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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
(a) Marketing mix
(b) Essentials of international market
segmentation
()  Guideline for a good international marketing
research report

(d) Factors affecting pricing decisions in
international marketing

2. Distinguish between any two of the following : 5+5
(a) International marketing and multinational
marketing

(b) Direct exporting and indirect exporting
(c) Tele-marketing and E-business
(d) Adaptation and standardisation in

international advertising
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PART - B
Attempt any four of the following questions :

What is international market environment ?
Explain any four components of international
market environment.

An Indian automobile company decided to enter
international markets. The company is ready to
invest in marketing arrangements abroad, but not
in production facilities. Suggest any two suitable
modes of market entry, and explain their merits
and limitations.

“Compared with products, marketing of services
poses distinctive challenges to international
marketers.” Explain why is it so, and enumerate

4+16

10+10

such marketing challenges. 10+10

(a) Briefly explain the international product

development process. 10+10

(b) What are the risks involved in the new
product development for international
markets ?

Discuss the key issues in international marketing
communication.

You are the marketing head in a consumer durable
goods company, which has international
operations. It is planning to launch a new brand
of washing machines. Suggest appropriate sales
promotion tools for consumer promotion as well
as business promotion.
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9. (a) Discuss alternative methods of transfer
pricing. 10+10

(b) “While framing international marketing
plan, one must decide whether to follow a
standardized marketing approach or
multi-domestic approach or a blend of these
two approaches.” Explain.
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9. (a) oA uRY EwIGRw % Jenfeysn fafur %19
W' 10+10
(b) ‘‘HARET faevm Ao TR wwg gg foly
T YT ¢ o 7 faavm fafy 1 s
F T HA Ig-WRNg UG A &
R 57 21 = wfmgor! s i
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1. frafafes § | fed & w i feoforl fafaw ;. 5+5
(a) fauom fag
(b) SIAIE IR faufsestor s sreawasa
) TH =8t Faueta fauum iy R faem &
fere fen-fada
(d) iR fauom & goa frufo 6 ywifad @
I FRH

2. Trefafea ¥ @ fed &t § o saRT : 5+5
(a) i fauum R sguy faumm
(b) v i IR sty fafa
(c) <EHHfET 3R I-=mR
(d) Siaiy fagrm ¥ e SR AMSw
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QUE - o
fr=fafga ¥ 9 fa=l = v & s fafeu

A foqom vafere 1 =0 a1 8?7 o Tl

e T w5 o FART | 4+16

T 9URAE SEfad a8 S e ae o
T HE A Fofa et B 1 e fadw § fawom &
fer fraen e et ® wieg Seaeq © e 78 &
HrEdt | SR H g S w1 < StEa ugfaet fafan
qYT FTH T q Hrel F o gu Fihew | 10+10

* iy fesranatl & forg Searel w1 e Janew =
fagum e sifus Al ®17 S9E wR0 T
FITST qo1 g7 A 1 ey 10+10

(a) AUt SR fawm vfwan w1 wfaw aoi=
ﬁﬁ-ﬂzl 10+10
(b) FAREE TR & fau ¥ 3R fawfaa w0
T T Sifem 27

SaU g fauoH Hen et & yqE favdi s fad=a 20
FIT |

I IS FT IR FA aleft fret F0t & 20
arg foque wy@ 1w g § ¥ oeie @@
1 S0 IARAT =Tl & | ST FeHTed a1 SHIa™
e & forg fasn! agm =1 sug fafiml fafaw)
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