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Abstract

Consuner behavi or has al ways been t he heart of
organi zation’s strategy and interest. The concept of value
added services is not new to service industry. For cellular
services providers, the inportance increase manifold as it
provides them a ground of distinction. Today, cellular
providers are offering a bundle of services or benefits
conprising the core service and sone additional services
just to nmke there presence in the mnarket noticeable.
Despite offering several value added services, to nuch of
one’s astoni shnent, that customers are not as aware of the
concept of VAS as they supposed to be. Especially, the
custonmers of small cities; it is observed, has little
informati on about additional services being offered. This
Project, we carried out, consists of two parts. First part
is related to the explorative study of the behavior of
consuners of Vehari regarding value added services. |In
second part, we carried out a conparison of behavior
between two groups of custoners belong to Vehari and
Fai sal abad, who are using the sanme cellular services, wth
reference to supplenentary services. By and |arge,
custoners of both the cities, it was observed, enanated
sane attitudes and response towards Value added services.
Despite the fact that VAS distinguishes a conpany fromits
counter parts, On the whole, we got little evidence that
custoners opted for a services provider nerely on the basis
of VAS.
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