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, ‘(For candidates admitted fsom 2016-2021 batch)
B.Com. DEGREE EXAMINATION, NOVEMBER 2023.
Part III — Commerce - Major Basevd Elective
INTERNATIONAL MARKETING
T1me Three hours ' Maximum : 75 marks

PARTA;— (10x2= 20) -

‘Answer ALL the questions.

1 o_@fpm_(H Lo,r_ngnm sreuGge E-;Emguu@gg@ja@
QL Cu o drer q(?g@]m @m;m@ Ga.@jurr@asemm
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- Give any two differences bet_ween domestic and,

international marketing.

2. E &pb'mguu®§§1§mcu ey,

Define e-marketing.

3. ‘&pmgsuu(b\g@gm QrmLEHEsTar prem

Ggsmmasmmu SR CLI
~ List any four needs for Marketmg Research
4: _@gné;@ SOTEFT] &‘-'I'569')§L'_ILJ®§§G'D GTG%TJD[TGU.GTG%TGOT?

What is cross-cultural marketing?

10.

sreuGge sg',smg,u e e d@g@]ﬁ) @u&fo‘rmL Fo &, .

» State any two advantages of 1nternat1ona1 market

segmentatlon
dae fiiarusder Coréstisdr earar?
What are the objectives of pricing?

G,lblﬂor @g’;@S’L@I_GUT QGLIQJGQJQ[ Qaualipr @ 2 Husd
o sflamars F(ms. :

Give the different forelgn manufacturing .
strategles with d1rect mvestment

eflpuenar Guobum e UL,

Define Sales promotion,
dfGuns fireurssams LTHssb smaflsmer sms.

Give the factors that influence distribution
management.

shepsULIBSS GlgrrL_r'rL;asaﬂ&r Cpréshisdr eremer?

What = are = the objectives of marketing

. communication?
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 PARTB— (5% 5= 25)

Answer ALL questions, choosing either (a) or (b).

11, (@)
()
12. (<31)
()

siaGss sp@sILASEAD o der saT@Saman

ULl igwellBis.

List out the challenges in Internatmnal
Marketing.

Or
QeucuGaupy acu;,mguu@ggw Gp@® Gﬁ\ma;@as .

Explam ‘ ~the ‘ d1fferent mark_etmg
environment. :
WPlg0]s@aT mgprsj@w B mgp@m B
gpeGeorumusams &@mm@mgﬂ)@

Aipgemandéa ﬁI_L_L&I_.a) Qammu®§3§m m;pguu)
Coerawenn Ggsmu a&]eurﬂ ‘

‘Building out a B to B strategy that dehvers
planning,

results requires- thoughtful
execution and management” Discuss.

Or

siaCss mmﬂ&gﬁm’ sONEFTySSen
psEWSSIauD Lo;pgmw Lkiens eNerd@s.

Explam the 1mportance and role of culture in
International business.
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13.

14,

15..

(<=1)

sumflin Gm;p@a;nm@gm ‘ m@@m

- mubssew Capupsgs.

Differentiate

product adoption - and
- standard1zat1on '

Or
s;rmgjmﬁ ofleva agﬁa;emw LHT@&@L?) ‘

SWUGMﬂ&:mm UGLumiey O&us.

Analyze the factors affecting the export price
strateg1es

EhSLILIHSHD ga;sua) é«mwﬂ@e&r

Giduggasos gns. '

" Give the 1mportance of Marketing

Information system ' o
Or

Gpry.  psd®  aempred  eramars

()

, X DiGeir
QJGD&SBS&)GTT‘Q; &(HS. .

- What is Direct Investment? Give its ts'fpe's.

CRM Be Cgeneuanwiub angjm

: @S@Meﬁawmﬁww B®S.

Give the need and 1mportance of CRM | ,
Or
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16.

17.

“18.

19.

(<=}) Gf;b@jmﬁ Qaieugpaenr
SA@Gwpopsmars upHl alleuf.

Discuss thé _different approaches. to export
channel. ' C
PART C — (3 x 10 = 30)
" Answer any THREE questions. }
&r’re{lcg& &‘ﬁmguu(&gge&c&r Crrsssmss GHLIADS.
Give fhe scope of Internatidnal marketing.

@&ﬁ@mﬁr‘r @.lrrréu@fn BL$esenul

" smyenflsafiar MU0 s.

Summaries the factors influencing consumer

buying behavior.

siauCss spangliLiGdsed swmauidar smpsmars
QgeflejuOsSIS. .

¢ .

mix. ¢

Enumerate the elements Internéti_onal marketing

SperGeurt BpearsgLer Cpry Qs asrfrmmmrra;-

Cory ghgnduie petGanmer Qp@radu 2 pama
Aflyubss @b’ aetuems edarsEs. -
“In direct exporting due to direct contact with
consumers the firm Can establish a close

_ relationship with the consumers” Explain.
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20.

“LBISET @asr'r@mrr@é;@ ‘ G]urf@i_assir T

dfIGurs Cemeusaner aupmhis 2 gaydpg” - efleu.

- “Distribution chaﬂnel facilitates the delivery of

products or services to consumers" Discuss.
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