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Time : 3 hours 	 Maximum Marks : 100 

Weightage : 70% 

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

PART-A 

	

1. 	Write short notes on any two of the following : 5+5 
(a) Functions and importance of packaging in 

international marketing. 
(b) Pricing issues in counter trade 
(c) Piggybacking 
(d) Designing a questionnaire 

	

2. 	Distinguish between any two of the following : 5+5 
(a) Merger and Acquisition 
(b) Ethnocentric orientation and polycentric 

orientation 
(c) 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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