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General Instructions:
1. Answer the questions as directed. 
1. All questions are compulsory and carry equal marks.
1. Answer all the questions of a ‘Section/Question’ at one place in continuation.
1. Answers should be brief and to the point. 
1. Make and state necessary assumptions, if required.
1. Do not write on the question paper except your roll number.
1. Quality of response and reasoning will be highly appreciated over the quantity.


SECTION - A

Q1. Troma, one of the biggest consumer electronics retailer in India, is famous for its giant 25,000 square-foot stores. This channel has served Troma well over the years as consumers wandered through the giant product displays in the stores, and made purchases. Recently, Troma made a channel design decision that focused on adding a retail channel consisting of much smaller 2,500 square-foot stores to its large-store channel. The new smaller stores will be located in shopping malls in urban area. Troma designed this new small-store channel structure mainly to do a better job of reaching the still-growing market for mobile phones, especially smartphones. These smaller stores will sell almost five hundred different phones as well as the services of top four carriers in India. 
Do you think Troma’s channel design decision is a good one? Recommend what other channel design options might Troma have pursued to accomplish its distribution objective? (10 Marks)


Q2. WatchHut, with 6 locations in Mumbai, has been struggling for a number of years with an image of being “old-fashioned” or “out of touch” with new technologies. WatchHut was viewed by tech-savvy consumers as a place to buy odds-and-ends electrical items, such as watches, adaptors and cables, but not the place to buy smartphones. But in last 10 years, WatchHut, which started to refer to itself in advertisements as “The Hut,” began selling world’s most iconic example of high-tech, cool products—the Maple iPhone. Maple company, which is known for being very selective about who qualifies to sell its products, nevertheless decided to let WatchHut sell its iPhone. 
Why do you think Maple decided to use WatchHut as a channel member for selling it’s iPhones? Analyze the role product life cycle played in Maple’s decision?           (10 Marks)
      
Q3. The Grand, a luxury hotel chain with 100 owned and more than 200 franchised hotels in India, recently terminated 50 The Grand franchise channel members. According to The Grand, these channel members failed to meet The Grand’s minimum standards. Over the years, the channel members did not make regular renovations and they were not willing to make the necessary investments in upgrades, such as new bedding, bathroom fixtures and other improvements, that would help to position The Grand as a more upscale chain of hotels. Many of the channel members felt blindsided by what they saw as the franchisor’s stringent requirements and rigorous enforcement. Some of the franchisees had been associated with The Grand for decades and felt that they had been loyal and productive channel members. They questioned the fairness of The Grand’s negative evaluation of their performance. 
Do you think The Grand’s termination of so many channel members was “fair”? Discuss from the point of view of the franchisor (The Grand) and the franchisees (channel members). (10 Marks)

Q4. Mike has developed a strong reputation as a serious and leading manufacturer of high performance and high-quality athletic footwear. Its use of technology to produce state-of-the-art running shoes and cross-trainers has earned the respect of many world-class athletes. So, it seemed strange to industry observers when Mike’s channel design strategy chose Khadim shoe stores, to sell Mike athletic footwear. Some industry analysts were not happy. They questioned the fit of the two brands. Would Khadim, which is identified as a seller of all age group and gender’s shoes, undermine the brand image of Mike as a maker of hard-core athletic shoes? Although the strategy is being tried on a limited basis in just 5 metro outlets of Khadim stores, if sales are good for the first six months, many additional Khadim stores will be added. 
Analyze the strategic rationale for Mike selecting Khadim as a channel member to sell its high performance athletic footwear? Over the long run, do you think Mike’s channel member selection strategy will affect its product image? (10 marks)
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