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Please check whethgf“ you hav_c-;g"ﬁt the rig&i-l‘.lucstmn @q\fwn _2_3 &
N.B: 1. Ql is compulsory, — - > a o =~
2. Q210 Q5 have options v(iﬁ?m questigns. S > e <
3. Draw suitable diagramg:wherever fecessary. o — -
4. Tllustrate your answers-with examples. = = .\ )
5. Figures to the rightfhdicate ﬁtthnarks. o o o -
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Q1. Case Study . 5y
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Before fast fashion became Q"fﬁinslream;:-':f:hc fashj_ﬁ'ff industryRvorked o> stable s{ﬁ;dulcs. Popular designers
exhibited their designs th:ngﬁh shows ,ﬁhﬂ trade f_:_l"ﬁs The pm%uction Iq_?cl' times were based Qnoforecasts,_‘_made a
$eason or even a year hgf\dré the appﬁ’:]s hit tlg_é%toms. Tt@"\clc:-thes r@.ﬁcemcnt _gycles too ;-fare long. g;'nsumers
saw clothing as an investment and*$pent carefplly on theif clothes. .AS they became more, fiishion comstious, there
was a shift in the a sgrel indu&?;.r which N‘iﬁkﬂ:ﬁnl: on lo:E’Ecnme market driv :r\athcr thag:?i:-mducthnﬂdriven. '__Ehis
resulted in shorter-market cyclts and mote-fashion seasons, whigh led to the-birth of fﬁt fashion. The fast fashion
industry was b{a@?‘:”d on lhr:qﬁfatcgy o&-ﬁlanned _u];i'solescenqi,ﬁhe clnH@\s” were qeal\g'ucd to g\é“ feplaccd\;ﬁ‘jr new
designs, whicki in tum ledto more c__d_t'hsumpting\;flic front ghd of Zarg'trad to be gimble. Accgrdingly, tierbusiness
model demanded simj&ﬁ’r agility I’ the ug:_m?eam of_-.ﬂJ\E suppl)@‘hain. TE_'\::i‘lign wiﬁ%uch a q@atcgy, Zara
mauufaij_g:ed its garments at its@wn factoggs in Spajr::!:esidm oa@mciﬂg t_q:pbighburilllgPurtugalﬁ,}Mnruccan, and
Turkisg_\facturies:#'gain. co_zj"ttary to the. bmpctitiéﬁ: it muﬁ'ﬂd to “prpéinity sourting” using-high-wage labor
rather-than sourcing from ASian factori€s in a de@'émlc moye to attaiqfﬂpkponsichgé's and spged. Such proximity
souréing ensured product availability-at retail ouﬁéts in less{fan 2 weeks. meim&ﬁ‘ sourcing cantributed to 60% of
Zara’s total sourcing; the balance was suurcesiﬁom lu\u\%ge facte_dgs based if*India, China, and Bangladesh and
“the South-American, el > & Ll e &
s iy 2 sl ) 3 e e
Ansn@hrthe fullgrgmg o i) e -
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_~>"How organized retaitis playinga major rof&'in customérs buyingXbehaviour.hat the big global brand
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Zara highlighting. State the f@tﬁm responsible for L];g\;gmmh o@ganimd-ﬁ?ail in India. (08)
_ e - & IS S
b As @ Zara store-manager, state your ; “1?6nsib11| or managing a mld—Si@;ﬂ store. (07)
Q2. Answer the follpwing .- Rl & e A~
_— -, ) s -
State various characleristics of.'a consunlg?\buymg Ea;avmr wi_t? reference to buying electronic :
products. r ::.“"\ LS ' ‘_F '3:‘- KA (08)
b. Bring';émt the elements of'm\f':r;lcm sales@?&moliun. téEhnique uged by a retailer to promote in stores, (07)
' RS Rl o
_.\_Hi\ghlight theroles andresponsibilities of a r@mhandﬁsa@aﬁager for a departmental store, (03)
d. ~ What is.visual merchandising? é‘ﬁatc its objebtives. _2:."‘
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Q3. Answer the following 0 "?“' e Jée ad
. k\
a.  State the role of Information Technologjga"l‘) in reta,&gbusmcssused by a rcEﬁ]er k:\'\“} - (08)
A e N _
b.  Define merchandise display. State dlf\&rcnt mct@ds of dmpigy iy ~ = 07
r- o'\ " S .
\‘3’ lC OR ._‘;,,_" “‘\\b ....l'.:‘ ~ \;‘
o o
c.  What is non store mcrchandlsmg'? State dlﬂgi'cnt type;s&f non-stom‘rctaﬂmg -.b‘ o (08)
o b =~
d.  What is retail strategy? Exp{gﬁ factors,donmderedﬁ?a retail :m'%tegy A ;:\ 05—“' o 07y
e -4-.- S ..._::\ )
Q4. Answer the following ‘:,_~‘ ,.:}-‘ é? -:-' ::\ .,.XC o _' ‘
'Merchandise sclccnoq:has a comﬂgtmve adv@lage In @.'w of thJS's‘tatcment ;usufy your c)cprcssmn ny
a. 3 S :
with examples. ._1 - Q‘* ..f.:” ;,__‘ \? _‘-} g \\ (08)
2 i ey & il N 5 -
b.  State the advanta;g s and dl$ vantagefbf e—retallmg Nae el Ao ) (07)
RS Lo J*': Q s O L Lk
c. Bring outy ihmous pnomg strateg;ﬁs adupted@ a reml%m{br runnm@ihe store sgécessﬁ.lll N (08)
d. Explalﬁmous trqfa‘ds and um;ﬁvauun co:'@idered in @15 cc)nterq\gma:y soclc'y by reta1@' . = (07)
Qs. Write.$ﬁort Notes,On (Any T:BREE) I C“ Ry R 2 s
a. \:Shcnons gfla Tetailer. . Q:' e {-,\’3 @:2) “1\_9 O
b. arketing comm ion in retéfi:i \ o) < o~
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