreed 


( 4
	22
	88

	Neutral


( 3
	21
	63

	Disagreed


( 2
	6
	12

	Strongly Disagreed
( 1
	5
	5

	Total
	75
	273

	Weighted Average
( 273/75
	
	3.64
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Interpretation
Telenor representatives show slightly more interest and willingness in serving the customers as compared to Zong.
4.2.32 Evaluation According to People (Customer Service)
	Item
	Telenor
	Zong

	1
	3.32
	3.45

	2
	3.95
	3.83

	3
	3.93
	3.76

	4
	3.80
	3.88

	5
	3.65
	3.76

	6
	3.71
	3.64

	Willingness in Service
	22.33
	22.32

	Weighted Average
	3.73
	3.72
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Interpretation: 
Both services are good in customer service and show interest in serving their customers.
Process (Technical Competence)
4.2.33 Connection buying & activation process is fast
Telenor
	Scale
	Response
	Result

	Strongly Agreed
( 5
	24
	120

	Agreed 


( 4
	29
	116

	Neutral


( 3
	16
	48

	Disagreed


( 2
	4
	8

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	294

	Weighted Average
( 294/75
	
	3.92


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	18
	90

	Agreed 


( 4
	29
	116

	Neutral


( 3
	23
	69

	Disagreed


( 2
	3
	6

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	283

	Weighted Average
( 283/75
	
	3.77
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Interpretation
Connection buying and activation process of Telenor is better and quick than that of the Zong’s process.
4.2.34 My issues are addressed properly with prompt response
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	21
	105

	Agreed 


( 4
	27
	108

	Neutral


( 3
	17
	51

	Disagreed


( 2
	8
	16

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	282

	Weighted Average
( 282/75
	
	3.76


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	15
	75

	Agreed 


( 4
	35
	140

	Neutral


( 3
	14
	42

	Disagreed


( 2
	10
	20

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	278

	Weighted Average
( 278/75
	
	3.71
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Interpretation
Both services give a quick response towards the issues but Telenor is slightly better in comparison to Zong.   
4.2.35 Switching between SMS/Calls packages is fast

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	20
	100

	Agreed 


( 4
	24
	96

	Neutral


( 3
	21
	63

	Disagreed


( 2
	7
	14

	Strongly Disagreed
( 1
	3
	3

	Total
	75
	276

	Weighted Average
( 276/75
	
	3.68


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	10
	50

	Agreed 


( 4
	25
	100

	Neutral


( 3
	26
	78

	Disagreed


( 2
	13
	26

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	255

	Weighted Average
( 255/75
	
	3.40
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Interpretation
Telenor has a faster process to switch between calls and packages in comparison to Zong.     

4.2.36 Balance load & balance transfer transitions are timely
Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	24
	120

	Agreed 


( 4
	28
	112

	Neutral


( 3
	15
	45

	Disagreed


( 2
	7
	14

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	292

	Weighted Average
( 292/75
	
	3.89


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	16
	80

	Agreed 


( 4
	22
	88

	Neutral


( 3
	16
	48

	Disagreed


( 2
	20
	40

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	257

	Weighted Average
( 257/75
	
	3.43
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Interpretation
Telenor provides remarkably a better and timely service of balance load and transfer.
4.2.37 Evaluation According to Process (Technical Competence)

	Item
	Telenor
	Zong

	1
	3.92
	3.77

	2
	3.82
	3.71

	3
	3.68
	3.40

	4
	3.89
	3.43

	Evaluation of Process
	15.31
	14.31

	Weighted Average
	3.83
	3.58


Interpretation
Telenor is better with a remarkable difference in comparison to Zong in process (technical competence).
Place
4.2.39 The prepaid & easy load is easily available from any nearby retailer

Telenor

	Scale
	Response
	Result

	Strongly Agreed
( 5
	27
	135

	Agreed 


( 4
	19
	76

	Neutral


( 3
	24
	72

	Disagreed


( 2
	4
	8

	Strongly Disagreed
( 1
	1
	1

	Total
	75
	292

	Weighted Average
( 292/75
	
	3.89


Zong

	Scale
	Response
	Result

	Strongly Agreed
( 5
	23
	115

	Agreed 


( 4
	20
	80

	Neutral


( 3
	21
	63

	Disagreed


( 2
	9
	18

	Strongly Disagreed
( 1
	2
	2

	Total
	75
	278

	Weighted Average
( 278/75
	
	3.71
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Interpretation

Telenor service is better than Zong in place and easy availability of service to the university students.
4.2.40 Would you recommend your network to others?
Telenor

	Options
	Response

	Yes
	81%

	No
	19%
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Interpretation

The highest percentage of university students would recommend Telenor network to others.

Zong

	Options
	Response

	Yes
	68%

	No
	32%
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Interpretation
The highest percentage of university students would not recommend Zong network to others.

4.2.41 Evaluation According to Overall Customer Satisfaction
	Item
	Telenor
	Zong

	1 Product/Service
	3.80
	2.80

	2 Price
	1.80
	2.13

	3 Physical Evidence
	3.91
	3.80

	4 Promotion
	3.90
	3.60

	5 People (Customer Service)
	3.73
	3.72

	6 Process (Technical Competence)
	3.83
	3.60

	7 Place
	3.89
	3.71

	Total
	24.86
	23.36

	Weighted Average
	3.55
	3.34
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Interpretation
Telenor is more effective than Zong in overall university students’ satisfaction. Zong is good in its pricing strategy but needs to improve its network and service quality in order to gain customer loyalty.
CHAPTER 5: CONCLUSION AND ACTION PLAN
5.1
Conclusion

The research is based on the comparative analysis of customer satisfaction of Telenor and Zong. Telecom sector necessitates customer’s satisfaction because satisfaction of customers is a key success factor for business growth. In the case of cellular connections, the pricing & promotion is not all that matters, what’s important is that the youth should be able to associate themselves with the connection that they use and that’s what Telenor has been able to achieve.  Zong has such negative associations, that even if they improve their service quality and  offer better packages it might take them much more to gain popularity amongst the youth; perhaps they might have to re-launch themselves and change the brand name all together.  Telenor keeps innovating and coming up with new services for the convenience of its customers, like “Easy Paisa” and the “Tele Doctor” service, which further enhances their level of satisfaction. They are giving customers much more than just a cellular connection, and that’s the reason for their immense popularity. They created a boom with their product brands such as Djuice & Talkshawk, and they are continuing to do so. They primarily focus on the youth, and they even held competitions such as the thumbnastics to gain more recognition amongst the youth. The brand image of Zong is such that the younger audience perceives it to be, something lowly & uncool, anyone who endorses Zong is sort of looked down upon & discredited as to why they chose to have such a connection.  The messages most often do not reach on time, and since this is one of the major needs of the youth they prefer to select other connections. 

Telenor on the other hand, has been associated with something fun loving, vibrant, something which has been specifically designed for the youth of Pakistan and thus they stand to be more satisfied by it. The brand image and identity of Telenor depicts reliability, flexibility and the freedom to choose whatever suits your lifestyle. The youngsters demand the power to choose and select from a variety of different options, and Telenor provides them just that. Telenor has managed to live up to all the promises that they have made and have managed to come up to all the customer expectations. Zong however has not been able to do as much. The advertisements follow themes which do not appeal to the youth and confuse them even further. 
Telenor offers a wide variety of packages especially SMS packages which are very reasonably priced and the service quality is much satisfactory too. Therefore, the crux of the matter is that low prices are just not enough to lure the youth of this country, much more needs to be done to fully satisfy them and engage them for the future as well.
5.2
Action Plan
(What changes Telenor & Zong should implement)
Telenor
· Telenor should re-evaluate its pricing strategies; practicing price skimming policies in all possible segments is not feasible. 
  Zong

· Zong should try to improve the quality of its service and repair its Network problems else it might loose many of its valuable consumers and all its future marketing strategies might prove futile.

· Zong should further try to build a stronger brand. Like that of Telenor else it might loose consumer recognition in a short span of time.
· GPRS service need to be made, easy to use
· The technical side needs to be improved.
· Message packages should get activated automatically after every recharge.

· Every small thing needs to improved, from the image itself to the customer’s perception about Zong. People have a very bad perception about Zong and that seriously needs to be changed.

· Better offers and packages, especially the call packages, Most of the packages that Zong offers are Zong to Zong.
· Telenor’s advertisements and jingles incorporate a form of creativity & attractiveness, and have a very good brand recall whereas the advertisements of Zong can hardly be recalled; therefore Zong needs to re-evaluate its advertising strategy by learning from its competitors.

· Zong’s promotional strategy of sponsoring more events rather than advertising is not that effective as it does not create much awareness and publicity.
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                     Annexure – A
Questionnaire
We are the students of Bahria University, Islamabad and conducting a research as part of our MBA Programme. You are requested to please fill this questionnaire by giving the appropriate responses. Information provided by you would be kept fully confidential. It would not be exploited for any other purpose except for this academic research. Your cooperation in this regard will be highly appreciated.

Note: Please tick the right box using pen or a ball pen.

Part – I

Personal Information


Gender:                  Male 
   Female
Age:

18-21

22-25


Occupation:          Student
    Salaried (doing job as well)


Other (Please specify):_________________________

Pocket Money / Income (Please specify): ______________________

Information regarding Service
Package you are using:
Pre-paid

Post-paid
Average spending per month on your connection
 (Please specify): ______________________

For how long are you using this network? 
  (Please specify): ______________________

What influenced you into buying your connection?

      Competitive Prices                         Surroundings (friends & family)

       Quality of service                           Promotional Campaign

Which service is more appealing for you?


SMS service
Network Coverage

Call rates




Value added Services

All of these
Part – II
Product / Service (Quality, Network)
Note: Please tick the most appropriate option:
5

Strongly agreed

4

Agreed

3

Neutral

2

Disagreed

1

Strongly disagreed

1.        I am satisfied with the packages/offers of my connection.

	5
	
	4
	`
	3
	
	2
	
	1
	


2.
Products and services meet my needs and expectations regarding quality and 
performance.

	5
	
	4
	
	3
	
	2
	
	1
	


3.
Mobile signals are available at most of the areas and locations.

	5
	
	4
	
	3
	
	2
	
	1
	


4.
Mobile signals are available continuously.

	5
	
	4
	
	3
	
	2
	
	1
	


5.
Voice conversation and SMS (short message service) exchange are smooth.

	5
	
	4
	
	3
	
	2
	
	1
	


6.
Call connects in first attempt mostly.

	5
	
	4
	
	3
	
	2
	
	1
	


Price:

7.
In your view rank the tariff rates of the following on a scale of (1-3).

	Tariff Rates
	1

High
	2

Medium
	3

Low

	 SIM activation 
	
	
	

	Local SMS 
	
	
	

	International SMS 
	
	
	

	Local call 
	
	
	

	International call 
	
	
	

	MMS
	
	
	

	GPRS
	
	
	

	Monthly bill (Postpaid)
	
	
	


Physical Evidence:
8.
I am satisfied with the franchise / outlet in the following categories:

	Category
	5
	4
	3
	2
	1

	Accessibility
	
	
	
	
	

	Timings of Franchise
	
	
	
	
	

	Comfortable Seating
	
	
	
	
	

	Lighting
	
	
	
	
	

	Well decorated
	
	
	
	
	

	Clean and orderly
	
	
	
	
	

	Room Temperature
	
	
	
	
	

	Environment

(Friendly atmosphere)
	
	
	
	
	

	Hearing  / Acoustics 
	
	
	
	
	


Promotion (Advertising)

9.
SIM, Packaging, booklets and brochures seem appropriate and attractive.
	5
	
	4
	
	3
	
	2
	
	1
	


10.    The promotional activities  are properly conveying their message to me.
	5
	
	4
	
	3
	
	2
	
	1
	


11.    The advertising is appealing and catchy.

	5
	
	4
	
	3
	
	2
	
	1
	


People (Customer Service)
12.
Help line service works in a proper way without wasting time.

	5
	
	4
	
	3
	
	2
	
	1
	


13.
I am satisfied with company’s representatives / staff in the following categories:

	Parameters
	5
	4
	3
	2
	1

	Well groomed and well dressed 
	
	
	
	
	

	Courteous
	
	
	
	
	

	Knowledgeable

(Keep you updated regarding new product and services)
	
	
	
	
	

	Communicate Effectively
	
	
	
	
	

	Behave professionally  
	
	
	
	
	

	Show interest and willingness in serving 
	
	
	
	
	


Process (Technical Competence)
14.
Connection buying and activation process is fast.

	5
	
	4
	
	3
	
	2
	
	1
	


15.
Your issues are addressed properly with prompt response.

	5
	
	4
	
	3
	
	2
	
	1
	


16.
Switching between SMS / call packages is fast.

	5
	
	4
	
	3
	
	2
	
	1
	


17.
 Balance load and balance transfer transition are timely. 
	5
	
	4
	
	3
	
	2
	
	1
	


18.
Billing process is easy and error free (post-paid).
	5
	
	4
	
	3
	
	2
	
	1
	


Place

19.
The pre-paid and easy load is easily available from any nearby retailer.
	5
	
	4
	
	3
	
	2
	
	1
	


Other
20.
Would you recommend your network to others?



Yes

No


Any recommendations / suggestions for improvement: 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
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