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POST GRADUATE DIPLOMA IN

INTERNATIONAL BUSINESS OPERATIONS/

MASTER OF COMMERCE
Term-End Examination,
December 2019

IBO-02: INTERNATIONAL MARKETING

MANAGEMENT

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) Strategic concept of marketing.
b) Relationship between international market
segmentation, targeting and positioning.
¢) Transfer pricing
d) Social, ethical and environmental issues in
international marketing.
2. Distinguish between any two of the following. 5+5
a) Foreign environment and global environment.
b) Franchising and joint venture modes of international
market entry.
¢) Standardisation and Adaptation in international
advertising.
d) International marketing research and market
research.
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Part - B

Attempt any four of the following questions.

3.

You are the marketing head of an Indian tea company,
which is operating in the domestic market only. Prepare
a report for the top management of the company
explaining the need for the company to enter the
international markets. 20

Discuss with examples the pricing methods and practices
in International Marketing. 20

Explain the special considerations to be kept in mind in
international branding and packaging. 10+10

a) Differentiate between domestic agent and domestic
merchant. 5

b) Discuss various factors affecting the choice of
international channels of distribution. 15

"Compared with products, international marketing of
services posses distinctive challenges to marketers".
Comment why it is so, and discuss the marketing

challenges, 10+10

Describe the structure of an international marketing
research report and explain its elements in brief. 20

a) Explain the steps of personal selling process. 10

b) Briefly discuss the key issues in international
marketing communication. 10
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