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Note : Attempt Both Part-A and Part-B.

PART-A
1.  Write short notes on any two of the following :  5+5
(@) Functions and importance of packaging in
international marketing.
(b) Pricing issues in counter trade
(c) Piggybacking
(d) Designing a questionnaire
23 Distinguish between any two of the following :  5+5
(a) Merger and Acquisition
(b) Ethnocentric orientation and polycentric
orientation
() Random sampling and systematic sampling
(d) Skimming pricing and penetration pricing

PART-B
Attempt any four of the following questions :

3.  What are the different strategic alternatives for
entering a foreign market available to an
international marketer ? Explain, and state the
relative advantages and disadvantages of each of
these entry modes. 10+10
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4.  What are the factors that need t be considered
before taking a decision whether to go in for direct
exports or indirect exports ? Also state the
advantages and disadvantages of direct and
indirect exports. 10+10

5.  Explain the concepts of consumer promotion,
trade promotion and business promotion. Also
discuss the main tools used for consumer
promotion. 6+14

6. What do you mean by International market 20
segment ? Discuss the various criteria used for
segmenting overseas markets.

7.  “Selection of target markets is the first stage in 20
international marketing”. In the light of this
statement explain the critical factors that influence
international market selection.

8. (a) Explain the difference between
international marketing and domestic

marketing.
(b) State the reasons for a business firm to go
international. 10+10

9. (a) What does branding mean ? Explain the
basic decisions involved in branding.
(b) State the prospects for promoting Indian
brands abroad. 10+10
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1. fr=fafed 9 9 &= @t @ dfara fewforn 5+5
fafay :
(a) SR faqum § Jenfsim o e a0 7o
(b) FfdTeE ™ (counter trade) | HqT et &
TR |
(c) forratfeh (Piggy backing)
IR SIESIRESIES T
2. TrAfafga o 9 fe=di @ O ofaw aarse - 5+5
(a) Torerem qen srftney
(b) Frfakfed afufa=amd (Ethnocentric
orientation) AT dge fad srfufa=arg
(polycentric orientation) |
(c) dgfos gfd=@9  (random sampling) dT
afeed gfaead (systematic sampling) |
(d) S HeH A fufo (Skimming pricing)
GRIRCG e frefo (penetration pricing) |
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T Aadeed foqumendi o fore font faeeft smom &
T A & 1 fafs wecaqul foasmed € 2 =men
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g foia A & foru fo frama gooet &9 9 =91 sty
w9 H foh1 ST 3179 foh ohian] W famm i 2 @y
B gouet 9o Agget frafa & oy 9 gt o1 ot
I FHITST | 10+10

IYAHT Hoeq, SR Hadq U Heagy gaua
TehouTel ot SARESAT ShifolT | SUNIHT Gaeq & fau

IYANT 1 ST a1t oyt fafira) o off Seog ifsa |
6+14
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INIRI & @ershil & fau 3y foe fafys ameel
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(a) SR fauurE qen e faqum & o &t
AT HIT |

(b) e AFHIE FH & sTauieera faqom & yaw
% FHROT T ool HiTeTT | 10+10
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9. (a) o fauRor @ o ard €2 wie fruko A

frfed seamrya ol =6t = #ifeT |
(b) NG Siel st faQer § gorda ot Frurersti
%1 IeeTE HIfT | 10+10
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