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Note: 

1. The paper is divided into TWO Sections: SECTION-A and SECTION-B. 

2. There are five questions in SECTION-A.  You are required to attempt ANY THREE. 

3. All the questions of SECTION-B (Case Study) are compulsory.

SECTION-A (20 Marks each)

1.
(a)
What   is   a search engine, and how does it works? Why is search engine optimization so 
important?








       (10)
(b) 
Discuss the following in context  with SEO in  about 100 words each:
   

(i) 
Meta tags and HTML

 
(ii)
Keywords







     (5+5)
2.
(a)
What is the difference between organic and sponsored traffic?
(b)
What budgetary considerations should be taken into account when embarking on PPC campaign?

3.
(a)
What   are   online   communities?  How  do  marketers  use online communities to build 
customer relationship? 







         (8)
(b)
Differentiate between:


(i)
Chat rooms

(ii)
Consumer review site

(iii)
Affiliate marketing 






     (3x4)
4.
(a)
Explain the following terms with reference to web metrics (answer in about 50 words):
(i)
Unique visitor

(ii)
Bounce Rate
(iii)
Exit Rate

(iv) 
Conversion rate

(v)
Engagement 



     (2x5)
(b)
Why do you think that ecommerce companies in India are investing more in developing mobile applications over the open net? 





       (10)
5.
(a)
Are traditional pricing techniques applicable online?  Discuss with examples. 
(b)
Evaluate the major revenue models available to a budding entrepreneur in online business.  Discuss two main approaches used to assess the effectiveness of these revenue models.




SECTION-B (40 Marks)

Case Study (Compulsory)

Selling Grocery Online in India
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21,60,000 crore (July 2014), India’s grocery market is the sixth largest globally.  Online grocery retail touted as the new kid on the block is slowly gaining mileage and will reach [image: image3.png]Shutterstock.com « 410439886



60,000 crore by 2020, which will be 2% of the grocery market.  This niche segment is expected to contribute 10-20% of overall e-commerce jobs with each warehouse of online grocery companies employing around 50-100 workers depending on the scale of operations, according to Randstand India .The following are the key triggers for converting customers to online shopping.

· Organised grocery retail is under penetrated and unprofitable due to high rents and utility bills.  As a result, finding a good store, which carries all of what a customer needs, is not always possible.

· The local kirana is too small, carrying only 1,000 SKUs, hence does not always meet the needs of customers.

· Traffic, lack of parking, and frequent out-of-stock situations are some of the problems customers face when shopping through physical stores.

· Grocery buying is typically the same month on month.  Hence, customers are very familiar with the products and do not feel the need to touch and feel a majority of the items.  For fresh, produce, this is an issue but easy return policies can convert customers.

Here are some of the players operating in the online grocery retail space.

Bigbasket.com
Started in 2011 and is currently operational in Hyderabad, Bengaluru, Delhi and Mumbai as an online grocery supermarket.  It carries 10,000 products and 1,000 brands and has fruits, vegetables, grocery and staples, spices, bread, bakery and dairy products, meat, beverages, personal care, imported and gourmet products etc. They also have pesticide free/organic fruits and vegetables apart from pre-chopped vegetables.  They offer a time slot for home delivery as per the customer’s convenience.  The customers’ orders are delivered in their signature vans and customers can pay by cash, card, or food coupons on delivery.  For orders of [image: image4.png]Shutterstock.com « 410439886



1,000 or above, the delivery is free.  To build customer confidence they have an on-time every time guarantee, that is, if a customer does not receive an order on time, then 10% of the order value will be credited to the BigBasket account that can be used towards the next order.  The quality is also guaranteed through a no questions asked return policy and if the customer is not satisfied with the quality of the products delivered they can either return the products to the delivery personnel at the time of delivery or can contact the customer support team to do the needful.  Customers can also download the BigBasket app on their mobile and place orders through the same.

LocalBanya.com Set up on May 2012, it is another online supermarket retailing company that offers more than 8,000 products in categories such as fruits, vegetables, groceries and kitchenware.  They offer free home delivery anywhere in Mumbai on an order amount of [image: image5.png]Shutterstock.com « 410439886



500 or more for next day delivery.  IF customers place an order before 10 a.m. and want delivery on the same day, they can get it through express delivery, which is chargeable at [image: image6.png]Shutterstock.com « 410439886



30 per delivery.  The customers place an order before purchase through cash or card on delivery or make online payments through credit/debit/net banking options.  They have a Reserve Bank of Banya that is the ‘Banya Points’ for loyal customers.  It allows customers to earn 1% points on their bills.  Thus, a bill of [image: image7.png]Shutterstock.com « 410439886



500 will be equal to 5 Banya points and each point is equal to [image: image8.png]Shutterstock.com « 410439886



1, which can be used in the next purchase.  They have a cancellation and return policy as per which broken, leaking, or expired goods can be returned.  As per LocalBanya.com, ’Good once sold will not be taken back unless the product on arrivals damaged, expired, or faulty.  Our supply crew checks the quality of all ordered products before they reach you.  Products purchased on LocalBanya.com can be returned only if unopened and in resalable condition.  As per this, bread/fruits and vegetables/eggs/dairy products can be returned within 2 days of delivery.  Non-food and packaged food can be returned within 5 days of delivery.

All these players pay special attention to sourcing of products.  Big Basket trains its employees for handling of the fresh produce and invests in freezing/chilling equipment to handle storage at its hub and in delivery vans.  It also ensures that the produce spends only a few hours in the cold storage.  With the help of technology they are able to predict the buying patterns of customers and through direct sourcing are able to deliver the produce fresh to the customers.

LocalBanya.com uses just-in-time inventory for produce that movers out to the customers as quickly as it arrives so that it is fresh on delivery.  It also uses the warehousing for product management.  

There are players like Aaramshop.com, who follow a near-hybrid, asset-light business model. It fulfils orders placed on the site via the preferred neighborhood retailer closest to the customer, who will deliver at the consumer’s doorstep within a couple of hours of placing an order.  We are leveraging the existing last mile strength or the independent neighbourhood retailers and integrating it with the opportunities offered by the entire digital eco-system, says Aaramshop CEO and MD Vijay Singh.

Singh feels that Aaramshop is not in danger of becoming a classifieds for Kiranas as Aaramshop’s revenue model is not based on specific transactions, but on premium services offered to brands (such as analytics, activations, coupons, and advertising) and subscription-based privilege services for retailers and customers, be it through walk-ins, phone-based orders, online orders, or even a mobile app (to be launched in August 2014).  Aaramshop currently operates in 35 Indian cities with 3500 retailers with an access to 2.5 million urban households.
Thus, we see that online distribution of groceries is catching up fast.  It however remains to be seen whether these players can scale up and sustain themselves over a period of time.

6. 
Case Questions:

(a) Discuss the consumer behavior while buying the food and grocery products. Elaborate the key factors in grocery buying decision-making process. 


       (20)
(b) Compare and contrast the distribution strategies being followed by the different online grocery companies.






                     (20)
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