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	Semester: June - Oct 2025
Maximum Marks:50 marks   Examination: ETE Exam      Date: 03/11/2025             Duration: 2 hrs.

	Programme code: 
Programme: MBA HCM
	Class: SY
	Semester/Trimester: III

	College:  K. J. Somaiya Institute of Management
	Name of the department/Section/Center: 
Marketing and IB

	Course Code:      17P2269           
	Name of the Course:   
Retail Management in Healthcare

	Instructions: 
1) Question No. 1 is compulsory. 
2) Attempt any 3 questions from Question 2 to Question 5.
3) Simple calculator is allowed.	




	Question No.
	
	 Max.
Marks
	CO 

	


Q 1
	
Synoptic answers

Case analysis:

Answer a) (10 marks)
Identify Attractive Customer Segments:
· Primary segment: Young adults (25–45 years) – tech-savvy, health-conscious, prefer convenience and wellness products.
· Secondary segment: Senior citizens (60+) – regular medicine users, value reliability, affordability, and personalized service.
· Other potential segments: Chronic disease patients (diabetes, hypertension) – recurring purchase behavior; urban working professionals – convenience-focused.

Retail Marketing Mix Recommendations:
· Product Mix: OTC drugs, vitamins, supplements, chronic medicines, wellness kits, diagnostic services.
· Promotions: Bulk discounts, seasonal offers, referral programs, health awareness events.
· Pricing: Affordable pricing for chronic medicines; tiered promotions for bulk/loyal customers.

Suitability:
· Aligns with Tier-2 city customer expectations: convenience, affordability, and trust.
· Differentiates HealthPlus from large chains and online platforms by combining in-store experience + digital services.




Answer b) (10 marks)
Growth Strategy Using Ansoff Matrix:
· Market Penetration: Increase sales in existing stores in Tier-2 cities through promotions, loyalty programs, and enhanced customer engagement.
· Market Development: Expand into new Tier-2 and Tier-3 cities via company-owned stores and selective franchising.
· Format Development: Introduce new store formats such as mini express stores, wellness corners within supermarkets, or clinic-pharmacy combos.
· Diversification: Form partnerships with labs, telemedicine providers, or insurance companies to offer integrated healthcare solutions. Launch healthy food focused cafeterias, QSRs.  

Omnichannel Integration:
· Mobile App & Digital Ordering: Home delivery, medicine reminders, and subscription packs for chronic patients.
· Click & Collect / Express Formats: Customers order online and pick up at mini express stores for convenience.
· Tele-Pharmacy Consultation: Basic health advisory integrated into the app to enhance service.
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Q2


	
Distinguish between Any Two:

a) Multi-unit Pricing vs. Price Bundling:
	Aspect
	Multi-Unit Pricing
	Price Bundling

	Definition
	Selling multiple units of the same product at a discounted total price.
	Selling two or more different products/services together at a combined price, usually lower than buying separately.

	Example
	“Buy 3 pain relievers for ₹200 instead of ₹250”
	“Buy a vitamin pack + herbal supplement for ₹500 instead of ₹600”

	Objective
	Encourage higher quantity purchase of a single product.
	Increase sales across multiple products; introduce complementary items.

	Customer Perception
	Value for money on volume.
	Convenience and perceived savings on related items.

	Common Usage
	FMCG, retail groceries, OTC medicines.
	Bundled offers, combo meals, subscription packages.




b) Loop Store Layout vs. Grid Store Layout:

	Aspect
	Loop Store Layout (Race-track)
	Grid Store Layout

	Definition
	Store design with a circular/oval path guiding customers around the store.
	Store design with straight aisles in a grid-like pattern.

	Customer Flow
	Encourages browsing; customers naturally pass most merchandise.
	Efficient navigation; customers move directly to desired aisles.

	Best For
	Specialty stores, lifestyle retail, pharmacy wellness sections.
	Supermarkets, large grocery stores, hardware stores.

	Advantages
	Increases impulse purchases; promotes exploration.
	Easy to locate products; maximizes space utilization.

	Disadvantages
	Can feel longer for quick purchases; requires careful signage.
	Less opportunity for impulse buying; more utilitarian.




c) Online Retail vs. Quick Commerce (Q-Commerce):

	Aspect
	Online Retail
	Quick Commerce (Q-Commerce)

	Definition
	E-commerce model delivering products within standard timelines (hours to days).
	Ultra-fast delivery model (usually below 30 mins) for essentials and fast-moving products.

	Delivery Speed
	Typically 1–5 days, sometimes same-day.
	Extremely fast, hyper-local delivery.

	Product Range
	Broad range, including electronics, apparel, groceries, pharmacy products.
	Limited range focused on essentials, FMCG, and urgent needs.

	Target Customer
	Convenience shoppers planning purchases.
	Impulse buyers needing immediate consumption.

	Business Model Focus
	Inventory-based warehouses or marketplaces.
	Dark stores or micro-warehouses near customer clusters.

	Examples
	Amazon, Flipkart, 1mg
	Zepto, Dunzo, Swiggy Instamart
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Q 3
	
Environmental Theory application:

Opportunities:
· Technological: Rising digital adoption enables e-commerce, home delivery, and tele-consultation for Ayurvedic products.
· Demographic & Health Trends: Increasing health awareness and preference for natural remedies, immunity boosters, and preventive healthcare.
· Economic: Tier-2 and Tier-3 markets offer cost-sensitive consumers open to value-based Ayurvedic products.
· Regulatory/Legal: Government support for AYUSH and traditional medicine encourages market legitimacy and growth.

Challenges: 
· Competitive Environment: Modern retail chains and digital health platforms intensifying price and service competition.
· Regulatory Compliance: Meeting quality standards, labeling, and AYUSH regulations adds operational overhead.
· Economic Shifts: Value-sensitive consumers may shift to discount offerings during downturns, pressuring pricing strategy.
· Regional Differences: Varied consumer preferences and purchasing power across different cities.
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Q 4
	
Answer a) (3 marks)
Markup = 40% of cost = 200 × 0.40 = ₹80
Selling price = 200 + 80 = ₹280

Answer b): (3 marks)
Markdown = (Original price − Sale price) ÷ Original price × 100
= (1,000 − 800) ÷ 1,000 × 100 = 200 ÷ 1,000 × 100 = 20%

Answer c): (4 marks)
c) GMROI Calculation
Given:
Annual sales = ₹250,000
Gross margin = 40%
Average inventory cost = ₹75,000

Step 1: Calculate Gross Profit (GP)
GP = Sales × Gross Margin % = 250,000 × 0.40 = ₹100,000

Step 2: GMROI formula

GMROI = Gross Margin / Average Inventory Cost
               = 100000 / 75000 = 1.33

Interpretation:
GMROI of 1.33 means for every $1 invested in inventory, the company earns $1.33 in gross profit, indicating good inventory profitability.
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Q 5
	
Short Notes:

a) Category Tree
Definition:
A Category Tree represents the structured hierarchy of products within a retail business — starting from broad categories to sub-categories and individual SKUs (Stock Keeping Units).
Explanation:
It helps retailers organize merchandise logically, ensuring ease of navigation for customers and efficient inventory management.
Structure Example:

Electronics → Mobile Phones → Smartphones → Samsung Galaxy S24

Example:
In Reliance Digital, the category tree may look like:
Electronics → Televisions → Smart TVs → LG / Sony / Samsung.

Key Point:
Used in category management to plan assortment, pricing, and shelf placement.


b) Global Retailing
Definition:
Global Retailing refers to retailers expanding operations beyond their home country into international markets, adapting to local tastes, cultures, and regulations.
Explanation:
Retailers enter global markets via franchising, joint ventures, or direct ownership to tap new customer bases and diversify risk.
Example:
Walmart entered India through a joint venture with Bharti Enterprises (as “Best Price”).
IKEA, a Swedish furniture giant, opened stores in Hyderabad and Bengaluru with localized products (e.g., smaller furniture for Indian homes).

Key Point:
Success in global retailing requires localization in product mix, pricing, and store format.


c) Cold Supply Chain
Definition:
A Cold Supply Chain (Cold Chain) maintains temperature-controlled environments for perishable goods during storage, transportation, and distribution.
Explanation:
Essential for food, pharmaceuticals, and dairy products to preserve quality and reduce spoilage.

Example:
Amul and Mother Dairy use cold chain logistics to transport milk and ice creams.
BigBasket uses refrigerated trucks and cold storage facilities for fruits, vegetables, and frozen foods.

Key Point:
Critical for India’s agri-retail and food retail sectors due to climatic conditions and infrastructure gaps.

d) Leased Department Store

Definition:
A Leased Department is a section within a large retail store rented out to an external vendor who operates independently but under the host store’s premises.
Explanation:
The host store benefits from rent and customer attraction; the lessee gains access to established footfall and retail infrastructure.

Example:
In Shoppers Stop, sections for brands like MAC Cosmetics or Tommy Hilfiger operate as leased departments.
Lifestyle Stores also lease space to branded sections like Levi’s or Fossil.

Key Point:
It’s a win-win model — increasing product diversity and brand experience for consumers.
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