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Subject Code: 1519305 Date: 31-12-2019
Subject Name: International Business
Time: 10:30 AM TO 1.30 PM Total Marks: 70

Instructions:
1. Attempt all questions.
2. Make suitable assumptions wherever necessary.
3. Figures to the right indicate full marks.

Q. No. Marks
Q.1 Explain the following terms with examples. 14
(a) Differentiate Centralization and Decentralization in International
Organizational Structure
(b) Factor Proportion Theory
(c) Protectionism
(d) National Responsiveness
(e) Define Political risk
(f) Global sourcing
(9) Expatriates
Q.2 (a) Define the term international business. Compare and contrast 07
international business with domestic business

(b) Explain in detail the drivers of international business. 07

OR
(b) “Globalization of business leads to national threat” Examine and give 07
your views of this statement.

Q.3 (a) Critically examine the impact of Product Life Cycle on International 07
Trade.
(b) What lessons do the international trade theories convey for the conducive 07
environment of International business?
OR
Q.3 (a) Explain and compare how the organization structure of international 07
firms differ from their counterparts of domestic firms.

(b) The US — China Trade war and global economic dominance is witnessed 07
by the world economies. Explain this game changing scenario in context
to Government influence on trade.

Q4 (a) Define global sourcing and explain the role it plays in global supply chain 07
management.
(b) Briefly discuss the 4 P’s decision making for a product of your choice, 07
to be marketed in international markets.
OR
Q4 (a) Explain the four international operation strategies in detail. 07
(b) You are a first time exporter of a product of your choice. Explain the 07
steps you would take to set up your business to export to any country.
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Q.5

Image Change at McDonalds

The Big Mac is perhaps the foremost symbol of the globalization of fast food —
universal, but distinctively American. The Big Mac was invented in 1958 and for the
next three decades McDonald’s restaurants were concentrated in America. In 1985,
only 22 per cent of the company’s 8900 restaurants were outside America. By 1995,
this percentage had leapt to 38 per cent. A major breakthrough was the establishment
of its restaurants in Russia, which has been so successful that it inspired a book, To
Russia with Fries, penned by the founder of the McDonald’s Russian operation.
McDonald’s now has 30,000 restaurants in 120 countries. The company has prided
itself on its adaptations of its products to suit local preferences, for example the
‘Maharaja Mac’ in India, which is made of mutton, as Hindus consider cows sacred
and do not eat beef. Similarly, Chinese McDonald’s offer rice cakes with mushroom
and ginger, which are more suited to Chinese tastes. Growth in China has been slow,
but the company is hoping to increase the number of outlets in the country by 50 per
cent to 1000 by the time of the Beijing Olympics in 2008.
Following stagnant sales in the US and negative publicity linking eating at
McDonald’s with obesity, the company is now undergoing a rethink of its strategy,
particularly in the US and Europe. As the figure shows, the proportion of the
population that is overweight has grown rapidly. While lawsuits by two New York
teenagers against the company failed to show that McDonald’s caused their obesity,
the negative publicity and possibility of further litigation have contributed to the
rethink. A doctor who runs an obesity clinic in California has pointed to the cultural
embeddedness of McDonald’s, saying: ‘People have no idea that if they eat a Big
Mac, French fries and a soda, they’ve consumed nearly all their recommended calorie
intake for the day’ (Buckley, 12 July 2002). In 2005, the company launched new
television advertisements in the US which show no burgers or fries, but, instead,
feature a new image of Ronald McDonald playing soccer with children. Changing
eating habits both in the US and other markets have seen health-conscious customers
turn away from burgers and fries, to the more interesting and healthier offerings of
the new ‘quick casual’ restaurants, which are winning customers from the traditional
fast-food establishments. New menus at McDonald’s feature main course salads,
fresh fruit and mineral water. This trend might explain the slight drop in the
percentage of overweight people in the US in 2003. Along with the new menus,
McDonald’s is revamping its restaurants, to complete its image change. Restaurants
in France have been in the forefront of the revamping, bringing in comfortable
seating, improved decor, and even iPod digital music players along the walls. This
new look McDonald’s is
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Q.5

An important consideration for McDonald’s executives is that 70 per cent of its
restaurants are franchises, run by individual owner- operators. Franchisees will have
to find most of the extra money to carry out any revamp, and even though they can
expect a boost in sales after the revamp, they may have little capital to spend if sales
have been flat for some years. The company’s diversification in the 1990s into
‘partner brands’, including the Chipotle Mexican Grill and Donato’s Pizzerias,
praised at the time as a growth strategy to complement its mature hamburger business,
is now seen as perhaps having diverted management attention away from the basics
of the company’s main business. Donato’s was sold back to its former owner in 2003,
and expansion of the other brands scaled down. It has kept a minority stake in Pret A
Manger, which prides itself on fresh, high-quality sandwiches.

The ‘back-to-basics’ strategy is not necessarily a guarantee of success for
McDonald’s. Historically, the company has been more successful at growing the
business by opening new restaurants than it has by getting more customers to come
to existing restaurants more often. Designing new menus which suit local tastes is
crucial, as is the look and feel of the new ‘deplasticized’ interiors. Much depends,
however, on franchisees’ willingness to buy into the new image.

(a) How does the new strategy at McDonald’s depart from the company’s
traditional strategy?
(b) Perform Porters’ Generic Strategy for McDonalds
OR
(a) Discuss the SWOT analysis for McDonalds

(b) Isthe new image likely to succeed?

k*kkkhkkhkkikkikkkikkikkikkikk

07

07

07

07

Page 3 of 3



