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Optimizing e-Learning

Module One: Review Questions

D)

3)

What are potential customers?
a) Target market

b) Market

c) Marketers

d) Sellers

What is necessary to determine the market

and target market?
a) Customers

b) Marketers

c) Market research
d) Income statement

What is selling?

a) Customer recognition

b) Building a brand

¢) Knowing your target market

d) Customer purchases the product

Marketing focuses on what?

a) Money gained

b) Gaining customer recognition
c) Stock supply

d) Customer purchase
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5)

8)

What is not something that will provide an
understanding of customers?

a) Survey

b) Focus group

¢) Product audit

d) Statistics

Which of the following should be

considered in customer needs?

a) How the customer can benefit from
your product/service

b) The age of the product

¢) How the product will increase sales

d) How many complaints are expected
from the product

Which of the following is a step in defining
your product/service?

a) The name of the product or service

b) Determining your target audience

c) The age of the product or service

d) Determining the date of the product

What must be identified about the product
besides its aspects?

a) How long it will be relevant

b) How it will work

c¢) What its name will be
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d) What it can do for the public
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Module Two: Review Questions

D)

3)

4)

Which of the following is an example of
direct marketing?

a) Cold calls

b) Text messages

c) Personal interviews

d) Online forum

Which marketing method is typically the
most effective?

a) Active

b) Outgoing

¢) Direct

d) Mixed

What is an example of active marketing?
a) Text message

b) Bill boards

¢) Cold call

d) Promotional letter

Which of the following provides more
methods of active marketing?

a) Face to face

b) Online
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6)

7)

8) What is the traditional marketing method?

c) Physical
d) Direct mail

Which of the following is an example of

incoming marketing?
a) SEO

b) Calls

¢) Direct mail

d) Text messages

What is the drawback of incoming

marketing?

a) Increases the number of people
reached

b) Reaches a small number of people

¢) Poor customer connection

d) Increased customer connection

What is an example of outgoing
marketing?

a) SEO

b) Banner ad

c) Text message

d) Social media
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Module Three: Review Questions

)

What is guerrilla marketing?

a) Traditional marketing techniques
b) Marketing to businesses

c) Marketing using 'Wow' tactics

d) Marketing to consumers

Which of the following is an example of
guerrilla marketing?

a) Coupons

b) Flyers

¢) Flash mobs

d) Promotional sales

B2B marketing focuses on what?
a) Marketing online

JEEY 5aa gl) dxal sa

foblasdl o s o Lo (1
Llal) gy putl) s (]
Gl LAl G sl (@
"WOW"ISHESS aladinly g el (2
OnSlgiall Gyl (2

flibianll Coja ysad o Yl iiny b Les 6l (2
Gl (]
oo (@
o sle 3l (7
Ay il Slaall (3

93k e B2B sl S (3
oY) e sl (I

This document is a property of Asaseeyat Academy (Asaseeyat Academy is a service provided by Asaseeyat Consulting Service — COPY RGHT FROTECTED ©
©ihs sine adall (5 s - (R LiiuY) landll il AS 55 e Aedis Fadd clnlid $paST) Slaulil GuanlSY @l 285 5l) o3a



4 nn o
Mseeyat
cademy

Optimizing e-Learning

6)

7)

b) Marketing to customers
¢) Marketing to families
d) Marketing to other businesses

What is one form of B2B marketing?
a) Flash mobs

b) Business only discounts

c) Flyers

d) Free gifts

Which target group is B2C marketing
aimed at?

a) Online customers

b) Businesses

c) Public consumers

d) All customers

What is one example of B2C marketing?
a) Buying rewards

b) Flash mob

c¢) Banner ads

d) Direct calls

What is one advantage of promotional
marketing?

a) Increases leads

b) Creates loyal customers

¢) Improves ROI

d) Decreases ROI
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8) Which of the following is an example of

promotional marketing?

a) Flash mob

b) Direct calls

c) Flyers

d) Sweepstake entries with purchase

9) What is the down-side to guerilla

marketing?

a) ltisn't fun

b) It is boring

c) ltis offensive
d) Itis interesting

10) Promotional marketing entices customers

to buy on the spur of the moment.
a) True
b) False

Module Four: Review Questions
1) What should be done at the end of the life

cycle?

a) Increase the marketing

b) Remove it from the market
¢) Close the business

d) Change marketing tactics
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2) Which of the following is true?

3)

a) Products always follow the life cycle

b) Products never skip stages of the life
cycle

¢) Products do not always follow the life
cycle

d) Products are not based on customer
needs

What is the risk of a high price?
a) Discourage customers

b) Increase demand

c) Decrease production

d) Loss of interest

What is value-based pricing based on?
a) Cost of production

b) Profit

¢) Customer interest

d) What a customer is willing to pay

Which promotion would include a press
release?

a) Publicity

b) Word of mouth

c) Selling

d) Advertising
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6) What is promotion confused with? $48 il o LlAll s W (6
a) 4Ps oA (!
b) Advertising j”bf ((“"'
c) Marketing &: (f
d) Value )
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¢) Introduction oadll (2
d) Decline
Module Five: Review Questions dwaldl) 3as gl) A2a) sa
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C) Improve price
d) Gain media

2) What is not useful in a pitch?

4) What must you understand to sell value?

a) Writing it down

b) Practicing

¢) Too much information
d) Making it short

How many customers base their purchases

on price?
a) 2/3
b) All
) 1/4
) 1/3

o o

a) Price points
b) Target market
c¢) Market value
d) Cost Price

5) What are Super Bowl ads?

a) Traditional
b) Boring
c) Entertaining
d) Factual
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6) What is the benefit of fun and entertaining

7)

8)

communication?

a) Catch and keep attention
b) Not taken seriously

c) Does not include facts

d) Is not done often

The media you choose depends on which
of the following?

a) Time

b) Customer

c) Place

d) Entertainment

What is the drawback to social media?
a) Nothing

b) Small audience

C) Expensive

d) Requires maintenance

___are/is essential to successful
marketing.

a) Finances

b) University degree

¢) Communication

d) Entertainment

9aall) 5 7 yall ol 53l 3038 L (6
Lot Goal p Lail) (]
sl Jdesa e 2HY (<
Glasll Jeli Y (z
Oba¥l e i Al Y (2

b lan ol o la jlias ) Ll gl) aaied (7
SN
due (<
B (a
alad (o

¢ oelaia¥l Jual sill Jilus e 58 Lo (8
RN (T
J¥ua e (@
dalss (G

) Gasedll &y )5 9
g
fala sl (o
YL (2
(2

This document is a property of Asaseeyat Academy (Asaseeyat Academy is a service provided by Asaseeyat Consulting Service — COPY RGHT FROTECTED ©
©ihs sine adall (5 s - (R LiiuY) landll il AS 55 e Aedis Fadd clnlid $paST) Slaulil GuanlSY @l 285 5l) o3a



4 nn o
Mseeyat
cademy

Optimizing e-Learning

10) What are the basic steps that will improve o2l zlad et Laild (e Al ) < shall s Lo (1

the success of the pitch? “smsd\
L Y| |
a) Write it down ) s (
b) Practice L ladll (<
) Prac | P
¢) Be concise
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d) All of the above
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Module Six: Review Questions dald) Bas gl 4l pa

1) What will happen if customers do not feel
like they have a voice?
a) Remain loyal
b) Take business elsewhere
¢) They will not question the company
d) They will not have any complaints

2) What is not a method of communication?
a) Survey
b) Interview
c) Blog
d) Focus groups

3) What should you advertise about the
product?
a) Price
b) Importance
c) How the company matters
d) How life is improved

4) What do you need to do to communicate
effectively in advertising?
a) Connect with customers
b) Monitor sales
c) Blog
d) Talk with employees
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5) What will you risk if an interaction does not

go well?

a) Complaint

b) Increased interest
C) Losing customers
d) Unstable price point

What training is needed to improve
customer interactions?

a) Customer service

b) Branding

¢) Communication

d) Monitoring

What do you need to do first to answer
customer questions?

a) Be honest

b) Listen

C) Be respectful

d) Research

What happens if you are not honest in
your answers?

a) The customer is temporarily happy.
b) Nothing

c) Employees will tell the truth.

faa JSG Jelall o4 ol 1)) 4 Jhlain Al L (5
sssi (]
Ala¥l sl (@
& Slazld| [ IVES (C
e pe jawddadi (2

o 3aall Jel& (puadl o gllaall Cu il 8 L (6
sl des (]
At Ao (o
el (2
e (2

£ Sandl dind o ladU Yl Jaii of elide 13 (7

bl oS (I
el (@
L £ (2

U"_\;.j (J

felilal Bl oS5 a1 13) Ciany Dl (8
By Jraall (0
Y (@
Adaall (sib sl e (g
gl glasd (o

This document is a property of Asaseeyat Academy (Asaseeyat Academy is a service provided by Asaseeyat Consulting Service — COPY RGHT FROTECTED ©
©ihs sine adall (5 s - (R LiiuY) landll il AS 55 e Aedis Fadd clnlid $paST) Slaulil GuanlSY @l 285 5l) o3a



4 nn o
Mseeyat
cademy

Optimizing e-Learning

d) Loss of trust

9) All communication with_ should
be considered from the perspective of a
customer.

a) Marketing mangers
b) Production team

¢) Customers

d) All of the above

10) When communicating with customers, you
must____
a) Listen
b) Be respectful
c) Be honest
d) All of the above
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Module Seven: Review Questions

1) What is the shift from store to online movie

3)

4) What will make up the majority of sales?

rentals an example of?
a) Brand shifting

b) Brand loyalty

C) Repeat purchases
d) Education

When does brand shifting occur?

a) At the beginning of the life cycle
b) In the middle of the life cycle

c) At the end of the life cycle

d) Before the life cycle

What will you spend more money on?
a) Repeat customers

b) Social media

c) Giveaways

d) New customers

a) Online sales
b) Repeat customers
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c) Physical sales
d) New customers

What do customers who repeat purchases
exhibit?

a) Brand Switching

b) Informing

c) Brand loyalty

d) Educating

What do brand champions provide?
a) Word of mouth marketing

b) Direct marketing

¢) Inbound marketing

d) Active marketing

Content needsto be
a) New

b) Relevant

¢) Educational

o

) Fun

What will divide information for customers?
a) Titles

b) Graphs

c¢) Charts

d) Subheadings

_____provide the direction of your
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marketing campaign.
a) Loyal customers
b) Brand changes

c) Marketing goals
d) Loyalty rewards

10) Brand changing will ensure customer

loyalty.
a) True
b) False

Module Eight: Review Questions

1)

3)

How can customers create awareness?
a) Advertising

b) Word of mouth

¢) Communication

d) Discovery

What is awareness?

a) Interestin the product

b) Purchasing

¢) Knowing the product is necessary
d) Introduction to a product

What is not included in the value
proposition?

a) Benefits

b) Problem solving
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c) Pricing
d) Advantage over competition

4) Interest mustbe
a) Active
b) Passive

) New

d) Established

@

5) What will establish desire?
a) The brand is satisfying
b) Educate customers
c) Use large letters on ads
d) Brand switching

6) What can be done to increase desire?
a) Advertising
b) Graphs and charts
c) Offer demonstrations
d) Subscriptions

7) What is the most common mistake that

marketers make?

a) Provide benefits

b) Ignore call to action

c) Establish value proposition
d) Offer call to action
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8) Who leads a customer to take action? flel a ) MASY Jueall 268 0 (8

a) Customer Jae
aals gall «

b) Employees ” Caabasall (

) S é}u‘d\ (.j

d) Marketer

9) When awareness is positive, ___ will skl ¢ Glay) ol 0 S Laxie (9
develop. “m‘:” (i
a) Interest d»d?-\-:i‘ ((“;
b) Desire el (o

c) Call to action
d) Awareness

10) What creates positive word-of-mouth
advertising?
a) Pleasant shopping experience
b) Effective marketing
c) Awareness
d) None of the above

Module Nine: Review Questions

1) Why is it necessary to be aware of
mistakes?
a) To avoid them
b) Point them out
c) Notice them
d) Repeat them

2) Not monitoring social media is which type
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of mistake?

a) No presence

b) One-sided communication
c) Setitand forget it

d) Inconsistency

3) What is not a question that helps you

create a USP?

a) What are the unique factors?

b) Which factors matter to customers?

c) Which factors separate you from the
competition?

d) What are the price factors?

4) What is the final step to UPS?

a) Discover uniqueness

b) Choose media and share
C) Answer questions

d) Create a message

5) What will result in translation mistakes

besides mistranslations?
a) Nothing

b) Names

c) Colloquialism

d) History

6) What will increase from mistaken cross-
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cultural translations?
a) Expense

b) Interest

c) Purchases

d) Value

7) What do relationships create?
a) Dialogue
b) Trust
c) Profit
d) Communication

8) What builds relationships?
a) Trust
b) Profit
¢) Information
d) Dialogue

9) _willincrease sales and improve

customer relationships.
a) Social media

b) Marketing

¢) Cultural translation
d) None of the above
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10) ______ can limit the effectiveness of a Aleal) 4llad (ge 2 O S (10
campaign. e‘*‘f‘”‘ e (!
a) Lack of interest o b;j;‘;: ((;
b) Lack of time ;

L) e 5 e (o
c) Too many posts

d) Cross cultural translations

Module Ten: Review Questions B pilad) 3 gl) dan) e
1) What needs to be established before using 408 gt Ales pladin) Jf dra s oy 53 e (1
a marketing campaign? osaall (1
a) Metrics i
b) Pl Sl (e
) Plan g (a
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3)

¢) Communication
d) Trust

What is true of marketing plans?

a) They must always be followed

b) They are not necessary

c) They may be altered

d) Lacking one cannot be remedies

Which of the following is more effective
marketing?

a) Target market

b) Broad audience

c) Aim everyone

d) All are effective

4) Why do people choose to aim their

5)

marketing at everyone?

a) Desire to expand the market
b) Advice of customers

c) Giving in to pressure

d) Fear of not reaching customers

What should you do with metrics?
a) Alter the marketing plan
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b) Discuss sales
¢) Maintain the marketing plan
d) Discuss product changes

6) What is true of metric monitoring?

a) The same metrics are always monitored

b) They do not provide useful information

c) They vary based on media and
platforms

d) They are not important

7) What is necessary to improve marketing?

8)

a) Hearing
b) Listening
c) Research
d) Information

What will improve clarity when listening?
a) Interruption

b) Assumption

¢) Emotions

d) Rephrasing

It is possible to please everyone.
a) True
b) False
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10) Understanding
marketing success.

a) Customers

b) Marketing strategies
c) Metrics

d) Goals

is essential to
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