
g t 1-l

TotalNo. of Qrestions : 4l

P1777
[Total No. ofPages :4

h!. Intemational Marketing

d) Universalbusiness

[6032trr4.fl3
S.Y.B#om.

246 (rr) : M4RrCr€{i MANAGEMETYFtr
(CBCS,rh g_p;ftern) (Sem ester _I!)

,,il\,,' .,;,' ,,'

Insttuttions ,o iio *oaiihun* . . lMax Morks : stt

1-) .4t1 questions.4lr" corrsptttsory,.
2) Figures to the rigkt indicate futt narks.# *""'

QI) A) Fi[inthe6lanku,iththemostappropriatealternative(anyFive) 
t5]

i) 6rcen Marketing is a part of

:". 
b) Service Marketing b) -Ri:lationshipMarketing

b) one

d) Three

c) Social Marketing _-. ' d). Customer Satisfaction

is the use of th*iirnemet'Mobile device, social media.
search engine and other.slshneh,6'reach .r.r;;;. 

"-

a) SocialMedialV{ffing I b) InternationalMarketing

c) Green Markerirtg- 
- d) I\4arketing

There are ;,^_,'.' rudin pillars in digital Marketing.

ii)

iii)

rv)

a) Four

c) lwo

The limitations of E- Marketing is

a) Theinabilitytotouchandfeel

b) Instant cash payment

c) Touch and fees

d) Immediate delivery

v) Extension ofMarketing activitiesacross the globe is called as

q) Universal Marketing

c) IntemationalBusiness
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vi) The term green marketing in inremational narketing is related to 

-a) Marketing o-f iranrrai rqarketing

b) Envirorirnenral Cou*eil and Protection
"':'

c) Green lpirse Effeicxs

d) Gre-gg:,6'qlourp-flmarketing decisiou
r \*t *'a:

B) MatchthetaflEiiiring-,'
'"'q 

"a' '!

Coiuqpc: 
.A. -.

".f:**i) @+ieM*eting
ri)- *Iastic$an
...1".. -lx) f,aQebook

iv) , -lccreasing lmport-Export

v) .'DigitalMarketing

Q2) Wlirte a shon norc (Any 2)
,:"''.*

Cohmn'8"

a) ?4x7

b) E- Marketing

c) GreenMa;keting

d) SocialA,{eiliaMarkering

A IntqnadonalMarkering

,#..'0 :"
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a) Objective ofGreen Marketipli

b) OnlineandOlllinelr4ark@ .

:19- 
. 

,

d) BenefitsoflntemationalMarkethg

Q3) nt

b)

Q4 a)

b)
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What is Green Marketing? Explain ihe importauce ofGrEqll Maxkgiiog.tSl

ExptainthepresentstatusofF--Marketinsiulndia- r'' -.' l7]1- ;...
-"'

Explain diftbrence between Traditional Markeffid qiditf M'*k"ri"g. tS I

\Vb.at is Intemational Markei:ng? Explain &"Oqib,Gtive of lnternational

Marketing'? l7l
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