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 IBO-02  

POST GRADUATE DIPLOMA IN 

INTERNATIONAL BUSINESS 

OPERATIONS/MASTER OF COMMERCE 

Term-End Examination 

February, 2021  

 

IBO-02 : INTERNATIONAL MARKETING 

MANAGEMENT  

Time : 3 hours Maximum Marks : 100 

                                                               (Weightage : 70%) 

Note :  Attempt both parts A and B. 

 

PART A 

1. Write short notes on any two of the following : 5+5 

(a) Components of International Business 

Environment  

(b) International Market Targeting Strategies 

(c) Transfer Pricing  

(d) International Promotion Mix  

No. of Printed Pages : 8 



IBO-02 2 

2. Distinguish between any two of the following : 5+5 

(a) International marketing and Multinational 

marketing 

(b) Product standardization and Product 

adaptation in international marketing 

(c) Domestic agents and Domestic merchants  

(d) Telemarketing and E-business 
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PART B 

Attempt any four of the following questions : 

3. Explain the EPRG orientation in international 

marketing. Discuss the characteristics of the 

firm to suit adoption of each of these orientation 

situations.  8+12 

4. An Indian company decided to enter 

international markets. It proposes to produce 

the product in the foreign country and market it 

there. But the company is not interested in 

establishing its own manufacturing facilities in 

the foreign country. Suggest the foreign market 

entry modes suitable in this regard and explain 

them.  20 

5. Evaluate the advantages and disadvantages of 

various international branding strategies.  20 

6. ‘‘International sales promotion includes 

consumer promotion aimed at consumers, trade 

promotion aimed at distributors and salesforce 

promotion aimed at the company’s own 

salesforce.’’ In the light of this statement, 

discuss various international sales promotion 

tools.  20 
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7. What is primary data in international marketing 

research ? Discuss various methods of collecting 

primary data.  4+16 

8. (a) Discuss the impact of developments in 

Information    Technology    (IT)    on 

international marketing.  

(b) Briefly explain different approaches to 

budgeting for international advertising.  10+10 

9. (a) Why is international marketing of services 

more challenging than products ? Discuss 

these challenges.  

(b) Discuss marketing mix of services used in 

international marketing of services.  10+10 
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 AmB©.~r.Amo.-02  

A§Vam©îQ´>r` ì`dgm` àMmbZ _| ñZmVH$moÎma  
{S>ßbmo_m/dm{UÁ` _| ñZmVH$moÎma Cnm{Y 

gÌm§V narjm 

\$adar, 2021 

 

AmB©.~r.Amo.-02 : A§Vam©îQ´>r` {dnUZ à~§YZ 

g_` : 3 KÊQ>o  A{YH$V_ A§H$ : 100 

  (Hw$b H$m : 70%) 

 ZmoQ> : IÊS> A VWm ~ XmoZm| H$s{OE &  

IÊS A$ 

1. {ZåZ{b{IV _| go {H$Ýht Xmo  na g§{jßV {Q>ßn{U`m±  

{b{IE : 5+5 

(H$) A§Vam©ï´>r` ì`dgm` n[adoe Ho$ {d{^Þ KQ>H$  

(I) A§Vam©ï´>r` ~mµOma àdoe H$s {d{^Þ aUZr{V`m±  

(J) hñVm§VaU _yë`-{ZYm©aU  

(K) A§Vam©ï´>r` g§dY©Z {_lU  
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2. {ZåZ{b{IV _| go {H$Ýht Xmo  _| A§Va ~VmBE : 5+5 

(H$) A§Vam©ï´>r` {dnUZ Am¡a ~hþamï´>r` {dnUZ  

(I) A§Vam©ï´>r` {dnUZ _| CËnmX _mZH$sH$aU Am¡a CËnmX 
AZwHy$bZ  

(J) Kaoby à{V{Z{Y Am¡a Kaoby ì`mnmar   

(K) Q>obr_mH}$qQ>J Am¡a B©-ì`mnma  

 

 



IBO-02  7   P.T.O. 

IÊS> ~  

{ZåZ{b{IV _| go {H$Ýht Mma àíZm| Ho$ CÎma Xr{OE : 

3. A§Vam©ï´>r` {dnUZ _| B©.nr.Ama.Or. pñW{V-{ZYm©aU H$s 

ì`m»`m H$s{OE & Cg g§ñWm (\$_©) H$s {deofVmE± ñnï> 

H$s{OE {OgHo$ {bE BZ_| go àË`oH$ pñW{V-{ZYm©aU 

n[apñW{V Cn`wº$ hmo &  8+12 

4. EH$ ^maVr` H§$nZr A§Vam©ï´>r` ~mµOma _| àdoe H$aZo H$m 

{ZU©` H$aVr h¡ & `h H§$nZr {dXoe _| {H$gr CËnmX H$m 

CËnmXZ H$a dht CgH$m {dnUZ H$aZm MmhVr h¡ & naÝVw 

`h H§$nZr Cg Xoe _| AnZr ñd`§ H$s CËnmXZ gw{dYmE± 

ñWm{nV Zht H$aZm MmhVr & Bg pñW{V _| Cn ẁº$ {dXoer 

~mµOma àdoe {d{Y`m± gwPmBE VWm CZH$s ì`m»`m H$s{OE & 20 

5. {d{^Þ A§Vam©ï´>r` ~«m§qS>J aUZr{V`m| Ho$ bm^ Am¡a hm{Z`m| 

H$m _yë`m§H$Z H$s{OE &  20 

6. ‘‘A§Vam©ï´>r` {dH«$` àmoËgmhZ (g§dY©Z) _| Cn^moº$mAm| na 

AmYm[aV Cn^moº$m àmoËgmhZ, {dVaH$m| na AmYm[aV ì`mnma 

àmoËgmhZ Am¡a H§$nZr Ho$ ñd`§ Ho$ {dH«o$Vm-~b na AmYm[aV  

{dH«o$Vm-~b àmoËgmhZ gpå_{bV h¢ &’’ Bg H$WZ Ho$ g§X ©̂ _| 

{d{^Þ A§Vam©ï>́r` {dH«$` àmoËgmhZ CnH$aUm| H$s MMm© 

H$s{OE & 20 
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7. A§Vam©ï´>r` {dnUZ AZwg§YmZ _| àmW{_H$ S>oQ>m Š`m h¡ ? 

àmW{_H$ S>oQ>m EH$Ì H$aZo H$s {d{^Þ {d{Y`m| H$s MMm© 

H$s{OE &  4+16 

8. (H$) gyMZm àm¡Úmo{JH$s Ho$ {dH$mg Ho$ A§Vam©ï´>r` {dnUZ na 

à^md H$s MMm© H$s{OE & 

(I) A§Vam©ï´>r` {dkmnZ Ho$ ~µOQ>-{Z_m©U Ho$ {bE {d{^Þ 

Ñ{ï>H$moUm| (CnmJ_m|) H$s g§jon _| ì`m»`m H$s{OE & 10+10 

9. (H$) CËnmXm| H$s Anojm godmAm| H$m A§Vam©ï>́r` {dnUZ Š`m| 

A{YH$ MwZm¡VrnyU© h¡ ? BZ MwZm¡{V`m| H$s MMm©  

H$s{OE &  

(I) godmAm| Ho$ A§Vam©ï´>r` {dnUZ _| à ẁº$ godmAm| Ho$ 

{dnUZ {_lU H$s MMm© H$s{OE &   10+10 

 

 


