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17MBAC28M/29M INTERNATIONAL MARKETING  

                                                                    Part A                                   10 x 1/2 = 5   
                                                     Choose the correct answer

1. Global marketing is an expansive, extensive, and complex concept of management. In the global marketplace, multinational companies are able to
a) export excess products neighbouring countries.
b) operate within a defined national or geographic boundary where the marketer is relatively free to plan, implement and control marketing plans.
c) explore markets which are outside the national boundaries of its domestic market which normally begin with direct or indirect exporting to neighbouring countries.
d) leverage their assets across political and cultural boundaries by maximising opportunities and exploit market similarities and differences in search of global competitiveness.

2.  The concept of economic globalization refers to:
a) the movement of people, information and goods across international borders.
b) automatic liberalization of the world economy from unnecessary bureaucracy and trade barriers.
c) access to more expensive capital flows, technology, imports and export markets.
d) creation of greater inequality in the distribution of income and economic prosperity.
	
3. The changing demographics of consumers globally present tremendous implications on the nature of opportunities for organizations. Which of the following is not true?
a) The need to develop and market products and services that cater to the changing needs of the ageing consumers.
b) Reduction in birth rates in many developed economies.
c) This can only be regarded as a major threat to the survival of today's organizations as it will bring significant costs to them.
d) Global marketers need to face up to the challenges of marketing to the growing markets in the developing nations.

4. Local community groups, road safety campaigning organizations and government agencies are necessarily ________________ a car manufacturer.
a) pressure groups on                                               b) regulators of
c) intermediaries for                                                  d) shareholders of

5. SLEPT is widely used by marketers in analyzing their marketing environment. It is an acronym for:
a) Systems, Leadership, Empowerment, People and Tactics
b) Strategy, Leadership, Environment, Planning and Tactics
c) Social, Legislation, Economic, Political and Technology
d) Socio, Legal, Economic, Political and Technology

6. A commercial company that explicitly takes into consideration the social consequences of its actions is most likely to be:
a) putting the needs of consumers before the company's need for profit.
b) acting philanthropically to their customers.
c) seeking to combine social benefits with business profitability.
d) acting like a public sector organization.

7. Price discrimination by a firm implies that it:
a) matches selling prices closely to production costs.
b) charges some groups more than others.   
c) minimizes its costs.                                                    d) publishes price lists.

8. A _________________strategy offers the flexibility which allows organizations to charge differential prices, according to market conditions, and may offer the best long term pricing solution.
a) corridor pricing                                                           b) standardization    
c) adaptation                                                                  d) polycentric

9. Transfer pricing is due to:
a) the operations of parallel or 'grey' marketers.            b) counter trading by countries.
c) a way for International marketers to avoid paying tax.
d) international marketers transferring goods and services in their organization between different countries.

10. In international services marketing, ____________ is the approach that aims to achieve uniformity in service delivery wherever it is consumed; whereas ___________ aims to develop ad deliver services as a tailor-made solution to the customer.
a) reactive; proactive                                                      b) proactive; reactive               
c) standardization; customization                                   d) customization; standardization


			                           Part B	                                       5 x 4 = 20			                                      Answer all questions
               Each answer should not exceed 200 words or one page

11.a. What are the major points to be covered in a price quotation?                                
(Or)
11.b. What are the factors that prompt international business concerns to  invest in
          foreign countries?

12.a. Discuss the advantages and limitations of indirect exporting.
(Or)
12.b. Explain the concept of International Product Life Cycle (IPLC) with appropriate 
         examples..

13.a. Distinguish between different forms of Regional Economic Groupings .
(Or)
13.b. Why do you think a company should or should not market the same product in the 
         same way around the world? 

14.a. What strategies could in use to reduce the possible effects of political risk?
(Or)
14.b. Discuss the role of India's trade representatives abroad in export promotion.

15.a. Write a note on product adaptation vs. product standardization.
(Or)
15.b. How would you select and agent to represent you in a foreign country? 
			                       Part C                                                      5 x 7 = 35
                                            Answer all questions
             Each answer should not exceed 600 words or three pages
                                       Question No.20 Case is Compulsory

16. a) State the contents and explain the significance of the following documents:
      (i) Bill of Lading and   (ii) Commercial invoice                      
                                                                   (Or)
16.b)  Suggest a frame work for preparing a marketing plan for export of processed 
          food (Indian Cuisine) to the U.K. and the U.S.A.

17. a) Why is it more difficult to do marketing research in multicountry settings? 
          What is the role of desk research in conducting international marketing research?  
          What criteria would you use for evaluating sources of secondary data?
                                                                   (Or)
17. b) Carry out a brief analysis of recent trends in India's foreign trade.

18. a) "Operating in international markets is much more complex than marketing     
           domestically." Critically evaluate the statement with suitable examples.
                                                                   (Or)
      b) One of your friends is willing to export handicrafts from India. Explain to your    
          friends, export 

19. a) As a newly appointed export manager. You have received an export order for 
         export of basmati rice to Saudi Arabia. Write down the steps you will take for  
         executing the export order.               (Or)

19. b) Explain the concept of global marketing with the help of EPRG framework.

           20.Case: .
                    A Company from India exporting to ten countries has plotted these
                    countries or the following matrix.
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What specific strategies would you suggest to the company with regard to its direction of growth?
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