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" Answer all questions. _
Each question ca.rnes 1 we;ghtage

- Briefly. explam the scope of mternatlonal busmess

What do you mean by ethno centnc onentatlon ?.

. Bneﬂy explam the term “Embargoes

'What do you mean by common market operatlon ?

: 'Dlstmgulsh between exportmg and hcensmg
; _*-_Wnte the advantages of product based structure. '

| (6 % 1 = 6 weightage)
- Part B S .

S e - Avswer any four of the fbllowmg questwl;,s
S : _ Each Q*uestwn carries 3 welgflmge

7. What are the factors restnctmg mternatlonahzatlon of busmess ? lsxplam

ww
4

_ Explam the country smulanty theory of mternatlonal trade

9. Write a short note on 1mpact of balance of payment in mternatlonal trade
10.
1
12.

Explam the role of IMF in; mtematlonal trade. :

- 'What are the factors mﬂuencmg mternatlonal busmess locatlon? D‘ISCUSS

_Bneﬂy explam varlous mtematlonal busmebs mtegratmn 1ssues Lo R
L ' o (4% 8 =12 weightage)
e Part C L '
Ar'zswer"' any three of the m’zowmg ques'titms
" Eack quesnon carn,es 4 wesghzage _
What. are the dJﬂ'erent env1ronmenta1 factors 1nﬂuencmg mternatmnal busmess ? Explam

stcuss about varlous phases in mternatlonal pmduct hfe cycle _ _
o : Turn over



- 15.
16,
17.

18,

Discuss on v_arlous problems_ faced by the MNC’s in I_ndlan Ma_r_ket.

e cs209

Explam the 1mpact of multllateral trade agreements 1n mternatlonal busmess

_ What are the different mternatlonal marketm.g strategles ? Explain. -

LT T | (3x4=12 weightage) .
. PartD (COM_PULSORY QUESTION) ' - |
Case o L .

Procter and Gamble ® and G), the large U.S. consumer products company, has a well-earned o

reputatlon as one of the world’s best marketers. P and G manufactures and m’hrkets more

- than 200 products that it sells in 130 countries around the world, generatmg some $ 42 billion
in revenues in 2002. Along with Unilever, P and G is a dominant global force in laundry .

: detergents cleaning products ‘personal care products and pet food products Pand Gexpanded .

abroad after World War IT by exportmg its products, brands, and marketing pohc:es to Western )

: Europe, 1mt1a]1y with consrderable success Over the next 80 years, this pohcy of deve!oplng ..

| .'new products and marketmg strategles in the Umted States and then transfemng them to-
other countries became entrenched. Although some. adaptatlon of marketing policies to _

. .:accommodate country d1fferences was pursued it was minimal. In general, products were - '

developed in the United States, manufactured locally, and sold usmg a marketmg message
: created in Cmcmnatx '

The first 91gns t.hat this pohcy was ne longer effective emerged in the 1970s, when P and G_ o

* suffered a number of: major setbacks 1n & apan By 1985, after 18 yearsin Japan, P and- G was
still losing $40 nulllon a year there. It had introduced dlsposable dlapers in Japan and at one
-_ time had commanded an 80 percent share of the market, but by the .early 19805 it held a

* miserable 8 percent. Three large Japanese ; consumer products compames were dommatmg '

the market. P aind G's dJapers, developed in the United States, were too bulky for the tastesof '

Ji apanese consumers. Kao, ad apanese company ‘had developed a line of trun-ﬁt dlapers that _

- appealed more to Japanese tastes. Kao mtroduced its product witha marketmg blitzand was =~ "

- qmckly rewarded wzth a 30 percent share of the market. P and G reahzed it would haveto -
" modify its dlapers if it were to compete in Japan It did; and the company now has a 30
"percent share of the Japanese market Plus, P and G's trun-ﬁt dlapers have become a best-

seller in the United States. ' )

P and G had a sumlar expenence in marketmg educatlon in the Japanese laundry_ -
detergent market In the early 1980s, P and G mtroduced 1ts Cheer laundry detergent in-

_' J apan Developed inthe Umted States Cheer was promoted in Japan w1th the US. marketmg N o
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e message—-—Cheer works in all temperatures and produces lots of nch suds But many dJi apanese

' i';-consumers ‘wash. their clothes oitly in cold. water, which made’ the ¢laim of working in all

L temperatures 1rrelevant Also, many: J: apanese add fabnc soﬂ'.eners to therr water, which: reduces -

_ -_detergents’ sudsmg actzon, SO Cheer did not suds up as advertlsed After a dlsastrous launch
" P-and G knew it had to adapt its; marketmg message Cheer is'now promoted as a product =

"that works eﬁ'ectlvely m cold water w1th fabnc softeners added and itisone of P and G's best- . |

.. sellmg products n Japan : : : ’T )
' "P and G’s experlence with dlsposable drapers and laundry detergents in Japan forced the
S company to rethmk its product. development and marketmg pthosophy The company decided
o ;that its UJ.S.-centered way" of domg business d1d not work For:; the last decade, Pand G has
. been delegatmg more responslblhty for new—product development and: marketmg to its ma;or
_. '. .submdlanes in- Japan and Europe “Fhe. company is more: responswe ‘to local dlﬂ'erences in
. consumer tastes and preferences and more w1l11ng to adnut that good new products can;

o developed Outslde the Umted States

' Ev1dence that tlus new approach is worlnng can agam be found in the company’s aotmtles in

Japan ‘Until 1995, P and G did: not sell dJsh soap in Japan By 1998, it had Japan's-best-

sellmg brand, Joy, which now has a 20 percent share of J apan s $ 400 mllllon market for dlsh
) soap Tt made ma_]or mroads agamst the products of two domestic ﬁrms, Kao.and Llon Oorp .
each of wlnch marketed multiple brands and controlled nearly 4{] percent of the market before
o Pand &’s entry P and G's: success with Joy was because of its ablhty to develop a product
formula that was targeted at the unmet needs of J. apanese consumers, to desrgn a packagmg

IR format that appealed to retallers, and to create a compellmg advertlsmg campalgn

L In researchmg the market in. the early 1990s, P and G dlscovered an odd habit : Japanese -
" _'--homemakers sqmrted out; exoesswe amounts of detergent onto’ dlrty dlshes, a clear srgn of

_ : -'::.-..;dlssatlsfactron with exxstlng products On further rnspectlon, P and G found that thls behavror -
o resulted from the changmg eahng habits of. Japanese consumers The Ja apanese are consunung
. more:fried food, and ex:stmg dish- soaps did not eﬁ‘ectwely remove grease Armed with this
;knowledge, P and G researchers in Je apan ) went to ‘work to create a h1ghly concentrated soap

B '.'.formula based ona new: technology developed by the company’s sclentlsts in- Europe that was
'-'hlghly eﬁ'ectnve in removmg grease The comipany also desrgned a novel package for the

Y g -'_product The packagmg of exrstm.g products hada clear weak:ness the long-neck bottles wasted .

:space on. supermarket shelves P and G’s dlsh soap contamers were compact cylmders that'
. -Tur-n_over |
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_took less spaoe in stores, warehouses, and dehvery trucks Th1s :mproved the eﬂiclency of

E drstnbutlon and allowed supermarkets to use their shelf spaoe more effectlvely, which, made :

_' . them reoeptlve to stockmg J oy: P and G also devoted considerable attentxon to developmg an

SR dvert:smg campalgn forJoy. P. and s ad: agency, Dentsu Inc created commerclals in whlch___

a lamous comedlan dropped in on homemakers unannounced w1th a camera crew to test Joy
. on the household’s dlrty dishes. The camera focused ona patch of 011 ina. pan full of water p
" Aftera drop of J oy, the oll dramatlcally dlsappeared‘ o ' :

. ‘Wlth the product packagmg, and advert:smg strategy carefully worked out, P and G launched -

< Joy throughout Japan in March 1996 The product almost 1mmed1ately galned a 10 percent'_" -

- market share Wlthm three months the product’s share had mcreased to 15 percent and by .

' year-end 1t Was cIose to 18 percent Because of strong demand P and G was also able to ralse |

prices as were the retaﬂers that stocked the product all of Wthh translated mto fatter marglns '
for the retallers and helped consolldate Joy’s position. '

In the Iaundry detergent market too P and G has been makmg mroads Through market -

: research P and G found that Japanese consumers wanted detergents with stronger cleanlng:.' o o

.. power, 80 the | company developed and launched bleach—remforced and antrbaoterlal vers;ons o

_' “of its Anel detergent in. Japan Both have been. very suocessful helpmg to take P and G’ _
share of the J apanese laundry detergent market up to 20 peroent by the earl}r 2000s
1 _ I-Iow would you characterlze P and G’s pmduct development and marketmg strategy toward _: e
o d apan in the 1970s and 1980s ? What were the advantages of tlns strategy ? What were-:'. '
._thedrawbacks'? ' o = AR ' _

2 Wh]Ch strategy has been more successful ? Why ?.

8 What changes do you thmk P and G has had to make in 1ts orgamzatlon and company B
culture to 1mplement this strategic shlft ? .
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