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DELHI SCHOOL OF BU,SINESS 
By Vivekananda Institute of Professional Studies - TC 

PGDM / PGDM (FINTECH) Program 
TRIMESTER - V (Batch: 2023-25) . 

END-TERM EXAMINATION, JANUARY 2025 

Cpurse Name Marketing .Research and Analytics Course Code 

Duration Three Hours Max. Marks 60 

Instructions: 

1. Read all questions carefully. 

2. Attempting all questions is compulsory. 

Read the following case and answer the question that follows: 
. . 

Fifteen years ago, shopkeepers in Mumbai used to laugh at Nob.el Hygiene's salesmen when 
they came to market adult diapers. "Will I wear an adult diaper under my lu~gi?" they would 
say wit~ a gulfaw. It took Nobel Hygiene's founder and managing director Kamal Kumar Johari 
six months to sell a 25th of a conta.iner of ~o,ooo·'Frien_ds' diapers, the fir~t Indian brand in this 

. . . 
segment. 

I' 

·sut Johari knew that there was a demand for his product. Aft.er failing to convince shops to 
sto~~ adult diapers, he published a 16x2-inch advertisement in Th~ ·Tim~~ of l~dia. That very 
day, he got a hundred calls from people across the country, from Chandigarh to Bengaluru. 
Working professionals wanted diapers for their grandparents, and doctors wanted to prescribe 
them to elderly patients._ He began selling a container a month; soon this doubled to two. 
Today, apart from selling regular disposable diapers for babies, Mumbai-based Nobel Hygiene 
sells 25 containers of adult diapers a month across India: 

Tl:le person behind it 
Johari, 55, is a first-generation entrepreneur who came to Mumbai fr9m Varpnasi in 1986 with 
a ·"suitcase and a' wedding ring". He ·was a science graduate from Banaras Hindu University who 
did his chartered accountancy in Mumbal But Johari had one ambition: "Growing up, I always 
wanted to do business," he says. And for 10 years, while he worked as a chartered accountant, 

,J,e .. k.~pt an eye out for the_ perfec! business:opportunity. He got a shot at it in 1997 and sta~ed 
a small business that offered product distribution services to companies such as Beiersdorf . . . 
(German personal care products giant that ma_nufactures skincare brand Nivea), Pepsi, and 
Samsonite. A couple of years later, he was approached by a disposable diaper company that 
wanted to distribute jis_Qroduc;(in MJlmbai. "I saw that all its ~mployees were leavii:1gas the 
b~;, a wealthy businessman, was more interested in making movies than selling diapers._ Some 
employees suggested that I s~arf my own diaper business·, and said that they knew th~ suppliers 
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and sellers, etc." Joh~ri jumped at the chance Eo diversify, }nd in 2000, he used his ~ersonal 

savings of Rs SO lakh to start Nobel Hygiene with two diaper brands, Teddyy (for babies) and 

Friends (for adults). He claims that Nobel Hygiene has been p'rofitable ever since. 

For nearly a decade, ~e imported diapers from Israel,. Taiwan, Thailand and China ,e.nd sold them 

under- his brands. He priced Teddyy at about four to five percent lower than that of his 

competitor and then market leader~ Hug.gies. (Today both brands are similarly priced at roughly 

Rs· 500. for 48 small baby diapers on online marketplaces.) Hy 2009, Johari decided to start 

manufacturing diapers to enforce high quality standards instead of relying on suppliers. 

Besides, by thenL~~any !tader could go to Alibaba.com and start importin__g from China11
• That's 

when-··h;-set up a manufacturing plant in Nashik, Maharashtra, and bought two $5 million 

Italian machines. 
Why it is a gem 

--
f 

.. 

In 2010, after Nobel Hygiene started manufacturing its own diapers in the Brand name of 

7iFriends adult diapers", it began making Rs 20 crore in revenues. Today, with five Italian 

machines at its Nashik plant, the company's revenues stand at Rs 125 crore. It caugbt the 

attention of Access India Fund in 2011, which invested $11.5 million for an undisclosed stake. 

"As a fund, we like first-generation, professionally qualified entrepreneurs," says the private 
. . . .. 

equity player's founder a'nd managing partner, Sangeeta Modi. "He (Johari) staked his entire 

net ·worth ... and you know· he's really passionate." Johati claims to be a leader in the adult 

diaper segment with a SO percent market share, and the fourth largest seller of baby diapers 

after Pampe~s, MamyPoko and Huggies. "ln'itially,_ we used to see a 50:50 revenue __ split between. 

• • -1.tie baby antr adult diaper range, but now the baby diaper husin-ess is going ahead be.cause the 

market is, growing at 25 percent year-on-year," says Johari, adding that only six to seven 

percent of consumers in fndia use baby diapers arrd that "80-90 percent penetration will take· 

30 to 40 years". A report from Nielsen· pegged the Indian baby diaper market ·(a subset of the· 

total baby care market) at Rs ·1,200 crore ,n 2013, • growing at 29 percent per annum. rn 

February 2015, CLSA Capital Partners invested $10 ·million for "u.nder a third" of Access's stake 

in the company, according to -VCCircle. (Johari refused· to give details, but says he continues to 

hold a majority stake.) 

Why it was hidden 
One reason why Nobel Hygiene -i5 not well known is because the adult diaper business in India 

is still in a nascent stage. Johari estimates that in India, it is only worth Rs 300 crore. Modi adds 

to.at this segment is a niche market here but globally, it accounts for two-fifths of the diaper 

segment ($9 billion as of 2011). ft doesn't help that a majority of Indians are not comfortable 

talking about adult incontinence. In the b~by diaper sector, most of Johari's competitors like 

Huggies (by Texas-based Kimberly-Clark) and Pampers (marketed by Procter & Gamble) are 

well-known international brands with deep pocke.ts. "For international competitors, the Indian 

market is only 1-2 percent of their total revenue. They come with a loss budget of 7-8 years," 

claims Johari. 

Risks and challenges· 

The challenge Johari now faces is how to make Nobel Hygiene's brands of diapers as popular as 

those of his competitors. !_~)JUjiQElSS i~ s_~pjj~_k_int~n~ivt <!'1.9_ hig_~_~:,~~nical. "You can't buy a 

shoelace or have a cup of tea for Rs 10, but you sell a baby diaper which is made entirely from 



' 

DELHI SCHOOL OF BUSINESS 
By Vivekananda Institute of Professional Studies - TC 

imported (raw) materials, manufactured from a $5 million machine, for Rs 10," he says. There is 

also the possibility of more brands getting into the adult diaper space. That said, Nobel Hygiene 

is in a comfortable position:· A 10-pack of Friends sells online at Rs 400 or Rs 40 per pie~e, 

almost four times the price per P!ece of the baby diapers. And shopkeepers are no longer 

cracking jokes about the product. For now, Johari is laughing all the way to the bank. 

Task: The competition is giving the company a tough time and it wants to study the market and . 

consumers to find out how can it enhance its product to lead the market. For the same the 

company pays 1 crore rupees to Nielson to plan a market research strategy for the same 

Q.l. You are the Research Directo~ of the company. Plan a market research plan for the 

company with all the components done in the MRA sessions. (45 Marks) 

Q.2. The marketing team wants to optimally price adult diapers. There are multiple attributes 

for adult diapers as shown below: 

Attribute Number of Levels Description 

Brands 3 Dignity 

__ _. ... : .... - Frie,nds 
.. 

t ,. -liberty . 

Absorption. . 3. Low 
Medium 
High 

Pieces per box 2 10 
20 

Size 4 XS 
Small 
Large 
XL 

Price in USO 2 10 
15 
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&:Effect Summary 

Sour~e. Logworth ·' . i>Value 

4 
, ·: ·• -~,::, ' 0 ooon,r 

PJ~ces.per,Box 26.62 :, ,,:-1 i • \J\J 

d 

·P,ice in ~SD 22.498 ! J. ; 0.00000 

Af;>scrption . 21.301 : .' ; 0.00000 
,. . .... 

Brands . ; 0.00000 

$)•:~ ,. ~- ' • 9 5 60 ~1 t;t~f'® • • , 0 00000 
. ,JZe •~·, ,'. • • • ~~~---· __ -·- _____ ---------·-···-- ___ .J • 

Ren,ove Add Profile Effect Add Subi~ct Effect fl FDR 

) .......... "f'••-~·"·""'"'"'"'.. . • • ........... ----·· - ..... .., .... '. .... .... • •.• • ... .• • ................... -•- • • • •• •··· •••• •· •• ,, ... : .. ; 

&: P;arirmet-er Estimates : , i 
. . 

<. 

• •• • • • ••• y •• • • • • • 

·.·,fitimate:/-. ·,. -Std·Error~- . 
... • ... • ( -~ .. -!-.,_;Y,,,:"t. ~ .. y • 

8r~nds[Dignltyl,.'.- ~ • . 0.058982497 0.0768034947 

-~~:;ndstfii~Q~-~r· ·-.. , . ~ -0.611069049 0.113388391s 

r?,bikrlitiPdtlo~l:t.:.:. \ -0.594438206 • 0.0861798106 

~}lt1t9r.~t~~-tifM.~,i,~~J' -0.200697 369 OJ>810658767 

:~~-lt~[~ij!:~f~J"T:~i:,?~){',t?.\ -0.688060139 0.1434975025 

su:~tsm:~,n:: :1Jtt-f ::-. -o., a56641 s1 0.0885338478 

• sii;txd::~~ ~::( ·:tt~--::·.;: :: • 0.293497 425. o.22a92soaa1 

'Pi~~~::t:ei.B6x[10J_;~-~. 0.555486461 0.0633586703 
. - .... 1. /I?, . ,. - . ... .-
@.~9;Jn~.!J~J~ftQJ ~-- \;: :- 0.543840302 o.0641349003 

Marketing team of a company selling adult diapers , 1nder three brands (Dir,nitv, Friends, 

Liberty; decided to eonduct choice experiments and collect the preferences from prospective 

customers. Using the Conjoint Analysis JMP output above answer the following questions. 

~) Ascertain the highest and lowest part-worths .tor each oft.he attributes. Which attribute is 

perceived of high value by customers? 

'(_/~-) What is the relative importance of each attribute? 

~) Write the inferences and managerial implications from the output provided. 

(5*3:15 Marks) 
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