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RAN-1808060401060012
M.Com. (Marketing Mgt)  (Sem. - I) Examination November - 2025

International Marketing  (Paper - III)

 [ Total Marks: 50

k|Q“p : / Instructions

(1) D‘fp¡¼s v$ip®h¡g rhNsp¡ DÑfhlu ‘f Ahíe gMhu.

 Fill up strictly the above details on your answer book.

Seat No.:

Student’s Signature

â.1.  V|$„L$dp„ DÑf Ap‘p¡.    (10)
 1. V²p$Þkaf âpBtkN iy„ R>¡?
 2. blºfpô²u$e r“Nd Üpfp sd¡ iy„ kdÅ¡ R>p¡?
 3.  guqT„N ìep¿epres L$fp¡.
 4. ‘¡vp$i A¡V$g¡ iy„?
 5. âp¡X$¼V$ gpC“ iy„ R>¡? Dvp$lfZp¡ Ap‘p¡.

â.2.  rhrh^ L$„‘“uAp¡ A’hp k„NW$“p¡ s¡d“u L$„‘“uAp¡“u kamsp dpV$¡ rhrh^ Ap„sffpô²u$e DÐ‘pv$“  (13) 
f¡Mp L$¡hu fus¡ A‘“ph¡ R>¡ s¡ rhNshpf kdÅhp¡.

     A’hp
â.2.  Ap„sffpô²u$e dpL$£qV„$N iy„ R>¡? L$„‘“uAp¡ Ap„sffpô²u$e dpL$£qV„$N sfa L$¡d Åe R>¡ s¡“p Lp$fZp¡“u  (13) 

QQp® L$fp¡.

â.3.  Q¡“g d¡“¡S>d¡ÞV$ ‘k„v$Nu âq¾$ep rhNshpf kdÅhp¡.  (13)
     A’hp
â.3.  ‘¡L$¡tS>N iy„ R>¡? Ap„sffpô²u$e dpL$£qV„$Ndp„ ‘¡L$¡tS>N“u c|rdLp$ ‘f rhNshpf “p¢^ gMp¡.  (13)

â.4 (A) V|$„L$ “p¢^ gMp¡. (Lp¡$C‘Z b¡)   (08)
 1. Ap„sffpô²u$e cp¥rsL$ rhsfZ
 2. h¥rðL$ b°pÞX$
 3. b°pÞX$ “pd A“¡ V²$¡X$dp¼k®

 (b) L$¡k õV$Xu$:     (06)
   rhð“u kp¥’u dp¡Vu$ Lp¡$aulpDk Q¡B“, õVp$fb¼k¡ 80 ’u h^y v$¡ip¡dp„ kamsp‘|h®L$ s¡“u b°pÞX$ 

õ’pr‘s L$fu R>¡. Äepf¡ L$„‘“u ey“pBV$¡X$ õV$¡V¹$kdp„ M|b S> kam R>¡, Ðepf¡ s¡“p Ap„sffpô²u$e rhõsfZdp„ 
A“Þe ‘X$Lp$fp¡ Dcp ’ep. Dvp$lfZ sfuL$¡, Äepf¡ õVp$fb¼k¡ Qu“u bÅfdp„ âh¡i L$ep£, Ðepf¡ s¡“¡ 
kp„õL©$rsL$ saphsp¡“p¡ kpd“p¡ L$fhp¡ ‘X$ep¡ Lp$fZ L$¡ Qp ‘f„‘fpNs fus¡ ‘k„v$Nu“y„ ‘uÏ„ lsy„. Ap“¡ v|$f 
L$fhp dpV$¡, õVp$fb¼k¡ N°u“ Vu$ g¡V¹$k A“¡ õ’pr“L$ MpÛ hõsyAp¡ S>¡hp ‘uZp„ fS>| L$fu“¡ s¡“p d¡“y“¡ 
A“yL|$rgs L$ey¯. s¡Ap¡A¡ Qu“u N°plLp¡$“¡ ApL$j®hp dpV$¡ ‘ròdu Lp$a¡ i¥gu A“¡ õ’pr“L$ kp„õL©$rsL$ kp¦v$e® 
ip”“p rdîZ kp’¡ õVp¡$k® ‘Z qX$TpB“ L$ep®.
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   s¡“p’u rh‘fus, õVp$fb¼k Ap¡õV²$¡rgepdp„ k„Oj® L$fu füp¡ lsp¡, Äep„ s¡ õ’pr“L$ Lp¡$au k„õL©$rs“¡ 
kdS>hpdp„ r“óam Nep¡. Ap¡õV²$¡rge“p¡ dS>b|s Lp¡$au õhpv$hpmp õhs„Ó Lp$a¡ ‘k„v$ L$fsp lsp, Äepf¡ 
õVp$fb¼k âurded cph¡ âdprZs d¡“y Ap¡af L$fsp¡ lsp¡. ‘qfZpd¡, õVp$fb¼k¡ Ap¡õV²$¡rgepdp„ OZp 
õVp¡$k® b„^ L$fhp ‘X$ep. Ap bsph¡ R>¡ L$¡ h¥rðL$ dpL$£qV„$N kamsp L$¡hu fus¡ õ’pr“L$ k„õL©$rsAp¡ A“¡ 
‘k„v$NuAp¡“¡ A“yê$‘ DÐ‘pv$“p¡, qL„$dsp¡ A“¡ âdp¡i“g ìe|lfQ“pAp¡“¡ A“yê$‘ b“phhp ‘f Ap^pf 
fpM¡ R>¡, Äepf¡ kss h¥rðL$ b°pÞX$ Ap¡mM Åmhu fpM¡ R>¡.

  âñp¡ :
 1. Ap¡õV²$¡rgepdp„ õVp$fb¼k L$¡d r“óam Ney„? s¡“¡ Ap„sffpô²u$e dpL$£qV„$Ndp„ dp“Lu$L$fZ rhfyÙ  

A“yL|$g““u rhcph“p kp’¡ k„b„r^s L$fp¡.
 2. A¡L$ Ap„sffpô²u$e dpL$£qV„$N d¡“¡S>f sfuL$¡, “hp v$¡idp„ âh¡isp ‘l¡gp sd¡ õVp$fb¼k dpV$¡ L$ep  

‘Ngp„ k|Qhip¡?

ENGLISH VERSION

Q.1.  Answer in short.   (10)
 1. What is Transfer Pricing?
 2. What do you understand by Multinational Corporation?
 3. Define Leasing.
 4. What is Product?
 5.  What is Product line? Give examples.

Q.2.  Explain in detail, how different companies or organizations adopt different  (13) 
International Product Line for the success of their companies.

     OR
Q.2.  What is International Marketing? Discuss the reasons for companies going for  (13) 

International Marketing.

Q.3.  Explain in detail the channel Management Selection Process. (13)
     OR
Q.3.  What is Packaging? Write a detailed note on role of Packaging in International  (13) 

marketing.

Q4. (a) Short note on: (Any 2).   (08)
 1. International Physical Distribution.
 2. Global brand.
 3. Brand Names & Trademarks.

 (b) Case Study:    (06)
   Starbucks, the world’s largest coffeehouse chain, has successfully established 

its brand in over 80 countries. While the company is highly successful in the United 
States, its international expansion posed unique challenges. For instance, when 
Starbucks entered the Chinese market, it faced cultural differences because tea was 
traditionally the preferred beverage. To overcome this, Starbucks adapted its menu 
by Introducing beverages such as green tea lattes and localized food items. They also 
designed stores with a blend of Western café style and local cultural aesthetics to 
appeal to Chinese consumers.

   In contrast, Starbucks struggled in Australia, where it failed to understand 
the local coffee culture. Australians preferred independent cafés with strong coffee 
flavors, while Starbucks offered a standardized menu at premium prices. As a 
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result, Starbucks had to shut down many stores in Australia. This shows how global 
marketing success depends on adapting products, pricing, and promotional strategies 
to suit local cultures and preferences while maintaining a consistent global brand 
identity.

  Questions:
 1. Why did Starbucks fail in Australia? Relate it to the concept of standardization vs. 

adaptation in international marketing.
 2. As an international marketing manager, what measures would you suggest for  

Starbucks before entering a new country?


