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INSTRUCTIONS:  

 Answer question ONE (compulsory) and any other TWO questions 

 

QUESTION ONE  

(a) Elaborate on the FOUR evolutionary processes or stages of international marketing 

          (10 marks) 

(b) Explain the importance of international marketing to firms seeking market expansion 

          (10 marks) 

(c) Identify and explain the differences between international marketing strategies and 

domestic marketing strategies       (10 marks)

           

QUESTION TWO 

(a) Discuss the factors that influence effective implementation of marketing strategies by 

firms in international markets       (10 marks) 

(b) Firms planning to enter international markets have to make certain critical market 

decisions. Identify and explain any FIVE such market decisions   (10 marks) 

 

QUESTION THREE 

(a) Marketing audit is a critical aspect of International market planning process. Identify 

and explain three key focus areas of marketing audit in a firm   (10 marks) 

(b) Explain the importance of marketing audit to firms in international market (10 marks) 

 

QUESTION FOUR 

(a) There are a number of factors that need to be considered in relation to international 

marketing communications. Identify and discuss any FIVE such factors  (10 marks) 

(b) Describe the term international marketing environment    (2 marks) 

(c) Describe the factors that PESTEL analysis consider in analyzing international 

marketing environment        (8 marks) 

 

QUESTION FIVE 

(a) Describe pricing as it relates to international marketing    (2 marks) 

(b) Identify and discuss pricing approaches used by international marketers (8 marks) 

(c) State and explain factors that influence pricing in international markets  (10 marks) 


