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	JAIPURIA INSTITUE OF MANAGEMENT, INDORE
Post Graduate Diploma in Management

	Course Title: Retail Marketing, (Course Code: 40126)
End-Term Examination, Term - V (January, 2025) 

	 Time Duration : 2 Hours                                                                                          Total Marks: 40



General Instructions:
1. Answer the questions as directed. The break-up of the marks is given wherever necessary.
1. Marks against each question is indicated to its right.
1. Answer all the questions of a ‘Section/Question’ at one place in continuation.
1. Answers should be brief and to the point. 
1. Do not write on the question paper except your roll number.


SECTION - A
Q.1 A multinational retail giant plans to launch a hybrid retail format combining online and offline shopping experiences in a developing country. Critically evaluate this format's challenges and opportunities regarding consumer adoption, operational efficiency, and technological integration. Propose a strategic approach to overcome these challenges while leveraging the opportunities.                                                                            	          Marks 10 CLO3

Q.2 A luxury retail brand wants to redesign its flagship store to enhance brand perception and increase customer retention. Design an innovative store layout incorporating cutting-edge technology (e.g., AR/VR, AI) while considering customer journey mapping, sensory branding, and experiential retail. Justify your design choices with real-world examples or case studies.                                                                                                
                                                                                                                                              Marks 10 CLO3
Q.3 
4. Retail Location
Question:
A premium furniture retailer is considering two potential locations in Mumbai for its flagship store.

Location A: Situated in a high-end mall in South Mumbai with a monthly rent of ₹10,00,000. The area attracts an average daily footfall of 5,000 customers, of which approximately 10% belong to the retailer’s target segment. The conversion rate is estimated at 5%, with an average ticket size of ₹25,000.
Location B: A standalone property in a prominent commercial area of Andheri with a monthly rent of ₹7,00,000. It attracts an average daily footfall of 2,500 customers, with 20% of the target segment. The conversion rate is estimated at 8%, with an average ticket size of ₹20,000.
Evaluate these locations using trade area analysis, potential revenue, and cost-benefit analysis. Consider factors like accessibility, customer demographics, and long-term growth potential. Which location would you recommend and why?                     		         Marks 10 CLO3


SECTION – B
 

Q.4 											   (10 Marks)
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* Primer
* Pencils
e Contact lenses
* Lashes

Skin Care
* Nourishment creams
* Sun protectors
* Anti-tan packs
e Exfoliators
e Skin vitalisers
e Moisturisers
e Toners
e Skin tightening creams and gels
* Ant-ageing creams
Face Care

* Acne treatment

¢ Face cleansers

* Face fresheners

* Face packs

¢ Fairness creams

* Face wash foundations
¢ Primer

¢ Anti-wrinkle creams
¢ Bleach creams

* Rouge

¢ Bronzer

¢ Concealer

¢ Powder

Hair products

* Hair shampoos

* Therapeutics

* Natural products

e Hair oils

e Hair vitalisers

* (Conditioners

¢ Hair colour

* Anti-dandruff hair product
e Hair fall tonics

e Perm care




image4.jpeg
Nail care
* Nail colours
* Nail gloss
* Nail polish remover
¢ Cuticle gel
Hand care

¢ Hand scrubs
¢ Hand lotion

Foot care

* Foot cream

* Ant-odour gel

* Footscrub

* Foot massage lotion
* Foot salts

¢ (Cuticle care

* Koot cleanser

Body products

* Bath gels

* Body cleansers
* Bubble baths
¢ Body toners

* Bleach creams

In all the above products, there are brands like VLCC, MAC, Lakme, Biotique, Avon, Chanel, ‘
Clarins, Clinique, Christian Dior, Lancome, L’Oreal, Maybelline, Nuetrogena, Oil of Olay,
Revlon, etc. Aloma finds that the key attribute driving product sales is the belief that the product

enhances beauty, protects the skin and sales are driven by price, quality, brand name, effects on
health, packaging, demonstrations, and sampling.

On the basis of her conversations with the sales staff and a few regular customers, she has
mapped the role that various products play in the store and the same is indicated in Table 1.

Table 1 Category Roles of Various Products

Destination Preferred Occasional

Convenience
Stationery Gifts Imitation Jewellery Cards
? Autograph books Decorative pieces Bags Cosmetics

Stickers, tattoos

The basis behind this mapping is that the store is the main store of choice in the area ff)r
fancy stationery, autograph/slam books and other things like stickers and tattoos. The main
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reason being it a store that has been around for like 80 vears or so and manv school children
and people use the bus stops in front of the store to travel

The store is the preferred choice in the area for gifts and decorative items. These items are
the main items that contribute to the profits and have the fastest turnovers in the store. The

store also has items like bags and imitation jewellery. But there are other stores in the area

that have more assortment and choice when it comes to these items. Nonetheless, these also
contribute significantly to profit margins.

The store is a one-stop shop for cards and cosmetics in the area. Cards for all occasions are

available. It also has the full first floor dedicated to cosmetics. There are 3—4 salesgirls who are
very knowledgeable and even do makeovers, if necessary.

Aloma first decides to focus on cosmetics and maps a matrix, which is illustrated in Figure 1.
The store sells its products at MRP. Over

the past year, the sales percentage has grown I

about 20% or so. Profit is modest at about ’ Face Care LipCare e
12-15%. The operating expenses are not too - NailCare

high, the main reason being that the retailer  Gross

owns the store, so there is no rental cost. Margin

Once 1n five years or so, he redecorates the Skin Care Bl B Eve Care
store. The retailers main expenses are elec- . Body Care Fragrances ~  Hand Care
tricity and the salaries of the salesgirls who .
sell cosmetics. The remaining staff members H A L

are his family members. Inventorv turns for BBl

gifts and cards are about 12 times a vear, . _ .

Cosmetics have a turnover of about six times Figfl  dappingiiis CesmelisS Calogary

a year.

Some categories of cosmetics are directly sourced from company distributors. Most other
cosmetics are sourced from wholesalers in the market. Thus, the retailer is not too dependent

of suppliers. The products are sold purely on cash basis, while most products are sourced on
credit. Replenishment from suppliers is done fortnightly.

Question for Discussion

The store wants to be the preferred destination for cosmetics for the young women in the

area and adjoining areas. Help Aloma to map out the Category Strategy and Tactics for the
Cosmetics category.
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loma, a merchandise and retail consultant, has been approached by a small independent

retailer Clare Stores in Byculla to help restructure some of his merchandise lines. The

tore is located in a residential area with two schools, two pre-schools, and three colleges
close by. The store is typically visited by young women in the age group of 16-40. The store
stocks cosmetics and also products like cards, gifts, slam/ autograph books, stationery, imitation
jewellery, bags, decorative pieces, etc. Cosmetics are a major category and, therefore, the
whole first floor along with 3—4 sales associates is dedicated exclusively to cosmetics of various
categories.

After a few visits to the store, Aloma goes through her notes on various categories of products
in the store and the following data emerges:

Lip Care

e Lipstck

e Lip gloss

e Lip balms

e Lip pencils

e Lip primer

e Lip conditioner

Eye Care

e Under eye care

e Eyeliners

e Eye make up remover
¢ Kajal

* Mascara

* Eye shadow




