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N.B.:(1) Question No. 1 is compulsory.
(2) Attempt any four questions from the remaining.
(2) Figures to the right indicate full marks.

1. Explain in brief any four of the following :— 20
(a) IFC
{(b) Licensing
(c) TRIMs

(d) Letter of Credit
(e) Certificate of Origin
(f) Foreign Trade Policy

2. (a) Explain the classical trade theories of international trade. 10
(b) Discuss the trends in international trade in the light of prevailing recessionary 10
conditions.

3. (a) "Developed countries use nor-tariff barriers to restrict imporis”. Do you agree ? 10

(b) Explain the main driving and restraining forces in international trade. 10
4. (a) What are the implica{'tions of trade blocs on international trade ? 10
(b) Explain any four components of international marketing environment. 107

5. (a) What are the different product and pricing decisions followed as part of 10
international marketing strategy ?
(b) Explain the role of advertising and e-marketing in promotion of products in 10
international markets.

6. (a) What are the different benefits and incentives available to an Indian exporter 7 10
(b) Explain the steps involved in Import procedure. 10
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7.

Case Study Analysis :—

Mahindra & Mahindra

Mahindra & Mahindra (M & M) is a major player in the tractor and certain
segments of the automobile markets in India. After an impressive growth

for a few years, the tractor market in India has been stagnating since

1999-2000. As a result, Mahindra & Mahindra has been forced to look at
overseas markets for its expansion and growth.

M & M has been selling its tractors and utility vehicles in foreign markets
including USA. Some of the components for its products have been sourced
from abroad. M & M has a 100 percent subsidiary in USA, Mahindra. USA
with a strong network of 100 dealers. Today, Mahindra USA enjoys a five
percent market-share in the US market in the tractor and utility vehicle segment.

As part of the strategy aimed at building a global supply chain, Mahindra
USA has signed a MOU with Korean tractor major Tong Yang, a part of the $ 2

bn Tong Yang Moolsam group, according to which, Mahindra will source high

horse power tractor range and sell them around the world under the M & M
brand name. As part of its growth strategy the premium range of tractors will
be sold in the US and other developed markets while low priced tractors will
be sold in developing markets. M & M's current tractor range is more utility
oriented and lacks the aesthetic appeal that Tong Yang's tractors have which
is a must for a strong presence in the U.S. marke?.

Questions :

1. Comment on the marketing strategy adupted by M & M for the
U.S. and other markets.
2. What are the challenges that M & M is likely to face in the future

5

5

3. Do you think, M & M has adopted the right strategies for its 10

global expansion ? Give reasons.
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