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        DECEMBER 2014 EXAMINATION

RM 04

MERCHANDISE MANAGEMENT & PRICING 

Time: Three Hours
   



                                              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.
What is the purpose of merchandising?  Explain the concept of lifestyle merchandising.  Is the concept relevant in India, elaborate?
2.
What is cross merchandising and discuss its role in merchandise strategy.  Elaborate the steps of merchandise planning.

3.
 Discuss the following two methods of analyzing merchandise performance.

(a)
ABC analysis

(b)
Sell through analysis

4.
What is ECR (Efficient Consumer Response) and its scope in merchandise management?
5.
Write short notes on:

(a)
Scrambled merchandising


(b)
Economic Order Quantity (EOQ) 

6.
Distinguish between:

Centralized Buying Organizations and Decentralized Buying Organization.

7.
Differentiate between horizontal price fixing and vertical price fixing.
SECTION-B (15 Marks each)

8.
How is price related with value?  What are the pricing strategies adopted by retailer during different stages of product life cycles.
9.
Discuss the process of merchandise procurement plan.  What are advantages of open buy plan?
10.
What is model stock? Why do we use model stock plain in retail?  Outline the steps involved in model stock planning using apparel retailers.

11.
Explain the following terms:


(a)
Staple merchandise 
(b)
Seasonal merchandise


(c)
Fashion merchandise







(5+5+5)
12.
Explain the following terms:


(a)
Resident buyer                                                                                      

(b)
Commission or fixed merchandise broker office                         

            (7½+7 ½)
SECTION-C (15 Marks)

Case Study (Compulsory)

Category Management in India: “Category Management is still nascent, but way forward for retailing”
Though modern retailing is gaining momentum in India, it has already started experimenting with the concept of category management.  FMCG companies like P&G, Cadbury are trying to replicate the concept in Indian market to get benefited.  Furthermore, they have deep pockets and international experience by their side.  However, the Indian FMCG industry has to go through the learning curve to implement the concept of category management.

India’s largest retailer, Future Group, has already implemented the concept in several categories ranging from beverages and skin care to beauty products to edible oil in various formats. Dabur Foods, a subsidiary of Dabur India Ltd. have also partnered with retailers through the concept of category management with the motive of customer satisfaction and consequently generating higher revenues.  It has already entered into an agreement with the Food World Retail chain to manage its juices. The Cadbury has also deployed the concept of category management in India marketplace.

As per top official of Provogue :the category management also work as safety mechanism as it hedges risk for the retailer”.  Provogue is basically an apparel retailer as well as manufacturer, the category management is helpful in allied categories such as footwear, where it does not have any expertise.  It has already tied up with M&B footwear.
Arvind Mills, an apparel brand manufacturer, has also big plans to develop ‘category captain model’ for its domestic brands such as Excalibur, Newport and Flying Machine and other potential international brands.  It is already scouting for a retailer-partner. Initially, it intends to bring mass brands under category management as luxury retailing is still nascent in India.

As per Darshan Mehta, President, Arvind Brands “Typically, the category captain model will take care of the stocking, supply chain and back end and front end manning for the retailer in the category concerned.”

Star Bazaar, hyper format of Trent (Tata Group) has also plans to enter into this kind of collaborative relationship with the vendors.  Neeti Chopra of Trent says that manufacturers do not save but gain in bottomline and profitability. Generally the idea is to sell higher value, higher margin items so that everyone involved in the process gains.
In consumer durable Industry, this kind of relationship is expected in the form of joint investments to create home theatres/AC rooms to sell products like higher end LCDs, Plasma TVs, DVDs. Etc. This is especially true in case and collaboration with manufacturer can be helpful.

13.
Case Questions:
(i) Describe category management.

(ii) What is the role of category management in store performance?

(iii) Why do expert say that “India is still not ready for category management”?
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