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                 Maximum Marks: 100

Note: 

1. The paper is divided in three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A.  Students are required to attempt ANY FOUR. 

3. SECTION-B has 5 questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)
1.
Comment on the rationale of emergence of relationship as a business tool?
2. 
“Superior customer  service would be the only differentiator in the coming days”.  Comment.

3. 
“CRM programmes are a costly affair , but the long-term reward it generates is much more 
beneficial than the revenue it generates”. How far do you agree with the statement and why?
4. 
“There are several factors relating to the store and its environment that affect the consumer 
purchase process.” What are these factors?
5. 
“While there are many aspects involved in marketing and gaining customer loyalty, one of the 
most important is your visual presentation” . Comment
6. 
What are the three types of store layout?  Write in brief about each one of them?

7. 
Write short notes on the following :- (2.5 marks each)

a) 
Customer satisfaction 

b) 
Retail communication mix

 
c) 
Customer retention


d) 
POP material
SECTION-B (15 Marks each)
8.
How is CRM different from e-CRM? Is it just addition of Information Technology features to 
regular CRM or does it really help in growth of customers?  Explain.
9.
Employee Relationship Management (ERM) is a new buzzword after Customer Relationship 
Management (CRM). Comment.

10.
Explain various CRM measures that are taken by organized retail with special references to Malls 
in cities to attract customers?
11.
What are the major challenges to Retail Brand Building?
12. 
Why in some cases CRM fails to deliver results? Comment. 
SECTION-C (15 Marks)

Case Study (Compulsory)

Planning the merchandise Mix for a water Park
No matter where you live in the world, one of the ultimate summertime favourites is water. As the temperature rises, young and old  try to beat the heat by finding their way to water. Whereas going to beaches and pools have been favorite pastimes, one type of retailer that has gained considerable popularity is the water park. With raging raft rides, heralding water slides, and lazy rivers to float in, it is no wonder that these service retailers have become a central element in summertime fun. However, have you ever stopped to think of the merchandise mix that these water parks offer?

For instance, your typical water park caters to a variety of target markets, including small children and their parents, teenagers, as well as young adults. Thus, a water park retailer must develop an optimal merchandise mix of attractions, rides, and facilities to satisfy a diverse clientele.


First let’s look at the attractions and rides. A number of typical rides come to mind when one thinks of a water park. For instance, most water parks have a number of different types of water slides. There are enclosed slides (32 inches wide ), unenclosed slides (38 or 42 inches ), slides that can also carry inner tubes (54 –inch open –and 54 and 56 inch enclosed), slides that can carry multiperson inner tubes (84 inches), and family raft slides (120 inches). There are also speed slides and multidrop slides, as well children’s flat bottom slides and children’s flumes and water coasters. Next, most parks have a wave pool; most probably have a children’s water play area, as well as some sort of slowly flowing river that people can float on in inner tubes. Further, a number of changing areas, restrooms, concession stands or restaurants, as well as merchandise facilities are necessary. To make a success water parks, how may of each of these attractions, rides, and facilities should there be?

Just like any other retailer, successful water parks operate based on careful demand forecasting. In this case both the demand for the park (by each market segment matched to attraction type) must be calculated and estimates of capacity for each ride must be assessed to determine the optimal mix. For example, let’s start with a simple estimate of 40,000 people as day. Of these customers 50% will be teenagers and young adults and 50% will be families. That means that during a day, 20,000 teenagers and young adults and 20,000 people in family groups will be at the park. Well, not exactly; demand at a water park is not uniform. Rather, let’s say that 60% of customers arrive between 9 and 11 a.m., 20% arrive between 11 a.m. and 1p.m. and 20% arrive after 1p.m.The average stay is slightly longer than 6 hrs. As such, first estimate the average number of people who are at the park at any one time in each segment. Remember, having rides too full results in long lines and dissatisfied customers, whereas having too many rides leads to overcapacity and wasted resources. 

Given the estimates on demand for each ride, the retailer must next determine the capacity of each ride as well as the supportive facilities. For example, 54 –inch enclosed slide, which is popular with teenagers and young adults, will accommodate approximately 600 people per hour, whereas the enclosed 32-inch slide, often used more by children, will accommodate approximately 360 rides per hour. The speed slides, as well as the 38-inch open slides, used mostly by teenagers and adults, will accommodate 360 people per hour. In terms of facilities, what capability should  the changing rooms and restrooms be designed to accommodate ? As you can see, determining the merchandise mix for a service retailer such as a water park is a highly complex issue. However, with careful planning success is highly likely. 
13.
Case Questions:
(i) “Planning the merchandise mix for a water park” is as essential as required in case of product merchandise in any organized retail outlet. Do you agree with this studying the details given above or it is a wasteful exercise? Comment.



           
          (7)
(ii) How far this merchandise planning will help the management of water park in deciding upon the cost factor and price factor  for running the water park ?Explain. 


          (8)
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