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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) Strategic concept of marketing. 

b) Relationship between international market 
segmentation, targeting and positioning. 

c) 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. 

c) 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 

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

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

6. a) Differentiate between domestic agent and domestic 
merchant. 	 5 

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

7. "Compared with products, international marketing of 
services posses distinctive challenges to marketers". 
Comment why it is so, and discuss the marketing 
challenges. 	 10+10 

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

9. a) Explain the steps of personal selling process. 	10 

b) Briefly discuss the key issues in international 
marketing communication. 	 10 
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1. 	 A 	 e. 	ulqi iffNM 	5+5 

a) fdtfuR 	T-111:11 (strategic) -ichcA-1-il 	

b) 3iTkitt4 sikriR 	 cbv.11 (targeting) . 2.TT 

"Plid-*-TuT (positioning) A 14-4t4 

c) PtTitur 

d) 3T 	hT -Ntrum 	 -ff2IT 4qfatu fl  

2. 	-II-1(1(.1d A .4 	t A 3 -d-t ar-$71 	 5+5 

a) fa f1 clIclIcRuf r ii RRaceii 	amiakur 

b) 3T 	elisrilt -5E4R t't %-curs;iir (Hdifirwt) r rr T .Rs4-9.  
3451,1-1 ().V.) Raza 

c) akftzr fa iLI A 1-11-1 obk I (Standardisation) .ff2TT 

31ft-ffq (Adaptation) 

d) 3T 	T faqurg Yi)-T 	cuAlt 
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-0-irof6i a .z4 	wrt1 Sri fffrwi 
3. a1-Fr 	wr-{dta =114 	fativrq 3TaR-T t 	'zitt 

qi ,ARII i Si -cil(1.1 	ti *ft 	 3i-d-411-4 cimit A 3rfa- 

	

eempqr 	 1, 
ft4)-J A-4R *=i-F7- 1 	 20 

4. 31 	a fatru-R -sraiff-d 	r Wrcrr 	rarer 
3q1rFu-6 	fa-4-4-4 ' :11F771 	 20 

5. 3i—dTit4 WW1 ci211 	r;1' I 	F'V 14 fw-4 fa 	it 

(considerations) oh) 'i. ,711-4 '4 TUT t13--dT t? oqRs>A11 

10+10 

6. a) TA--1, 	EkEILI-Ift (merchant) -4 3-tffT 	I 	5 

b) fa-d--k-17 	aidiftzt 1:111441 (channels) 	*Ili (choice) 

	

ViT1i4d -T4 	fatu- 	 1 15 

7. .11 311' 	*-dTitzT f4ErT1-4 141-1 	chx-11311  
	fa-ftra 	fr-d=t ti" fd-L-41fil W-A7 	a--dr-  Rh -4m 

-ff;E4 t, 311r fa4uR 	fa-4a4 - rr--A- 1 	10+10 

8. 3 	a fatpiri 31 	T f(-4-1-J 
Tfi* fellaT-41 1O k9.,-1r 	 20 

9. a) oqrch1 4 1(i 	 fa-  N-q Tultrr-d1 (steps) 
r'11-A- I 	 10 

b) 3-1-drit1 facruR 44t114 Pircl Hcf 	a1r T44414 fa -4-a-4 
rr--A71 	 10 
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