Important Note : 1. On completing your answers, compulsorily draw diagonal cross lines on the remaining blank pages.
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1 a. Define Retail Manag ﬁ: &’\ \\‘;'7 (02 Marks)
b. What are the factors t a,ffect the retail pricing strategles/’f N D (06 Marks)
c. Explain the various typquftRétaﬂ Formats. o -\‘57 (08 Marks)
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2 a. Whatis Retail Audit? NS {'g;;j\\\\5 (02 Marks)
b. Write a note on characteristics o\ﬁret;?lmg NS (06 Marks)
c. Describe the different types of rétail locations. \‘/7 (08 Marks)
3 a. What do you mean by Multichannel e q ?E(;;n ) (02 Marks)
b. What are the various visual Merchandigifig Techniques in retail? (06 Marks)
c. Explain the various types of retail layouts. ¢/ (08 Marks)
4 a. Whatis Coding system? (02 Marks)
b. What are the responsibilities of Sto i (06 Marks)
c. Briefly explain the wheel of retall}q *7/ (08 Marks)
‘\\
N
5 a. What is Relationship marketmg" b i - (02 Marks)
b. Differentiate between Relatlé\hsh\fp & Transactional Ma?kéttng (06 Marks)
c. Describe the theories of R ng in detail. o = (08 Marks)
e
6 a. Whatare the prmmplev(o\ tore Design? \B’/’¢l (02 Marks)
b. What are the factors influ¢hcing retail Business in India? (06 Marks)
c. Explain the stages zﬁ,BQymg decision process and its 1mpllcat|ons/ éﬁ[{gtallmg (08 Marks)
\ Cl // <
7 a. Whatis Merchan@s\\Management? e - (02 Marks)
b. What are th :E:XI@I’]OI’S and Interiors factors? How does it influence Dcslsrn decision in
stores? { () (06 Marks)
c. Explain tbe of Retail Research. /(/Q (08 Marks)
// /
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é\tgmproﬁtablhty is steadlly moving away from “Commodities to Customer”. ThisCtrend

| apparel business will no longer be over that generate large footfalls, have ‘
s/erviik and great merchandising these features will be industry standards that everyone

r———

il

follow. Competitive advantage will be provided by leveraging the biggest asset of all the
customer. Fashion houses and retailers will be able to build a two — way relationship with
customers that create strong switching costs.
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THe tfaditional response to retailing customers has been to go in for year routid/sales or

speciéﬂ offg%?out tomorrow’s customers — driven economy will necessitate differentiating your
business%&c\} verybody else in a fundamentally unique way. First as s \g\@f organized
retailers b \onﬁ;:}

increasingly similar, consumers feel a greater need fo contact and
omer. service. Second, the increasing social emphasis on t ividual requires
T izr d to meet individual needs to desires. 3

The Indian | market is no longer a mass market that a &pny can serve in a
standard way. Thi <wt11 increasingly get over and fragmented with &&t\e,mers demanding that

they be treated as md/%%h\ Is and provided with the appropriate as ce, before a sale, during
a sale and after words.“This ernd has super cessions for all acce marketing mix of retail

individual cug
special solutio

companies — whether thi@‘}dividual offers, customized con tion of products or specific
help series and support -purchase. Finally, at a tim@ retailing is getting more
competitive retailers have t@next analysis methods, Such\ds data mining to exploit the
advantages offered by precis¢ gval ations of customer bghaviour. New technologies will be
used to regain the knowledge abh\f»%ustomers that will t in the tremendous expansions of

local regional national retailer gro J@the final ané@@is/, retailers will aim to win the long
term company loyalty of those cu fomers they know\ahd to use their knowledge of these

customer’s interests to further improve the'C p@@elaﬁonship with them.
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Questions : 7 O 7
a. Who are my Customers? U < SO (04 Marks)
g . S N A
b. What are their requirements? < v o) (04 Marks)
c. How can fashion retailers offer satisfaction? O/ (04 Marks)
: : G
d. Why New technologies are neces& in retail? ) (04 Marks)
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