PGDM- 1B (2017-18)

INTERNATIONAL MARKETING
Subject Code: 1B-301
Trimester — I1l, End — Term Examination, March 2018
Time allowed: 2.5 hours Max. Marks: 50

Roll No. :
Instruction: Students are required to write their roll number on every page of the
question paper, writing anything except the roll number will be treated as Unfair Means.
In case of rough work, please use the answer sheet.

Section A
Attempt only THREE questions. Marks: 5*3=15
Word limit: 200 words

1. Effective international marketing research is crucial to prevent marketing failures.
Justify this statement with suitable examples.

2. Dual pricing and price discrimination are normal phenomena in international
marketing. Discuss the 1st level of price discrimination with examples.

3. Select any product and analyse its marketing strategies in international markets.

4. Explain the concept of transfer pricing. How do fims use it as a tool to
circumvent regulatory provisions of the countries where they operate?

5. Wirite short notes on the following

a.- International franchising b. greenfield operations

Section B
Attempt only TWO questions. ; Marks: 10*2=20
Word limit: 400 words

1. Work out a market segmentation plan for exports of fresh fruits from India. Which
countries would you target first? Detail your logic for the choice.

2. Markets with geographic proximity are not always the most preferred markets.
Examine this statement critically and explain with suitable examples.

3. An intemational marketer has to find a trade-off between standardized and
customized product as it is difficult to evolve a completely global product. Critique
this statement.

4. In view of the fact that many of the products marketed by developing countries
are unbranded, give reasons why a marketer should stress on building brands.

Section C

Compulsory Case study Marks: 15
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McDonald’s and Obesity
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preach about nutrition, an aide to a U.S. senator said, “No
matter what Ronald is.doing, they are still using this car-
toon character to:scllfatty hambusgers to kids. Once upon
a time, tobacco companies ‘had Joe Camel and they didn’t
get it either.”

- Alsao undcr fire asTV adyertising of kids® foods as calls
for curbs or bans riscaropnd the world. “If the risc in {the]
child obesity trend continues, within five years we’ll be in
the same situation as America is today,” said a senior child
nutritionist- at-the University ‘of Gppenhagen who sits on
the board of Denmark’s NatjonalBoard of Nutritional Sci-
‘enice. “Banmng TV ads ﬁut.arc tatpeting kids 15 an impor-
tant $trategy w,adgpg" But.heie is an argument that those
‘measurgs won’s fielp “InSwndgz, ‘Norway and Quebec,
where food. s are banned:from ‘ds'TV thcn: s 10 evi-
dence thaf.obesity sates have
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or payinga. 1.5+ pe:x;cgtm n their ad budgets to fund
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Unlike Franee and Ireland.he United Kingdom is ay-
ing,a more carrat-audsstick.approach, encouraging self-
- regylation with Jegislation 45 last but threatened resort, In
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unulwly 2007, m‘mmmwonstbly or ﬁwc formal
legislation. The documentdollowed a high-profile UK. gov-
emmentinguininto child.obesity last year. Marketing and
agency.exeautives called. f0.give evidence were. grilled
- publicly.oyer she.use.of celebritics in ads, inciting kids’
- “pesterpower’ and highssaltiand sugar contentdn foods.
The.paper’s proposals include clamping down on using
cartoon characters to.appeal to kids in food and beverage
ads.. potentially. dooming brasd, icons such as Kellogg’s
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Tony the Tiger. There have also been calls for a ban, like 4
Ircland’s, on celebrity endorsement in “junk-food” adver{-é
tising by 2006. In a country where the biggest grocery. %
storc brand, PepsiCo’s Walker’s Crisps, relies op
celebriti¢s in its ad campaigns, that’s a big deal. '
The Nordic countries are the most militant about enacy.
ing laws 1o ban or.restrict marketing of foods that they cop.
sider unhealthy to children, and fighting to extend thosé
restrictions to the rest of Europe. The toughest laws agai
advertising to children have long been in:Scandinay
where the health risks of obesity and diabetes from hi
“sugar consumption”ar¢ sometiines compared to tobalc
"Ihc 1égislatures in chdcn, Fmiand, and Denmark ar
considering even tightér controls on marketing sug;
foods. Denmark’s Naﬁomﬂ Consumcr Council has peti.
tioned the govcmmcnt to ban. marketmg '\mhcalthy fo
pmducts to anyone under 16, and, Finland’s
heating from health groups tbat want a total ban.on TV a
for.sugar-laden food. Commcutmg on such pmposals 1
CEQ ofthe meshFood mdDImk Industries. Fs
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prédter self-régulation. But, despite a.slew of indi
company. efforts to shift new-product and marketing
to healthier offérings, the industry has, until now, la
shied away from defending itself more.bioadly.



'McDo.na!d’s Response

For the last few years, McDonald’s has reacted to the obe-
sity issues in several ways in the U.K. and other countries.
Concermed about consumer reaction to the film Super Size
Me,! McDonald’s' Corp. broke a UK. campaign called
#iwchanges” With poster ads that omit the Golden Arches for
~the first ume, replacing them with a question mark in the
ame xypefaoc and the tagline “McDonald’s. But not as you
(oW it.” Promoting ongoing menu changes, the posters
ait“fc items such as a salad, a pile of frec-range eggshells,
picces of fruit and cups of cappuccino. The effort preceded
% direct-mail campaign to 17 million houscholds touting
thier ménu items and smalla poruon size.
" McDonald’s aim was fo cause people to think differ-
ently about McDonald’s and to make the public aware of
s products. “There’s no intention to abandon the
ches” but only to focus attentiofi ‘on the “healthy” addi-
sas to the menu: Despite the new campaign, rescarch
wed the chain hadn’t réceived the hoped-for awareness
“some of the newer itemis:onvits ménuy; inchuding the all-
‘te-mcat Chicken Selects and the friit bags. More wor-
gme, - research study revealed that frequent users didn’t
10 admit to friends that they ate at McDonald’s. “We
1't want to have closet loyalists.”~ -
ed more time for McDonald S
anges” campaign 10 get traction. “The market position
{ market stature of McDonald's in the UK. is not nearly
ong. as it is in the U.S. and accordingly, you have to
¥ with the ;xogramlong« e said. But he warnied that
Changes campaign could backfire. “Trying to sup-
the logo is not likely to dmnge the hearts.and minds
my fast-food voters in Burope.”
1 anticipation of the rclease of the documentary Super
¢ Me in the United Kingdom, McDonald’s in London
t on the defensive with full-page newspaper ads dis-
i g the film. The ads, headlined “If you haven’t seen
film ‘Super Size Me," bere’s what you'se missing,”
t-appearéd in the film+eview sections of six newspa-
1o coincide with filmmaker Morgan Sputlock’s ap-
ance at the annual Edinburgh film festival. The copy

rSwMe is a documentary on the fast-food zndusuy and the
G of fast food, its allure to children, etc. Sceues in the film feature
Spurlock (the di and prod of the d y), whose
od feat consists of eating some 5,000 calories s day, twice what his
3 says he needs 10 maintain bis starting weight of 185 pounds. He also
exercise because, he says, that’s what most Americans do. Spatlock
weight—nearly 25 pounds over 30 days. His cholesterol goes up, and
s his blood pressure. His doctor describes his liver function test
foits as “obscene.” Spurlock complains of sluggishness, depression,
s of breath, impotence, chest pressure, and headaches.

describes it as “slick and well-made,” and says McDonald’s
actually agrees with the “core argument” of the film—“Jf
you eat too much and do too little, it’s bad for yon.” How-
ever, it continues: “What we don’t agree with is the idea
that eating at McDonald’s is bad for you.” The ad high-
lights some of McDonald’s healthier menu items such as
grilled chicken salad and fruit bags. A spokeswoman for
McDonald’s said it ran the ads to ensure there was a “bal-
anced debate” about the film. Super Size Me distributor
Tartan Films has retaliated by running identical-| look:mg ads
n newspapers promonng the film.

As a direct n:sponsc to'government calls for food miar-
keters to promote a more active lifestyje, McDonald’s U.X.
launched ‘an ad campaign aimed at kids featuring Ronald
McDonald and animated fruit and vegemblc characters
called Yums. In two-minute singing- and—dﬁncmg animated
spots, tthumsurgc “Its funwhcxiyoucatnghtandstay
active.” RS

Even though McDonald’s plans € expmd its healthier
menu offerings, it does s0 ‘cautiously, so peop!c remember
that the Gdldcn Axch&s at its eom still mms ’bu:gas and
fries.

McDonald’s, throughiout Europc and elsewhere, is test-

ing ways to address the obesity i issue, In Scandinavia, for
éxample; popular healthy local foods havé been added to
the McMenu, lﬂ(cwdwmppedmfyehudemhnd In
Norway, some ouflets sell a salmon‘bn:gerwmpped miye
bread. In Sweden, msdt:saddodtomeﬁ)odscrvcd

In Australia, McDonald’s took & different approach—it
reducod:tsbtxdgclforadsdxrmdhhdsbysopetwnt

McDonald's anchopamonmsedﬂle ire of the par-
eni company when it ran a printad ina women’s magazine
quoting a nutritionist’s Suggestion that kids shouldn't cat at
themstamnntmmtbanomcaweek.%ﬂc the ad was
meant 10 promote McDonald’s and seems reasonable since

the French only visit quick-service restaurants Cvery two.

wecks on average anyway, such & campmgn ‘would have
been heresy in the United Stites. McDonald’s Corp. later
issuéd 4 statement claiming that “the méjority of nutrition-
ists™ believe McDonald’s can fit into a‘balanced diet. Later,
the company recruited a pait of French nutritionists who
declared the Big Mac and checseburger healthier than tra-
ditional French fare such as quiche.

Marketers in France have lobbied hard to be allowed to
use positive lifestyle messages in ads—1like emphasizing
the importance of physical exercise and a balanced diet—
rather than grim health wamings. France’s Ministry of
Health appears 1o be listening, and is now expected to let
marketers choose among three or four positive health mes-
sages. Industry experts say the government changed its
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mind out of fear that srong wamings might backfire, caus-
ing anxicty among consumers about eating. Moreover,
France may hope its new law, if not too extreme, will be-
come 2 blueprint for Europe. X

Snack Food Industry Responses

Snack food and beverage companies like PepsiCo have

joined the fray along with the fast-food industry. PepsiCo’s
strategy includes adding products like Walker’s Potato
Heads, launched recently in the United Kingdom ds a
healthier snack for children, and encouraging exercise. In
October 2004, Walker’s did 2 pedometer giveaway through
its Web snc backed by 2 $5.6 million TV campaign. “We
want to ‘demonstrate that we are tkag a mspons'blc ap-
proach and make governments aware of what we are-do-
ing. In our view it is entirely wrong to pin all the blame on
advertising to children, and we think we have moved to the
stage where most governments accept this.”

.In Canada, where about one-third of chxldmn agcd 2—11
are overweight, Concerned Chﬂdren S Advcmscrs, agroup
whose members include Natlé Canada, Coca-Cola ‘Gen-
eral Mills, Kellogg, and K‘mﬁ, has just begun running the
first of three 60-second spots fcaturmg “Health Rock,” a
colorful ammated figure ona. T shirt, who sings about bal-
ancing food and activity,

In the Asia/Pacific region, few countnes cxcept Aus-
tralia have yet to make food marketing and childhood obe-
sity an issue. In much of Asia, a Western fast-food meal or
a cola.is still an occasional wreat rather than a daily
ovcrmdulgmcc As childhood obesity begms tomgxstc: as
a concern mGlum.,dxougb,McDomld‘shasmwdpto-
.monng healthier items such as high-calcium | fruit yogurt
and chocolate pudding and low-fat milk on. m—smrc mar-
keting materials fike tray linezs. . |

Marketers axcalsokcqnngancyconBrazd A Sdo
Paulo university recently analyzed. children’s programming
and found that 1 out of every 10 minutes of advertising
was 2 food conmcnl That study is a starting point for
the group appomwd within a government health organiza-
tion’s ad unit to examine nutritional claims in advertising

to children.

Questions

. How should McDonald’s respond when ads Promoting
hcalthy lifestyles featuring Ronald McDonald are  +: i'§
equated with Joe Camel and cigarette ads? Should M. "8
Donald’s eliminate Ronald McDonald in its ads?

would require fasi-food companies either to'add a
health message to commercials or to pay a 1.5 perié ‘
tax on their ad budgets. Propose a strategy for McDéi!
ald’s to pay the tax or add health messages and defcn
your recommendation. :
3. If there is no evidence that_bbcsily rates fall in thos¢
countries that ban food advertising to children, why
bother?
4. The broad issue facing McDonald's UK. is the curre;
attitude toward rising obesity. The company seems to 4tne
‘have tried many different approaches to deal with theg
. problem but the problem persists. List all the problen
facing McDonald’s and critique their various ap--
proaches to solve the problems. oy
5. Based on yourresponse o question 4 ahovc recom:
mend both a short-range and long-range plan for Mc,~
Donald’s to xmplcmcnt.

Sources: Alexandra Jardine and Laurcl Wenlz, “UK. Not Feeling the
McD's Puts Slogan on Joc” Advertising Age,:September 13, 2004;
NcAM“MukmbeforMAanles.“Admlsmae Octot
25, 2004; “Thinking Adm-nslngA,Much'lzoosA
Mof!heWeddObenty‘AGlohalEpMc. Current Eves
September 26, 2003; Alexandra Jardine and Laurel Weatz, “It's # Fat’
After All" Advertising Age, March 7,2005; Steven Gray and Janet A

“McDomkisGasth—BmbgetsSﬁllRukz Wall Swreet Jow

Filmin UK. Ads,” Advertising Age.
and Laurel Wentz, “McD’s RollsAdssmsGoﬂmArdxs " Ad

Age, October 18,'200l; S«eplnnie'l‘hompson, “Exhnpé.swns [cotsis

Advertising Age, Mndx‘l 2005 Emmaknss ‘Obcsuyﬂuung
Bumpandnldfen, A.soaalad}’rc.n JuncJ 2905 ) E
“Globesity,” Newrminmu/-pmwzoos
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