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SELF ASSESSMENT QUESTIONS
This self-assessment has been designed to allow you to test the understanding and knowledge that you have gained from attending the FASSET half day workshop on marketing and business development. It comprises 15 multiple-choice questions and should take you about 15 minutes to complete.

Note: each question could have more than one option as correct – choose all correct options for each question.

	Workshop Section
	Description

	3
	Business context of marketing and business development

	4
	Find your niche with the PMX

	5
	Your business naked

	6
	Your interesting introduction

	7
	Account management


Section 3. Business context of marketing
1. Which of the following statements is / are correct?  The marketing strategy:-
a. is derived 100% from the business strategy.
b. is part of the business strategy.

c. need only be written / updated once per annum.
d. should be restricted to be viewed by executive management only.

2. Which of the following statements is / are true under any and all conditions?:

a. Economic conditions / the economy always affect a business more than socio-political conditions.

b. A business that relies on word-of-mouth referrals as the only lead generation activity is doomed to fail if it doesn’t have a web site.
c. The overall impact of increasing interest rates on all businesses is negative.
d. A business’ immediate community is more important as a provider of customers than a supplier of skills and labour.

3. Which of the following statements is / are correct?  
a. The culture of most organisations should be changed to support the marketing strategy.
b. Executive leadership is ultimately accountable (but not always responsible) for the successful implementation of the marketing plan.
c. The office’s layout and appearance should be designed to enhance the success of the marketing plan.
d. A business’ vision and mission statements don’t have to be made public (eg. framed and hung on a prominent wall) to be effective.
4. The most important stakeholder(s) in the successful development of a business is / are:

a. Owners

b. Employees

c. Both

d. Neither

Section 4. Find your niche with the PMX
5. A business’ niche is:-

a. its key accounts ie. the most important customers with whom the business is currently engaged

b. when it holds the greatest share of the market ie. being the biggest competitor in a particular market

c. the top priority combination of all of the business’ product-market segment combinations
d. the top priority of the business’ market segments.

6. A business’ niche can be determined by prioritising all possible product-market segment combinations against the business’:-
a. vision, mission and values
b. CSFs

c. strategic objectives

d. owner’s required return on investment.
7. When planning a business’ priority niches, one should strive for:-

a. only one or as few as possible

b. as many as possible

c. any number of niches provided the business has (or can build) the capacity to generate sufficient leads and satisfy the maximum demand that can be expected from customers in all the niches combined

d. any number of niches provided the market segment of each niche is big enough to fulfil the business’ objectives.
8. The most important criteria in segmenting a business’ customers are:

a. it depends

b. demographics

c. psychographics 

d. buying criteria and buying behaviour.
9. The product market matrix (PMX) is a useful tool when doing market research and marketing planning because:-
a. of its simplicity and ease of use
b. it sets out all a business’ possible niches in a single view
c. it can be used for both looking back (eg. research and analysis) and looking forward (eg. projections, setting targets)

d. all of the above.

Section 5. Your business naked

10. Distilling the essence of what your business does and for whom should:-

a. be determined by and reflect the top priority niche of the business
b. look great in a marketing brochure or web site

c. be succinct and uncluttered

d. be possible to achieve in a short meeting and not need revising.
Section 6. Your interesting introduction

11. When formulating your interesting introduction for use at business and social networking situations, one should:-
a. plan to recite the script verbatim

b. write it on a cue card and keep this close at hand just in case you forget your lines
c. make it short so you can write it on the back of your business card (have a pen handy) after introducing yourself and before swapping cards with your new acquaintance

d. never end it with a question.
Section 7. Account management
12. Account management is essential for a business’ marketing and sales functions because:-

a. it mainly helps customer accounting by tracking invoices issued and collection of debts due to the business
b. focuses attention on top-priority customers

c. can help build and maintain mutually beneficial relationships with key customers
d. can help assure customer service excellence with important customers.
13. Determining what a key customer’s needs are and your business’ possible solutions to address those needs involves:- 

a. learning about the customer’s industry

b. knowing what the customer’s strengths and weaknesses are, in particular, their internal weaknesses that are also your business’ strengths
c. investigating how each key customer can / can’t help achieve your business’ sales targets
d. researching what’s important to your customer’s customers.
14. Key account plans should:-

a. be reviewed and updated on a monthly basis

b. exist for all customers, even if the customer is not a key customer
c. name the key people on both the customer’s and supplier’s organisations
d. be the responsibility of the key account manager who is responsible for implementing the plan

15. The overall purpose of prioritising a business’ niches and developing key account plans is to:-
a. keep boisterous sales types busy with administrative tasks to keep them out of the way of the other people doing the real work in the business
b. ensure the business maintains focus on its best customers and best products (services)

c. build awareness of which clients and products should not be pursued because they aren’t aligned with the business’ objectives
d. have attractively-bound reports that help account managers save face and executives feel good when turnover is below target.
ANSWERS
	Question
	Answer

	1
	b

	2
	none

	3
	all

	4
	c

	5
	c

	6
	all

	7
	c

	8
	a

	9
	d

	10
	a & c

	11
	none

	12
	b, c & d

	13
	all

	14
	a, c & d

	15
	b and c
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