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OUR EVERIEXPANDING TEAM...

SYED MUHAMMAD RAZI

Razi is an MBA from IBA Karachiwith majors in marketing. While pursuing his degree he also worked with Aftab
Associates. Currently he is handling continuous brand health tracking researches and customized quantitative researches
addressing issues such as new concept testing, market mapping, etc. His major area of interest lies in understanding
how brands are built and sustained.

FARAZ MALIK

Faraz is an MBA from IBA with majors in Finance and Marketing. He also has a bachelor degree in
computer science from the University of Karachi. He is very comfortable with numbers and software.
He is currently handling Brand Health Tracking researches and is also looking after customized
quantitative projects. His idea of achieving excellence in marketing is through developing customized
methods in research to better understand the psyche of the consumers.

FARNAZ AZHAR

Farnaz is a commerce graduate and is currently pursuing a master’s degree in economics from the University of Karachi.
She has over 3 years of experience as a moderator and analyst. She is currently working on brand positioning, mystery
shopping and customer satisfaction studies. Her goal is to understand and implement in Pakistan, the new techniques
and methodologies of research used worldwide.

BUSHRA UMAIS

Bushra is a masters in Clinical Psychology from the University of Karachi. She has interned at various
research organizations during her studies. She is a qualitative researcher and has moderated groups
for client organizations operating in the financial, food and beverages and the telecom sector. Her
personal drive is to become a leading brand in the research industry.

AYESHA HUMAIRA

Ayesha has recently joined AAL as a Research Executive. Before embarking upon a career in research
about a year ago she was associated with leading educational institutions in Pakistan. She holds a
post graduate degree in English Language & Literature. She is currently pursuing a degree in business
management from the University of Punjab.

Ahsan Rashid has joined us as Director Client Services. He has a team of twelve researchers
working in both Karachi and Lahore. Ahsan is a business graduate with over ten years of
market research experience in Pakistan and the Middle East. He started his career with Aftab
Associates back in 1997 as research executive. He has experience of working with the leading
clients in the industry like — P&G, Coca Cola, PTC & MSD. Besides working in a number of
sectors, he was credited to develop pharmaceutical & automotive sectors. He has worked
across different categories and practiced almost every prevalent research methodology. His
moment of glory still remains the TVC tests for P&G and many pharmaceutical researches.

Ahsan moved to TNS-Middle East in 2004 as Account Director. He has worked extensively with Eithad, Etisalat (Mobily),
Arla Foods & Shell. Besides working with key accounts, he has experience of working with the leading consulting firms
like Mckinsy, Oliver Wyman & BCG. Working for Technology sector & FMCGs remained his forte at TNS. He is fairly
versed with the leading market solutions of TNS like TRI*M, Conversion model, AdEval & TNS tracker. He has presented
a case study on ‘TRI*M experiences in technology sector in the Middle East at TNS university, Malaysia.

A NEW QUALITY ASSURANCE INITIATIVE

We at Aftab Associates have a company-wide software installed to ensure better execution
of projects. This customized Enterprise Resource Planning (ERP) software has been
developed by Pinnacle.

ERP stores and manages information on all areas of the business. It automatically manages
and reports the status and timeliness of projects.

ERP has not only created a pen & paper free environment but has also increased the
accuracy at each level of project execution

TREMENDOUS GROWTH OF

— An International Brand Health monitoring tool was launched in September 2007 with
one client on board. Today ten leading national and multinational companies (to name a few Tetra Pak, National
foods, Shan Foods, English Biscuits, Continental Biscuits, Dalda Foods, Zulfigar industries, etc) in Pakistan are
using this system to keep abreast with the changes in the usage and attitude habits of the current and potential
users within their respective categories. This tool helps marketers understand the effectiveness of their communication
campaigns and gives early warning signs on the health of their brands. AAL is currently covering the following
categories on a continuous basis:

1. Packaged milk (including powder & liquid)

2. Juices, nectars and still drinks ‘ '
3 Cooking oil/ghee \\
4. Recipe mixes =
5. Salt & Plain spices .
6. Jams & Jellies

7. Pickles

8. Desserts

0. Ketchups i

10. Biscuits

11. Soaps

A full-time team of five dedicated researchers are managing and servicing clients. TNS (a global, premier provider
of information and the second largest research organization in the world) is running this Tracking tool for over
16 years in the Middle East and Africa. TNS Dubai gives AAL complete support on this tool from questionnaire
development to final analyses. AAL conducts the field work, enters data and sends it TNS Dubai for processing
and analysis.

A user-friendly software is being offered to clients for a variety of analysis but tailor made reports are also offered
to help clients in reviewing their key brand health indicators. There is an option for clients to add any specific
questions that they may have. For example if a campaign has been launched a few questions may be added
to evaluate its impact. This would be a lot more effective and efficient in terms of cost and turnaround times.
Since AAL-TNS Tracker Plus is a syndicated tool, rather than conducting a large customized project any company
interested in understanding the usage and attitude for a particular category can buy the one year category data

. YET ANOTHER WORKSHOP ON
MARKETING RESEARCH THIS AUGUST!

Learning is not an activity — it is an attitude!

Aftab Assaociates is pleased to announce a training workshop on “Advance Statistical Tools & Techniques’ in August
2009 in Karachi.

This training session will be conducted by Mr. Paul Harris who is a world renowned practitioner and trainer on statistics,
marketing research tools & concepts and SPSS.

This training will be especially beneficial for all research users, brand managers & marketers who want to develop or
groom their understanding in this area.

Unlike the usual lectures, this training program will focus more on hands on experience of using statistical tools &
techniques. Separate computers will be made available for each participant where they can experiment with the real
life data that will be provided to them.

Aftab Associates has previously conducted a similar training program by Paul Harris in February, 2004 at IBA, Karachi.
It was well attended by both research practitioners and users.

The audience represented a diverse mix from sectors like; banking, communication, food & beverages, media, advertising
and media agencies, automotive, agriculture and many more.

Overall feedback regarding the program was quite encouraging. Some of the comments of participants were;

- “Taught me things which | didn't know before”

- “Very valuable 2 days”

- “Something that | would definitely recommend to others”

- “After the course, we have a better understanding of how different analysis technigues fit in with research”
- “Complex things explained very simply”

- “Enjoyable — Learnt more without realizing we are learning”

- “It was a very interactive session”

- “A great learning opportunity”

WHAT IS ANALYTICS?

The simplest definition of Analytics is "the science of analyses", i.e., examining data with the purpose of drawing conclusions
about that information. The business managers may choose to make decisions based on past experiences or rules of
thumb, or there might be other qualitative aspects to decision making but unless there is data involved in the process,
it would not be considered analytics.

The science is generally divided into exploratory data analysis (EDA), where new features in the data are discovered
and confirmatory data analysis (CDA), where existing hypotheses are proven true or false.

Analytics closely resembles statistical analysis and data mining with major difference between data analytics and data
mining being that data miners sort through huge data sets, identify undiscovered patterns and establish hidden relationships
while data analytics focuses on inference, the process of deriving a conclusion based solely on what is already known
by the researcher.

Many organizations already use analytics in some form. Operating metrics and performance gauges such as the balance
scorecard are familiar to most managers. For instance, a manufacturer may track, interpret and use data to improve how
it manages product quality and a marketing group might base decisions on the long-term analysis of different customer
segments.

However, only a handful of companies are using analytics as a foundation for their business strategies; appropriate
product offerings. Research by global management consultancy, Accenture found that high-performance businesses -
those that substantially outperform competitors over the long term and across economic, industry and leadership cycles
— are twice as likely to use analytics strategically compared with the overall sample and five times more likely to do so
than low performers.

Common to all those aspiring to that level of competitiveness is the need to focus on developing four fundamental assets:

Committed senior executives: Taking a broad analytical approach to business calls for big changes in culture,
process, behavior and skills for many employees. Such changes must be spearheaded by senior executives who are
passionate about analytics and fact-based decision-making.

A strong base of skills in use of data: It is very important to have a broad base of employees who are data-savvy
— or who can quickly become data-savvy. This calls for hiring, training and rewarding for analytical skills especially at
management levels.

Fact-driven business processes: Analytical competitors begin with “a single version of the truth” — not the conflicting
views of the same metrics that stymie other companies. What's needed is an integrated, cross-enterprise view of the
data — a state that may require business process redesign on a broad scale.

Technology to capture, sort and make sense of the data: The processing power to support an analytics thrust
should be readily available both in terms of machines and software. i}
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