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RAN-1808060401060012
M.Com. (Marketing Mgt.) (Sem. I) Examination April - 2026

International Marketing : Paper III

Time: 0 Hours ] [ 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. X$qç‘„N ìep¿epres L$fp¡.
 2.  Ap„sffpô²u$e dpL$£q»V$N iy„ R>¡?
 3. dp“Lu$L$fZ ìep¿epres L$fp¡.
 4. Ap„sffpô²u$e qL$„ds r“^p®fZ ìe|lfQ“pdp„ qL$„ds r“^p®fZ“p¡ DØ¡i S>Zphp¡.
 5. Ap„sffpô²u$e dpL$£q»V$Ndp„ DÐ‘pv$“ ìe|lfQ“p qX$TpC“ L$fhp dpV$¡“p dp‘v$„Xp¡$ iy„ R>¡?

â. 2 (A) blºfpô²u$e L$„‘“uAp¡ iy„ R>¡? Ap blºfpô²u$e L$„‘“uAp¡ cpfsdp„ L$¡hu fus¡ âh¡i L$f¡ R>¡ s¡ rhNshpf  
kdÅhp¡.     (07)

 (b) Ap„sffpô²u$e hp¡f„Vu$ A“¡ V²$¡X$dp¼k® ‘f “p¢^ gMp¡.   (06)
A’hp

â. 2  Ap„sffpô²u$e DÐ‘pv$“ Apep¡S>“dp„ ep¡Áe dprlsu A¡L$rÓs L$fhp dpV$¡“p rhrh^ fõspAp¡ A“¡ ”p¡sp¡  
L$ep R>¡ s¡ rhNshpf kdÅhp¡.   (13)

â. 3  Ap„sffpô²u$e qL$„ds “½u$ L$fsu hMs¡ L$ep ‘qfbmp¡ Ýep“dp„ g¡hp Å¡CA¡ s¡“u rhNshpf QQp® L$fp¡. (13)
A’hp

â. 3 (A) V²p$Þkaf âpBqk„N ‘f “p¢^ gMp¡.   (07)

 (b) Ap„sffpô²u$e DÐ‘pv$“ f¡Mp ‘f “p¢^ gMp¡.   (06)

â. 4 (A) V|$„L$ “p¢^ gMp¡. (Lp¡$C‘Z b¡)   (08)
 1. N°¡ dpL$£V$
 2. Ap„sffpô²u$e cp¥rsL$ rhsfZ
 3. Ap„sqfL$ ä¡ÞQpCT]N

 (b) L$¡k õV$Xu$:     (06)
  Lp¡$Lp$-Lp¡$gp rhðcfdp„ kp¥’u h^y dpÞesp âpá b°pÞX¹$kdp„“u A¡L$ R>¡, S>¡ 200 ’u h^y v$¡ip¡dp„ lpS>f R>¡. 

Äepf¡ DÐ‘pv$“ (Lp¡$L$) dp¡Vp$cpN¡ âdprZs fl¡ R>¡, âdp¡i“ ìe|lfQ“p M|b S> õ’pr“L$ R>¡. Dvp$lfZ 
sfuL$¡, dÝe ‘|h®dp„, Lp¡$Lp$-Lp¡$gp“u Ål¡fpsp¡ fdTp“ v$frdep“ ‘qfhpf A“¡ A¡L$sp ‘f cpf d|L$¡ R>¡. 
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cpfsdp„, s¡Z¡ ""’„Xp$ dsgb Lp¡$Lp$-Lp¡$gp'' S>¡hp k|Óp¡“p¡ D‘ep¡N L$ep£ R>¡, S>¡ ‘uZp“¡ õ’pr“L$ cpjp 
A“¡ k„õL©$rs kp’¡ Å¡X$¡ R>¡.

  Lp¡$Lp$-Lp¡$gp“u ìe|lfQ“p õ’pr“L$ âdp¡i“g Ty„b¡i kp’¡ dS>b|s h¥rðL$ b°pÞX$ Ap¡mM“¡ Å¡X$¡ R>¡, S>¡ 
s¡“¡ rhðcf“p rhrh^ â¡nLp¡$ dpV$¡ k„b„r^s b“ph¡ R>¡.

  âñp¡ :
 1. Lp¡$Lp$-Lp¡$gp h¥rðL$ õsf¡ s¡“u b°pÞX$ kyk„Nssp L$¡hu fus¡ Åmhu fpM¡ R>¡?
 2. Lp¡$Lp$-Lp¡$gp ip dpV$¡ rhrh^ v$¡ip¡ dpV$¡ s¡“p âdp¡i“g Ty„b¡i“¡ A“yL|$rgs L$f¡ R>¡?
 3. Ap„sffpô²u$e bÅfp¡dp„ dS>b|s h¥rðL$ b°pÞX$ lp¡hp“p apevp$Ap¡“u QQp® L$fp¡.

ENGLISH VERSION

Q. 1  Answer in short.   (10)

 1. Define Dumping.

 2. What is International Marketing?

 3. Define Standardization

 4. State the objective of Pricing in international Pricing Strategy

 5. What are the criteria for designing product strategy in International Marketing?

Q. 2 (a) What is Multinational Companies? Explain in detail how these Multinational  

companies enter in India.   (07)

 (b) Write a note on: International warranties and trademarks. (06)

OR

Q. 2  Explain in detail, what are the different ways & sources for gathering appropriate 

information in International Product Planning?  (13)

Q. 3  Discuss in detail, what factors should be considered in setting International Pricing. (13)

OR

Q. 3 (a) Write a note on Transfer Pricing.   (07)

 (b) Write a note on International Product Line.   (06)

Q. 4 (a) Short note on: (Any 2).   (08)

 1. Gray Market.

 2. International Physical Distribution

 3. Internal Franchising

 (b) Case Study:    (06)

  Coca-Cola is one of the most recognized brands globally, present in over 200 countries. 

While the product (Coke) remains largely standardized, the promotion strategy 

is highly localized. For example, in the Middle East, Coca-Cola advertisements 

highlight family and togetherness during Ramadan. In India, it has used slogans like 

“Thanda Matlab Coca-Cola”, linking the drink to local language and culture. Coca-

Cola’s strategy combines a strong global brand identity with localized promotional 

campaigns, making it relatable to diverse audiences worldwide.

  Questions:

 1. How does Coca-Cola maintain its brand consistency globally?

 2. Why does Coca-Cola adapt its promotional campaigns for different countries?

 3. Discuss the advantages of having a strong global brand in international markets.


