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PGDM (RM), Batch 2014-16
Digital & Non Store Retailing
RM-504
Trimester — V, End-Term Examination: December 2015

Time allowed: 2Hrs. 30 Mins. Max Marks: 50

Roll No:

Instruction: Students are required to write Roll No on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. In case of rough work
please use answer sheet.

Section-A Marks 3X5
Answer any three questions. Each question carries equal marks
1. Evaluate the potential of the Internet as a “retail channel”.
2. Why are books, CDs and DVD movies particularly suitable e-shopping categories?
3. Why Amazon and e-Bay regarded as such strong e-brands?
4. Define CTR, PPC, CPC and CPA.
5. Write short notes on following:
(a) Affiliate Marketing,
(b) Link Building.
Section-B Marks 2X10

Answer any Tywp questions. Each question carries equal marks

6. Why do you think that the 7C’s of the e-retail mix represent a superior model to the
traditional 4P’s and other versions of the retail mix?

7. Name three ways in which e-mail can be used for promotion of a particular website page
containing a special offer.

8. Discuss whether you consider that all products on sale in the high street can be sold just
as easily via the Internet.

Section -C (Case Study) Marks 15

Lastminute.com: establishing and maintaining a competitive position

Retailing online renders one of the established mantras of the fixed ‘location location
location’ redundant. So how are the new e-retailers establishing and maintaining a
competitive position in the Internet’s marketplace?

lastminute.com was an early leader with its development of a web site which operated as an
online travel agent and retailer. The company founded by Martha Lane Fox and Brent
Hoberman in 1998 has recently been acquired by Travelocity and Sabre Holdings.
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Strategy and business model

The valuation achieved by the company at its float was seen by many at best as very
unrealistic — its paper value exceeded the value of longstanding established travel agents
like Thomas Cook Plc. Many dismissed lastminute.com’s valuation as being an indicator of
the absurdity of the dot-com phenomenon and dismissed excessive investment as irrational.
One of the problems with most of the commentary about lastminute.com in particular and e-
commerce in general was that it focused too much on the front-end business idea behind the
models and too little on the model’s place within its sector (Panourgias, 2003). Over time the
company has proved to be an established online brand.

Sales and marketing

lastminute.com built its market share by focusing on making innovative use of Internet
technologies to deliver services to the end of their sheif life, i.e. late booking of holidays of
holidays and holidays and hotel rooms. One of the core advantages is that there were few
logistical issues to deal with when the purchaser takes themselves to the point of
consumption. In this way the company is able to supply both niche and increasingly mass
market needs.lastminute.com use advanced personalization tools to deliver a highly
customized online experience, sending different tailored messages to online customers who
have opted in to receive online marketing, promotions and newsletters. The messages are
varied according to the profile of the target customers and personalized e-mails are
developed by using different blokes of text, features and promotions so that the e-mail
delivers relevant content and offers (e.g. adventure holidays or cultural city breaks in
European cities) to a particular type of person.

Infrastructure

Markets and accommodate the integration of a large number of businesses on the supply
side into the group. An additional advantage is that having developed the expertise the team
at lastminute.com is able to sell their knowledge to others thereby routing more trade and
information through the portal in a similar way t other major online operators.

Competition

This has become a highly competitive sector and both online players like expedia.com, and
laterooms.com, and long-established high-street brands, are competing with lastminute.com
for market share. In addition, supply and demand patterns can change quickly as external
events in the trading environment have an impact. lastminute.com has become a very well-
known and established online brand and has developed the technological know-how which
has allowed the company to create significant competitive advantage. Furthermore, it
provides its customers with a user-friendly interface, with many interactive and informative
features (e.g. virtual hotel tours) that enable the customer to preview a hotel prior to booking.
The company has used each of the key dimensions of e-strategy to create a very robust
business model, which continues to attract both customer and suppliers.

Questions
1. The online travel business is growing rapidly and as a result competition is
intensifying. Suggest how lastminute.com can maintain and develop its market share
in the future.

2. Discuss how lastminute.com positions itself against the competition? What is the
company’s online value proposition?
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