. Study Guide Book

ZHOAHAEMETL PCM2| AIZHEE] 327K
epasskorealte| PCM*8H5 5t & Bzt ZIHl!

epasskorea




O|Z§ A F 2|0 www.epasskorea.com) C|X|EOAH|E! pH

Goodle Google Ads Boot Camp 22 / 52/ 12
9€ | _Google 242t GDN Zmo| RE!

Ads | - upagy o
Instagram O}3{|&! Master Course
- SNSE Hoj /10| 2Auxyd 2!

nstagnam. | _ o) x4 o5y

D‘h

£hoy M Z! Master Course

- 284 o

Power Bl Master Course
i) PowerBl | - ASxt2ted 2 ototof 3 GJO|EfA| 230 BEAN

- YT HEF 2APL

ADsP F712td +R A&
L - 27291 ADsP 253t 5

- Dr Will ¥ZI1 2454

TSR ALZ S B0

"_ Python Master Course

- O MEHO] Ol Ti4:!! Thoj

42 g3 age| REAN

=20

%.-.
$ &

- HE2 L AE

£9| 070-4340-1331 / cpa@epasskorea.com




Study Guide Book

ZHOFILRE7} POM-2] AIRHRE] BHZ7IX
epasskorealte| PCM8l& 5t & BT JIH!!

epasskorea




PCM® Study Guide

020 82 11
0204 8 18Y

X epasskorea PCM® ¢1713]
X O|mjAZ 2|0}
21 O|xHef
A MBA GSET ZRIZ 775 Ofl0|ASIOIHIZAE| 28 10045
3t 1600-0522
2 cpa@epasskorea.com
EH3S H318-2003-000119%

02 oz

* YRE S MR



SHOAEHE7 = 7H=2

PCM® Study Guide



UX"e EdlA o)l ZAte] 57, T 29 QIS AP E E
A= 5 oARS A wEA Wk Qlow, 3A YARFEEe

wslol 2ulxjel wAo] WSS FEsts 5 uRe B o

7]ate] Fae o) Pz

oy
N
O
il
(o]
g0
filo
pou
xS
i
i

TAPHARHEF PCMP2 ZAANA 71 A1l viA" o
AR Pl=rARE S (Mol A F=aTh= AlAlCIA B QF H=

AEUE PAY AFFSYUTE I3l Marketing Management
o AJ&ol| A Digital Marketing ©. &, X532 Sales Management,
Contents MarketingZ7}4] Al&&%2o0] 2HE= 5 FHs= v

g Exllee]] k=] ti$-shs ATl =

SfeRIoIA] POMPS: o) ALLICE SR AMILE, Aok
A1, K1, ohRelFIA 5 T 2A49] oIl POMEE
AP FFEE 5 A POMPS] Aue] HolAx vt
shAE S TSk vhAEiehE obd £81718] POMPE ME e 3

53 A3

A

A

4 M|



BE AFe] J"E% Sl ToluHAIEE #A9 dolwTt =
O AL BE FES 93k 7R o] AHS FH|E=
SAREANA el A8HE AE vE AT ofHA

A Rk 5 Q) I

AEIRA AFle) AL R gshion) niE QRe B
el Qe plER POMPS E3) nlAe B o214 7]
Hhe EE3] 31 o] AT el 2 meol € AU 5

3] BARE AT B S5 B A oA QR

PCM® 17} A]3
AlE A4S % 87H%~127H%ﬂ% 8 AR AR
2 AdYetk sHARE A4S el AFAAHA ﬂ]li—f{ AXES 4

A3] oA}t AL Ao, A 1000978 &=
A BYE EET o A= Ade] 2 4%“45}.

o
ﬂ
4
o
H
%
)
[\
OV
=
e
o
y
g
O
=
®
W
=

wHAEel] T TR Aok A, FEEviels, Jela BE ¢
FoA] Rl BoRE o B A T ARk POMES
$atlol, oglEel ] 71 Sesl ARTtRA Aels)
A 7\ Qg

S}
o}

epasskorea PCM® ¢1713]

epasskorea 5 h



Contents

|. PCM® X}ZNI=
1. PCM®0[2+? 14
* Special Section 1. PCM® A Brief History 15
2. PCM® R[50 e 16
3. PCM® XS FSXH 512 & 5lEH 16

II. PCM® A[SNI=
1. American Marketing Association (0|=20HE/&s]) 21
2. PCM® Al&7-M 24
3. PCM® A[EAIRZF Y MR 0t= 26
4. PCM® g271% 2 Ra717t 40
5. PCM® A& S(CEV) 40
* Special Section 2. PCM® FAQ 47
* Special Section 3. XfZA| PCM®S Q1&GH= ZLIS|A 50

. PCM® SAIEXR}
1. AN&Es 52
2. SAHIE 52
3. A[SEA 53
4. SAEHHER}F QM 54
5 M 63

* Special Section 4. Exam Tips 64




V. PCM® &%=t

1. PCMP ug7|gte| &

. Study Group2| &2

0 N OO o0~ WD
10
o

o o
o
o
0z
10
10
o>
fus)
H-|

. On—Line Program &2
* Special Section 5. Examples of Marketing Key Terms
* Special Section 6. Sample Questions
* Special Section 7. PCM® AK| A[2i51EH

65
67
67
68
69
69
70
71
72
78
86

OF M ANEEEELPN) epasskorea PCMP® 8 Z2 20| S

Il =X S7HS Ed 7HEIEE

Il stHo = 012 5H= s QR PCM® Masterbook
IV, PCM® 15 S/Z4X} Hi=H| w4

V. PCMP &24xt 47 LIE| 2F

* Special Section 8. PCM® &fzi4=7 |

92
94
95
99

101
106



PCM® A H|aAgle] 2H| X125

PCM®o|gk Professional Certified Marketer®2] oFzxlzA] Fg-Qln}A)|
EHEThel sfdsh ZAF oz I AYE Qb= 2pAZo)7)d
SARHAR AR LR S SUTE POMP AR AlAIA] A9
52 AP v AMAIA 2001958 E Aast g
nHAR ROk 18] AFAAAY YT

I. PCM® &0t
-+ 71%1e] BhAE, 71554
R E R e

- FxnhAe] Was Ay Rk

II. &2X @ AMA(American Marketing Association / Bl=v}AIRES] /

WWW.ama.org)

. PCM® S AIXA
AFENE A3 AALAL gl ST et e Ak
S| W EE AL AT POMT SAAE R
DR PEEE LR
» ARt 2 24w A

+ 7d obge] v 477

8 POM® A7l ma9le] 2R X245



PCM® Study Guide

APNEEEREERY

Exam 2as AlZE | Test BiAl Type

s :
PCMTMarketing | snosr | 3y | gelf Test

Management
_ Pearson ; ’
PCM® Digital . Multiple Choice
Marketing 12028 3H Vue Test (37x] 28 =38h
Center . 0/X
PCM® Sales - « 4X|MCt
=25t .
Management 1002 2H Self Test 5X|AIC}H

PCM® Contents

=
Marketing 10022 2H Self Test

* Self Test= 2212] PCE AlZtat S7H| M|2fglo] SAIPts
* PCM® Digital Marketing®| Z<= Pearson Vue Test Center2 SafiMat 2AI7ts

Exam S2A7|1E
PCM® Marketing Management 80%
PCM® Digital Marketing 60%
PCM® Sales Management 80%
PCM® Contents Marketing 80%
* 2 SoRIlN S M-S HST B2 oS

VI SAIEMES 1 AMA(Www.ama.org)

VI NS A% Hah= & CBIRZ SAI7Fs / 13] Al Al 33] §
| 7}

~

olf

epasskorea 9 h



PCM® Online X2 24 Ohj

I. PCM® Marketing Management
- B3 VoD

© ot
= PACINF, i
Marketinng\éIanagement All 11H Marketing
cture Management
Marketing l\ég\r/};@\:\lement Final 6H PCM® Ma+sterbook

I. PCM® Sales Management
o SFFHE] C VODESD
« g7k 37N

=A<
o SFIE

= FALINFd, fmby|
Sales Management All Lecture 12H Sales Force
Management
+
Sales Management Final Review 6H PCM® Masterbook

10 PCM® Online w22 720 QLY



PCM® Study Guide

II. PCM® Contents Marketing
« SH5EE  VODEI)
- S57IRE 30

=] A~
s SEHE

o= ZolAlzt
Contents Marketing All Lecture LEWH
Contents Marketing Final Review REWH

V. PCM® Digital Marketing
+ S14H) 1 VODE)
« SR 30

=] A~
s S5E

= ZelA|Zt
Digital Marketing All Lecture EHE
Digital Marketing Final Review EWH

V. PCM® On Line -&A0|E QHY
olmjA =20t
« FA T NSEEA| ZRIZ 775 0f0|ASIO[EIZAE| 28 10045
* CHETISH: 1600-0522
* FAX : 02-6345-6701

epasskorea 11 h



IHoAEEEI IR 7h=2

- MEW : X5HE 154 SSTE SR A 23 =5 10

Xlotd 28 2ei 6, 7H &7 =2 102

Hr

EH|0|X| : www.epasskorea.com

12 PCM® Online w22 124 OfLY




Section 1

PCM® Study Guide




. PCM® X1~ =

(1) PCM®o[2t?

PCM®-& w]=Zn}AE) 3] AMA(American Marketing Association)o]| A]
FI3= FQ) nA”RFAZ (Professional Certified Marketer) QLT
PCMPAIRLS 2001 753} Zjuttolla] D7|Ado s Ao
™ 2014\ wl=r Aol oJa) 34 SRR R JIAHUF U T
FuAF S AMAS AAA 71 2 oARES] F shieln
Aol YSIAL, 7fEATL, BRI 39 Ho] P AASS B
Foka Qlgrieh 23 PEE oA, H4 E gl o)
Heprg 2 s Beg g 4eaee) 7)aE A
[EA=rles

S

ol

PCM®2 @9} mjefe] g2t vAR &t 12lar SEetold
ol 49221 wloE A4} elE HAEeS BE 1
E(formal Education, professional Experience, successful completion of a cer-

tification Exam, adherence to a code of Ethics) S ZZ3TH= 718 T 9]

NGk AU, = A4ZFe A%

How FHHFE T
A9l LS vHAY Roke] Azg A3t AuE L e

-
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TS PCMPe] de] ITE mEt AuThe] Bg-olls aLgolt
S A ZpslE Fge Ao pCM® FARl= 244l <l
FMZ2 AFAH AAEL PCMP A1 S8 vz Aol 28

3= Zo] AikAgI)

PCM® A Brief History

PCM® A Brief History

“Earning American Marketing Association PCM certification represents the highest

standard of achievement for a marketer. When clients see the PCM credentidl, it
gives them the assurance Ihm yhe’! are working with a marketer who is highly
educated, experienced and ethical” - Scot Squires, MBA, PCM, Marketing Strategist

PCM First Launches

Developed by taskforce led
by 0.C. Ferrell, University
Distinguished Professor of
Marketing, University of
New Mexico [formerly
Department Chair, Colorado

State University).
B Official U.S. Re-launch

>> Updated body of
knowledge to be current

100 marketers achieve

the PCM certification in

the United States and
Canada

>> Refreshed exam test with
all new gquestions

>> Provided free practice
exams part of Study Package
purchase

PCM Launches e
Internationall !

: >> Converted the exam to an

>> PCM launched with ; on-line format
Morgan International

>> Customized textbook
developed

>> PCM preparation courses
developed in Middle East

t Annual PCM Week

>> Application fee waived all
week ($75 value

>> Online Blab with Q&A with
. PCM's

>> Free downloadable study
guide for Domain 5...and
more!

>> Re-write of exam
questions for global audience

>> Exams proctored

epasskorea 15 h
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SIAY X
Microsoft Executive Engagement Sales & Marketing
Lead
SAP Marketing Director
U.S. Army Senior Marketing Manager

Abercrombie & Fitch

Assistant Manager

U.S. Department of
Education

Instructional Specialist

Gallup

Engagement Manager

Johnson & Johnson

Manager, Global Syndicated Data & Insights

Philip Morris
International

Wholesale executive

KPMG

Director, Business Development, KPMG
Deal Advisory

Vodafone Egypt

Retail Sales Representative / Customer
service

SAP

GRC & Security Solutions Business
Development Principal, Global Center of
Excellence

Nielsen Vietnam

Executive — Retail Measurement Service

American Marketing

Community Content, Senior Manager

Association

Raytheon Business Development Manager
Business Development Manager, PayPal

PayPal Here SDK

BASF Crop Protection Marketing Analyst

HTC Myanmar

Head of Business Development

FindLaw, a Thomson
Reuters business

Team Lead, Direct to Consumer

18
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Hitachi Solutions India
Pvt Ltd

Deputy Manager — Sales and Marketing

City of Montrose

Marketing Manager

AICPA

Senior Marketing Manager

University of Idaho

Professor of Marketing in the College of
Business and Economics

2L PCM® 2ix} 315

SIAt

!
El

AMORE PACIFIC

CUNY

BNP Paribas

UCLA

EPSON Korea

University of Bath

FOREVER21

University of British Columbia

Google Korea

University of Wisconsin—Madison
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[: American Marketing Association (@IZ0HEES)

AM>

iz AR Es s AP Al s 2Ho 2A, 1937d 29

HHAE AT S (National Association of Marketing Teachers) @} W|=- w}

AMERICAN MARKETING
ASSOCIATION

AE AA}o|o]E](American Marketing Society)2] SHH O 2 RIS %
Qe 9 1 2o SkpiA) e o] o) Ay A
01597 AL Lok 4 Lt

=3k AN 7S B9 e wHAIR 8F1Q1 Journal of Mar-
keting(1936~)3} Journal of Marketing Research(1964~)E& -3)5}
11 )™, Journal of Public Policy & Marketing®} Journal of
International Marketing= Z}Z} University of Michigan¥} Mich-

igan State University=-E] {14=5}0] el FQujck

T AAARA EEEE v elE vige Xerk:
et} 20079l AMA oJA}3]el] ol A=) 2017 3] A
F21E vHAEe] A= tha-3 Ut} “Marketing is the ac-

epasskorea 21 h
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S

tivity, set of institutions, and processes for creating, commu-
nicating, delivering, and exchanging offerings that have value

for customers, clients, partners, and society at large.”

SRS A w7 deld Qs TR Anakeing moZhs
8ol 1953 m=mrAR Y] 37l AYE d BEWNeil H Bor-
dens] HQARIA T B

2001 Professional Certified Marketer(PcM®) z}ZA5-& 7ldts}
o AG7H] Aoz g3l 2 9lom, 2017 dR]E-
B Digital Marketing=- 20191 “JHF7|5-H Sales Management2}

Contents Marketing AH455& F7F= g8kl ssHrk

AMA Mission
The American Marketing Association strives to be the
most relevant force and voice shaping marketing around

the world, an essential community for marketers.

In 2015, the “Next AMA” launched four transformational

strategies for its North American operations:

1. Committing to Service Leadership to customers, mem-
bers and stakeholders.

2. Providing a proactive, differentiated and modern voice

22 Il PCM® AIEH|=
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for a single unified, One AMA brand, One AMA Com-
munity,

3. Establishing an Intellectual Agenda that is harmonized
across all platforms and channels based on an editorial
strategy to feature the tension between Best Versus
Next Practices™,

4. Building a personalized and connected Marketplace of
knowledge that engages the AMA in a single commu-
nity always on, always connected --- One AMA Com-~

munity,

* AMA Contact Information
American Marketing Association Professional Certified Marketer Pro—

gram
130 E. Randolph St., 22nd Floor, Chicago, 60601, USA

Phone : 1.800.262.1150 (toll-free in U.S.)
E—-mail : pcm@ama.org
Website : www.ama.org/PCM
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(2) PCM® A7

PCM® A3 Marketing Management, Digital Marketing, Sales
Management, Contents Marketing®] 47}& Aol o, 72}
2~ 370 Ao ST IRe] 877 izl 470 Al 94
< FeiMe 87iE ~ 1do] ggunt sHAIT & 4709) Aldo]
7zt e A7) vl 47] AlEE el SA1E Hee
sH

52

=5k Marketing Management, Sales Management, Contents
Marketing& AMA X0 2 24313l 312, Digital Market-

ing?F DMI(Digital Marketing Institute) | A $]&F -8} 51Tk

PCM® A& CBT(Computer Based Testing) 2 Z18%]| 71 9lom <l
Sh= sk Aaold] A@SAPE ZFsEIT, AREARE Mar-
keting Management 150+=3}, Digital Marketing 120-#-%}, Sales
Management 100+, Contents Marketing 100#&0. 2 145
oj9lom, Zze] FAl= O/X, 4414t 5AATH FEjE /350
P!

A2 shiolm, Algwic} Asizl AlzHMarketing Management 313,

Digital Marketing 347}, Sales Management 24|} Contents Marketing 243}

B AV SAEYLE IF A= Alkte]l 2o |E UL =
=]

@ 0 BAZ 7] Qo wEA] Ave Fo)sok ok, FAIR
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< A Fl8) A BAR Eok S gtk Alge 100%
SloZ JPEH, Yoz FaolM A stk

PCM® MM PCM® DM PCM® SM PCM® CM
Exam 150 Multiple | 120 Multiple | 100 Multiple | 100 Multiple
Structure Questions Questions Questions Questions
Exam 3 Hours 3 Hours 2 Hours 2 Hours
Length
Exam A& B8 FHIZ &S
Results Al 28 Al 15U S MSA 7Hs

T3 AIFSALE 913 A 832 flssHTh

SARE ko) e HAaFFo wS il AFS BA3 pPCMP
SAARE FFCL

- SALERS] 2 49 wiAY JFEd

« AAlEke] 2 2 piAE AFAE

« 7 ode] miAR AFEH

epasskorea 25 h

w
@
Q
=,
(=}
=}
—

apInY ApNiS eNOd



(3) PCM® AIEAIZHY Mg ATt

[. Marketing Management

/\ M > Professional Certified Marketer®

PCM® Marketing
Management

At HE] FALOIAY tifi A9 gEjo] AL, ARI7TellA|
PCM® Marketing Management= FH3 vlAR] Ao 2

BRF AL BAFT & T 5 Uik

i. PCM® Marketing Management Body of Knowledge
Al ves= FAI= o3 2] 8709 Domaint 26719]
Topic © & Wk

Domain 1:  Marketing Strategy

TOPIC1. Marketing Management Fundamentals
TOPIC2. Market Planning and Strategy

26 1I. PCM® AI&H|I=
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Domain 2:

TOPIC3,
TOPIC 4,
TOPICS.

Domain 3:

TOPIC6.
TOPIC7.
TOPICS.

Domain 4:

TOPIC9.
TOPIC 10,
TOPIC 11,

Domain 5:

TOPIC 12.
TOPIC 13.
TOPIC 14,
TOPIC 15.

Domain 6:

TOPIC 16.
TOPIC 17.
TOPIC18.

Domain 7:

TOPIC19.

Global, Ethical, and Sustainable Marketing

Issues in Managing Global Marketing
Ethics in Marketing Management
Sustainability in Marketing Strategy

Managing Information for Marketing Insights

Market Research Fundamentals
CRM
Data and Marketing Analytics

Buyers and Markets

Consumer Behavior
Organizational Buyer Behavior
Segmentation, Targeting, and Positioning

The Offering - Product and Service

Product Strategy

New Product Development
Branding Strategy

Service Strategy

Manage Pricing Decisions

Pricing Objectives and Strategies
Pricing Tactics
Execute the Pricing Strategy

Deliver The Value Offering

Channels

epasskorea 27 h
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TOPIC 20.
TOPIC 21,
TOPIC 22.

Domain 8:

TOPIC 23,
TOPIC 24,
TOPIC 25,
TOPIC 26.

Physical Distribution
Logistics
Supply Chain Management

Communicate The Value Offering

Promotion Management Basics
Digital Marketing

Social Media Marketing

Legacy Promotional Approaches

ii. PCM® Marketing Management Textbook

MARKETING ©
MANAGEMENT

GREG W. MARSHALL | MARK W. JOHNSTON

HI= . Marketing Management 3rd Edition
XXt : Greg Marshall and Mark Johnston
ISBN10 : 1259637158 / ISBN13 : 9781259637155

Page : 432

Copyright : 2019

28 1I. PCM® AI&H|I=
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iii. PCM® Marketing Management Exam Fee
* AMA 391 © $249
*© AMA H|2]9] : $349
« 18] iz A1 33] §4 7Fs

II. Digital Marketing

Limited Time Offer

SAVE 30%

DIGITAL
MARKETING

D 1“|: )
= LNSNEL/

AR FWsts oYd viARE 2de] digk olsiE HAE
ghcl PCM® Digital Marketinge- AMAS} Digital Marketing
Institute?+e] FFEUAS B3l 8= 4 A AMA®} Digital

Marketing Instituteol| 4] Z}2te] AHA5S A5 5 JFUTh
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i. PCM® Digital Marketing Body of Knowledge
Aol ko= A= vt 2ol 10709] Domaint 537]9]
Topic©.% LTk

Domain 1:  Introduction to Digital Marketing

TOPIC1. Principles of Digital Marketing
TOPIC2. Developing Objectives
TOPIC3. Connecting with the Customer
TOPIC4. Digital Research

TOPIC5.  Cultural Research

Domain2: Social Media Marketing

TOPIC6. Key Social Platforms for Digital Marketing

TOPIC7. Growing and Engaging an Audience

TOPIC8. Developing Data—Driven Audience and Campaign In—
sights

TOPICY.  Setting up a Social Media Experience for a Business

TOPIC10. Creating and Optimizing Social Media Campaigns

Domain 3:  Paid Search (PPC) using Google Ads
TOPIC11. Fundamentals of Paid Search
TOPIC12. Search Campaign Management
TOPIC13. Paid Search Campaign Measurement
TOPIC 14, Paid Search Campaign Creation with Google Ads

Domain4: Email Marketing

TOPIC15.  Email Marketing Fundamentals
TOPIC16.  Email Design
TOPIC17.  Testing and Optimizing an Email Campaign

30 1. PCM® AIRAI=
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TOPIC18. Tools and Strategy
TOPIC19. Creating an Effective Email Campaign
TOPIC20. Marketing Automation

Domain 5:  Analytics with Google Analytics

TOPIC21. Web Analytics Fundamentals

TOPIC22. Creating and Configuring a Google Analytics Account
TOPIC23. Monitoring Campaigns with Google Analytics Reports
TOPIC24, Setting Goals with Google Analytics

TOPIC25. Analyzing and Recording Google Analytics Data

Domain 6:  Content Marketing

TOPIC26. Content Marketing Concepts and Strategy
TOPIC27. Developing a Content Marketing Plan

TOPIC28. Publishing and Distributing Content

TOPIC29. Using Content Research to Find Opportunities
TOPIC30. Creating and Curating Content

TOPIC31. Metrics and Performance

Domain 7:  Search Engine Optimization (SEQ)

w
@
Q
=,
(=}
=}
—

TOPIC32, SEO Fundamentals

TOPIC33. Keywords and SEO Content Plan
TOPIC34. Measuring SEO Performance

TOPIC35. Aligning SEO and Business Objectives
TOPIC36. Optimize Organic Search Ranking

Domain 8:  Display and Video Advertising

TOPIC37. Fundamentals of Display and Video Advertising
TOPIC38. Google Display Network and Video Ad Formats
TOPIC39. Creating and Managing a YouTube Channel

apInY ApNiS eNOd
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TOPIC40. Creating Display and Video Campaigns
TOPIC41. Targeting Display and Video Campaigns
TOPIC42. Measurement and Optimization

Domain 9:  Website Optimization
TOPIC43.  Web Design and Website Optimization
TOPIC44. Design Principles and Website Copy
TOPIC45. Publishing a Basic Website
TOPIC46. User—Centered Design and Website Optimization
TOPIC47. Website Metrics and Developing Insight

Domain 10: Digital Marketing Strategy

TOPIC48. Digital Strategy Fundamentals

TOPIC49. Setting Strategy Objectives and KPIs
TOPIC50. Digital Strategy Research

TOPIC51. Developing a Creative Strategy

TOPIC52. Executing a Digital Marketing Strategy
TOPIC53. Communicating a Digital Marketing Strategy

ii. PCM® Digital Marketing Exam Fee
« AMA 3¢ : $249
* AMA H|3]¢] © $349
* 18] 7= A1 33] S 7hs
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II. Sales Management

A M > | professional Certified Marketer*

PCM® Sales
Management

FHI rHAEE AR o EaeiAaL glom Al ke
o 732 A5 Sh o] T oA B AEahen
o tfgt olafi7} H 3tk PCM® Sales Management Al 3

o] QA 7% D AL 99 5L HlAEghY,

AN

w
@
Q
=,
(=}
=}
—

i. PCM® Sales Management Body of Knowledge
Aol Yes= FA= okt 2ol 871e] Domaint 19712
Topic.©.% Lo} HUh

Domain 1:  Basics of Organizational Selling and Buying

TOPIC1.  Personal Selling
TOPIC2. Organizational Buying
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Domain 2:

TOPIC 3.
TOPIC 4.

Domain 3:

TOPICS.
TOPIC 6.
TOPIC7.

Domain 4:

TOPIC8.
TOPICS.
TOPIC 10.

Domain 5:

TOPIC 11,
TOPIC 12.

Domain 6:

TOPIC 13.
TOPIC 14,

Domain 7:

TOPIC 15,
TOPIC 16,

Linkages to Marketing and The Organization

Customer Relationships and Strategies
Organizational Relationship

Organizing The Sales Force, Forecasting, and Quota
Development

Organizing the Sales Force
Forecasting
Quota Development

Salesperson Performance

Branding & Packaging Decisions
Products & Services
Motivation

Sales Force Composition

Sales Force Personal Characteristics & Sales Aptitude
Sales Force Recruitment & Selection

Sales Force Training

Sales Training
Retailing and Multichannel Marketing

Salesperson Compensation and Incentives

Incentives and Compensation Plans
Sales Contests, Expense Accounts, and Nonfinancial
Rewards
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Domain8:  Evaluation and Control of The Sales Program

TOPIC17. Cost Analysis
TOPIC18. Evaluating Salesperson Performance
TOPIC19. Objective and Subjective Measurement

ii. PCM® Sales Management Textbook

Fifth Edition

Contemporary Selling
Building Relationships, Creating Value

Mark W. Johnston
Greg W. Marshall @R

H|= : 5th Edition Contemporary Selling — Building Relationships,
Creating Value

XX} : Mark W. Johnston, Greg W. Marshall

Page : 414

ISBN : 9781138951235

Copyright : 2016

(%
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Q
=
o
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©0©

SALES FORCE
MANAGEMENT

Mark W. Johnston
Greg W. Marshall

@R

A= . 12th Edition Sales Force Management — Leadership,
Innovation, Technology

XXt : Mark W. Johnston, Greg W. Marshall

ISBN : 9781138951723

Page : 466

Copyright : 2016

iii. PCM® Sales Management Exam Fee
+ AMA 3]$] : $249
* AMA H]3]9] : $349
* 18] Fi= A1 33 SA] 7hs
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V. Contents Marketing

/AM>> | Professional Certified Marketer*

PCM® Content
Marketing

TEE FAE AbolollA $-2]9] HBals =IAT|AL Aok =2
o] ZAl=7E Fas AUt PCMP Contents Marketing A
A2 ez At A8 A= AF, Ak SH B SA] B8
g 719 SEES HAEG

| UonIas

i. PCM® Contents Marketing Body of Knowledge
Aol o= FAE ot 2ol 5719 Domaint 2674°]
Topic &2 Lprle] [k

w
®
2
o
=]
N

Domain 1:  Strategy (20%)

TOPIC1. Content Marketing Foundations
TOPIC2. Content Marketing ROI
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TOPIC3.
TOPIC 4,

Domain 2:

TOPICS.
TOPIC 6.

TOPIC7.

TOPICS.

TOPICSY.

Domain 3:

TOPIC 10.

TOPIC 11,

TOPIC 12.
TOPIC 13.
TOPIC 14,
TOPIC 15,
TOPIC 16.

TOPIC17.

Domain 4:

TOPIC 18.
TOPIC19.
TOPIC 20.
TOPIC 21,
TOPIC 22,
TOPIC 23,

Learning Content Marketing
UX Foundations — Content Strategy

Planning (20%)

Content Marketing — Staying Relevant
Creating Better Blog Content

Create an Editorial Calendar
Developing Visual Campaigns
Learning to Run Webinars

Production (20%)

Content Marketing: eBooks
Content Marketing: Photos

Content Marketing: How to Podcast
Content Marketing: Blogs

Content Marketing: Video

Creating Better Blog Content
Writing Headlines

Learning to Write Marketing Copy

Promotion (20%)

Content Marketing: Newsletters

Content Marketing: Social Media

Jonah Berger on Viral Marketing

Marketing Foundations: Influencer Marketing
Marketing & Monetizing on YouTube

SEO Foundations
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Domain5: Measurement (20%)

TOPIC24, Content Marketing ROI
TOPIC25. Google Analytics Essential Training
TOPIC26. Marketing Analytics: Setting and Measuring KPIs

ii. PCM® Contents Marketing Exam Fee
« AMA 3]¢] : $249
* AMA H|3]el : $349
- 13] 7= A9 33 §A] 7k
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Q
=
o
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—
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| ZropIENEtR THeY

(4) PCM® 2Z7I= U 35712

47152 Marketing Management, Sales Management, Con-
tents Marketing2 217} 80% o3 S4dloF 48 4 o

Digital Marketing%+ 60% o4 S33pH gzo] 7Fsghch

PCM® MM | PCM® DM PCM® SM PCM® CM
Pass 80% or 60% or 80% or 80% or
Criteria higher higher higher higher

7} THRloA 54 A
nlR} AlFHGS w5

BN 15%0] Aahel ThA] ARl AR 4 Qsriick

F2 457 Pt glor, Age] Eibd

PCMP 2pAZ0] a8E fAI8k7] 91al, 3dnbt 40 Unit(z Unite-
& A7k Axe] FEAUh o] BEWSS o)Fsjof Fhth BynSS

AR 4, ofElE 1, 14 A At FAkes Aklo] 7]

o3 = Q= Ve F o T vk o= 1Ko] Hutk
Self Directed or Online Coursework 25 Units
Instructor — Led Coursework 25 Units
Conferences and Seminars 20 Units
Speaking and Instruction 10 Units
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Research and Publishing

10 Units

Annual AMA Membership

1 Unit

* Maximum Allowable Units within the 3 Year Renewal Period

« Self Directed or Online Coursework : Ztl| 25 Unit

- W& Sl ARERE 1ARTo] 18P o = 91
- ol / vyt

- SPIAE

- 3}418] 9] (Video Conference) 2 oWl E

- JIHAE

_ aﬁ?]}etﬂ}‘

« Instructor — Led Coursework : 2t} 25 Unit
- ot 2 vt
- PPE Amdhs Edlold e 9134

- AP Amshe Lokl

 Conferences and Seminars @ Zj 20 Unit
- 7} A Al
- 54 o FAlol digk AR 2
- Leadership AHHAA

w
@
Q
=,
(=}
=}
—
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« Speaking and Instruction : Zt}] 10 Unit
- msah 7o), A slRolre] 3 719 & 213
- oyt

- Industry Conference Z#@|AlH]o]A

¢ Research and Publishing : Z|t}] 10 Unit

- 8+<&X|(Journal) = A 7)718YE(Periodical)ol] t=F-28Y (g

- AR FA| R 3 = (Writing) BE= 38 (Publishing)
- Article B2 Z=42HCo — Authoring)
- CEUY] E-3%9] H3sls}+= w834 (Course) 7

 Annual AMA Membership : Zt}] 1 Unit
AMA AJAE] HellA] AlSSCEne] 271 7]15°] FAEY:
AMAZSE 5918 WSz, a4 w= Pj2eS 5
& d& CEUE AHs0. 2 71251, AMA £5-04 9 CEU
< Al&Elel 23 71530 Syt

CEUZ 7]123}7] 9J8iA1= PCM E80]A] [My Transcript] %
2] 3 [Credit]E AE3F T4 [Add CEU Activity] S A€}
W HYch 99 Al Z7be] CEU &59 e As =3
oFgtt.

gy

A% 7841 ol 3d Wol] 54 CEUE gyt
(2 Z4e) ) 5182 A Unitd: Z2395)0] 94%A] guth)

42 ||. PCM® AISHI=



Section1 PCM® Study Guide

+ CEU 7|&

1. www.ama.orgel|x] Z1e1ght}

2. #Hlo]x]

AM>

MEMBERSHIP

TRAINING v

AMERICAN MARKETING
ASSOCIATION

PUBLICATIONS v

( searchama.org

TRENDING ~

ABOUT v

22 gt g ) ARE 2

LOGIN JOIN AMA

Search the Community.

SEARCH

© v -

@ e

Test Account
Customer

Name

Test Account

Influence

Following Followers
0 0

Posts  Comments Likes Received
0 0 0

About Me

Groups

o]

Email
test@testorg

Phone

Address
United States

Mobile

Company Name

Industry

Files

&, Upload Files

Or drop files

G

Title | currently work here
From - Month From - Year

To - Month To - Year
College/University Degree

Followers

Following

epasskorea 43 h
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4, Certification(9%)& £33} t}-5 PCMP Q152

e theCammurty. El -

PURCHASES ~ MEMBERSHIPS | CERTIFICATIONS

MY CERTIFICATIONS

CERTIFICATION NAME INITIAL COMPLETION DATE EXPIRY DATE STATUS

PCM Digital Marketing I 1/31/2019 12/31/2021 Active

View All

Click here to navigate to the Certification Portal

MY SETTINGS  PAYMENT SETTINGS

My Settings

ACCOUNT DETAILS

5. CEU Activity 715 S€/34th

Search the Community.

Certification
PCM Digital Marketing

l Add CEU Activity ] IPurmase Recertification ]

v Certification Details

Contact Initial Completion Date Expiry Date Status.
Test Acc 1/31/2019 12/31/2021 Active
Click here to go to the Certification Portal
DETAILS  RELATED
Certification Name Contact
PCM Digital Marketing Test Account
Status. Initial Completion Date
Active 1/31/2019
Expiry Date
12/31/2021

Score Total Approved CEUs@
100.00 0.0
Number of Attempts@
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6. CEU AlR-ARE s}l Save )< Sk

Add CEU Activity

*CEU Activity Name

[ AMA Digital Marketing Virtual Conference J

*Requested CEUs @

[ 1

Activity Start Date
l 10/2/2018

* Activity Completion Date

l 10/3/2018

*CEU Category

’ Conferences and Seminars .4 l

Description of CEU Request
m L EEE

In today'’s fast-paced world, how do you make yourself future proof? You
become a digital marketing expert. At AMA Marketing Week's virtual event,
you'll be immersed in two days of inspiring, future-thinking programming
from the top minds in the industry.

111}

Topics we'll cover:
-Voice Search

-Artificial Intelligence
SEQ 8 SERM

-

(%
(0]
Q
=
o
=]
—
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PURCHASES ~ MEMBERSHIPS  CERTIFICATIONS

MY CERTIFICATIONS

CERTIFICATION NAME INTIAL COMPLETION DATE BPRY DATE stATUS

PCM Digital Marketing V312019 12/31/2021 Active

View Al

ALL CEUS

CEU ACTVITY NAME CERTFICATION REQUESTED CEUS statUs

'AMA Digial Marketing Virtual Conference PCM Dighal Marketing 70 ‘approved

"
Click here to navigate to the Certifiation Portal

= of=ol L= 3=35 Of O| X =]
2l oheed M 3E7h SIS CEURE QI ELICE
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Special Section 2
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=X[21 Journal of Marketingzt M7l 22{2] OtAE! sh=X[@1 Journal of
Marketing ResearchE &élist= RILICt OHFHIE0A 0HR SESH 'O
g ojARt= B0{= 0|Z0MAIERS|Q] 31&0| FAUAMM MS2 = St el
Ct.

Q_ PCM® xtHZE FIS5HH ol £2 Fo| US7e7?

t SISESRIEE =

8PXI':'* OHAE XM-ES LfEfLH E o+ U= 71 FopERl gl
SLICH st ol OE 20N E2 SFES HUTID TEEQ
DHﬂE' X|Ao| BF F7ie? J#X| &L Tt 8 S17] 13~153|(3A[ZH 7
o| S otCix SHX|ZH FZHOAL, 7|ZAL BEE SS M2lotH AtM u

T LSOl Rt Ak 4 gt AFYLICH

ZUjofl 2 7Hx] OpAIE XE2Z0| QW1 BiLic
SiRIEH AR AL Ztiloll LIS 22 AlZio] Zaln, SHEE o wou,
AIZIE 1400 B 1 5ol SL&LICH ABIZAZAARS DBiIEo] F8tS Cizs
2A01 ofLi2h ZNSAL SASIAe| Lixol R AL, Lol
2 IZIRHES Rzl W Hm, XILKIH Aok HIEE ¢

rI

=

0

PCM® XIZ50| 7hs 2 Bae, K5 FSAt] 712801 HIALIA Sojf Al

JLict 228 HIELA 012 90%= OHAIE 01 &Lch

L 9
— A
EEIHHE'%OLE AfSHH S2H HIZLIAS G2 2 8 4= US AYILICH

epasskorea 47 h

apInY ApNiS eNOd



StRIEE S0f ssfo] 820] FR BUE Fxje B, Ban A= g

= A
40| ofL2t DHﬂ aLict. OAIERt & ofsistH S0l EX7t =
a

_ 22[LI2toM B0| QIEElE XHABUIIR?

Sixf 0l el L2 UX|= LXTH =2 wE S=2 7|t 7Helof 2Hat
T 0 UELICEH SKEZEWMES| ALY SA! XHAS & SHLE K- Sy
X 250| 326t 1, BCZI=0lAME O] Al CHH|E {{st 2hFo| E:
SLCt st MdOE, SIAISAIE, StstaE, ObZ|mAE el ALK
2AMoll PCM® X1ZZ HS0E MEHO| 7HSBILICH RHZALO|E AlZfelol=
PCM® XtziZ HQ0{2 Mefo| 7HsEiLICt,

olmjAZ2|otofl M= PCM® EE-

=
=S .
EfI3E #U5| 7tSste 2X|=8 0|1 USUCH

bl
J

4

T

A SAl XHA2 ofEA ELtL
9| SA| Alet #EOILE XS e 222 ASLICH opAEo] 2telo] U
ZE 2SO0 PCM® Xt FS9| 718|7t Hai UBLICH

rr m!iE

XIZ7HX| BZRHE 2 HO7IR?

Al 5 3f DIZ0IA2H 1003 O[4t2l BIZIXI7E LIZKSLICE K12 1743 M 2
= 242 DRfEHH of 1~ 233 MU} BRI US HOR OMELIC 2
2|Ltatol A= 202041 68 712 28001 Hol X125 HRAD UgsLIC

=2 o 250| S26tALITI?

TR, LGTAL, LGCNS, afdC|AS2|0], KT, SKH2|Z, SKEZ =4
C S IT71g4, 32, GSK, St=310|xt S X27|™, a2/ 3M, SAP,
IBM, Duracell, Medtronic, O|AE| 2 & 2= 7|, T2/ SA7(|Y
THX| Cidet AHEHO| QUELICE CHEME SATt 7HSaHR[HA A2 2 st
HIES0| 37| 71 A2 2 ol &fELCh

48 |I. PCM® AISH|=



Section1 PCM® Study Guide

FTal
H
mo 3
4 ®
N 32
a
z ks
B

o

>
200 o

AR S5 A SAIZH 7t A HIAEQJL|CE
Pearson Vue|A SA[aH0FsH= Digital Marketing= XM|2/8t Marketing
Management, Sales Management, Contents Marketing A& 7|
2o2tH XAI=2l 2= stofl AIRE = 4= A1, oM ARESAIZt 7HsE

Lic.
=
WAL 21 TO|mHE = AlZto] StELICt

OfAE 7|=X[A0] lo= AMAXR! sts
29| L iLct X

Al
= —
2 ARIBHHM 2 3 8120 71 S Ll BAAIR. of2iE ol EE

—1
[=]

HI
n un
2
&2
g
i
n
O
4 to
9
ot
rlo
Ral
oy
rot ok mjo

epasskorea 49 h

apInY ApNiS eNOd



- -
. XA PCM™ S 2IH5k= Li2|A}

i . MMOE ZEAO|E(https://www.samsungcareers.com)

- 716 2D ph A2/

Yo A28 24 X B Amgs  am

Haases

usun

Haus

Heuu +42Y

s4us
No

+qus

4448 gy

ii. YIRS X} XH A0 | E(https://recruit.hyundai.com)

50 1. PCM® AI&IN|=



Section1 PCM® Study Guide

iii. 2t2l1E MEAOIE

Hanwha Hanwha Dream Meet  Apply
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AMA 3|90]9)8- 7-$-9} AMA 3| o] ofS 74$-ol] Fello] ot
2HE AJASA] Hol| AMA 3197190S o2 As)] FAMoF
Utk

PCM® AISISAHIE MM ‘ DM ‘ SM ‘ CM
Undergrad
Membership $4.17 / month
AMA Professional
l\f}iﬂieirlsgﬁoﬁ;e or Academic $12.42 / month
2%—?—01I‘:'53H'23* Membership
Group
Membership $12.42 / month
AMA Member $249
Exam
Registration Fee Non AMA
Member $349
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BLck

EobX| phELIC

Step 2 AMD | zizznggeserne

ASSOCIATION Search amaorg Q) toGN | JoNAMA

COMMUNITY +  TOPICS +  JOURNALS - RESOURCES +  ABOUT ~ ’

2020 AMA International
Collegiate Conference
March 12-14

x|, 0|Z01|2H2I(AMA) SHO|X|ofl H&LIC
JOIN AMAE 22/3iLIcH

Step3

JOIN AMA

JOURNALS ~  RESOURC AgouT

AMA Membership

Existing Member AMA Member
- Asces 10 all AMA conteat
« Unlimired AMA joural
digil access

16 you have a membesbipand have ot logged nsnce February
1 o

Jr—

AMA 7| E 3|2(0] OfL|2tH
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Step 4

+ orperson nenworking
oppormnitis through AMA
Tocalprofessionsl chaptrs

peoplejoming? Lecrn abou o gz

Step 5

Gidong
hdnong@naver.com

susmiT
‘g, 01§, o|Hlg, 32|10 HAQIES AUATILICE
THAQIE= £|4 8} 0]40]0{0F 531

k
=&, HEX, ARAE 2F Z2EH0F BfLiCh.

Step 6

/\ M > s RICANIMARKEZING h ama.org LoGouT MY ACCOUNT JOIN AMA

ASSOCIATION

COMMUNITY TOPICS v JOURNALS v RESOURCES ABOUT

SelctaCommu.  ChooseAddOns  OrderSummary  Payment Confi  Update my Profle

Choose your membership type.

AMA Membership

Select a termlength.

o

Product Name Description Price

O 1-YearMember UsD 30000

O 2-vearember Sove 10 percent! UsD 54000

S| otlS OpX|M 20010 E HEI} |,
AMA 3|H|E 5 oh= H0|X| 2 ZiL|ct.

o[H|E EHEOEX| ORI T CHS QILHE M2t FAIR.
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Step 7

AM> |2

COMMUNITY

TOPICS v

MERICAN MARKETING
SSOCIATION

JOURNALS

Search Community O s

LoGOUT MY ACCOUNT

MARKETER'S TOOLKI

GUIDES & EBOOKS

Selct a Comm|
Ghooss your membership type.

AMA Membership

MARKETING SERVICES SEARCH

Update my Profile

Product Name Description

acadermics.

Price

O 1-Year Member

USD 30000

O 2-vear Member

Save 10 percentt

USD 54000

2| 0|91 Bl40]lA Resourceso 0

SHEL 0| =0l M Professional Certified Marketerg 2

ox

oAz gal s

=
28t

JOIN AMA

Step8

AM>

COMMUNITY ~  ToPICS

JOURNALS «  RESOU AsouT

NE
Professional Certified Marketer*

LOGOUT MY ACCOUNT

JOIN AMA

Step9

PCM* Content
Marketing

Onlythe best ontent stands ovt in aclutered

‘marketiag world. Pasing the PCMIE Content

Marketing exam il help you show you have the
ot

PCM" Marketing
anagement

As & member of asmall team, a leader of  large.

department or s entreprenen out on their

own, PCM® Marketing Management is a way o
ed

« Use Conten for Effective Lead Gea
+ Align Content with Marketing Funnel
+ Ediorial Calendar Design

+ Marketing Strategy
+ Global, Ethical, And Sustainable Marksting
+ Managing Information for Marketing Insights

« Multi-Chanael Content Creation

+ SEO and Distribution Best P

+ The Offering - Product and Service

* Metrics, Measuremeat, and Optimization

+ Content Marketing ROT

+ Deliver the Value Offeing

+ Communicate the Value Offeing.

PCM Marketing Management St&

S2gLict
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Step 10

Step 11

Step 12

Register NowE 22|5l0{ Al §5 H|0|X|2 ZL|Ct

Marketing Management Certification

AMA Member 249
We created a program that's a flexible as &

your schedule but rigorous enough to
prove you have the knowledge needed to ou bt ek $349
advance your marketing career.

This is the pioneer certification from the
AMA and is trusted by hundreds of
professionals

PCM ~ MM 0| x| 2]L|C},

Do oy FiEaSE GG TEVIER IS CUNTITIGHIY B1aS FIvaty Funcy
ensure you are fully informed of our privacy practices. The Community Brands Privacy Policy
can be found here: https://www.communitybrands.com/legall.

At YourMembership (“YM, “we", “us’, “our”, o the “Company’), we are committed to
protecting your privacy. This Privacy Policy describes the types of information we collect about
users of our websites and is designed to help you understand how we collect, use and
safeguard the information you provide to us and to assist you in making informed decisions
‘when using our Services. This Privacy Policy also describes (1) the measures we take to
safeguard the information we collect and (2) your rights and privileges concerning our
collection, use and disclosure of information about you.

‘This Privacy Plicy applies to websites owned and operated by YourMembership, including,

but not limit rmembership.com. Throughout this document, this website, all
ted websites, and affiliates with links to this policy will be

/e “Websites". Services provided by or enabled via the Websites will

Copyright © 2020 American Marketing Association.
Learning Software Powered by YourMembership.com®

Hong Gildong = Y

NV || Frsat=to

AMA PCM Markefing verage Rating:

) Home Management Ex; or e drdr e Excellent (16 votes)
$349 for non-members

AMA members (includs

attempts) | Buy Now

Keywerdts) marketing management, certfication exam

the leader . you need a ful

Prove ] by becoming Marketer® in

your own time and
the PCM

1 , strategy,
global marksting, ethics, analytics, research, behavior, branding, pricing, distibution, digial and social media
marketing, and more.
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Step 13

AMERICAN MARKETING (o= \
/\M> ASSOCIATION ( Search amaorg ) LoGouT

MY ACCOUNT JOIN AMA

COMMUNITY v TOPICS JOURNALS RESOURCES

Search Community

@ rocaonc~

P ——— hoose Add

Click "Next" o confirm your product selection

Product Name Description Price

@ PCM Marketing Management

Certfcation Exam USD 349,00

AMA 3| 210 OfL|H 3492 YUL|C}. NextE &

L|C}.
v v Order Summary Payment Confirmation
Below is your Order Summary. Review your items and when you are ready to pay, click Next.
STATUS ORDER NUMBER EFFECTIVE DATE
Draft 00203158 Dec 23,2019
NAME QUANTITY PRICE
PCM Marketing Management 1 USD 349,00
ul i I A
TOTAL AMOUNT USD 349,00
[ KRqwe53 ] Apply

Step 15

v v

Below s your Order Summary. Review your items and when you are ready o pay, click ‘Next.

Payment Confirmation

STATUS ORDER NUMBER EFFECTIVE DATE
Draft 00203158 Dec 23,2019
NAME QUANTITY PRICE

PCM Marketing Management 1 USD 349.00
KIME Discount Code 53 1 -USD 349.00
TOTAL AMOUNT USD 0.00

KRqwe53

Success! Your code has been applied.

(] Save my order and pay offine

}H -34950| HEE|0] 0H 22 ZXDt ElL|Cf. k
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Step 16

Success! Your order has been activated
Order Number 00203158

STATUS ORDER NUMBER EFFECTIVE DATE
Activated 00203158 Dec 23,2019
NAME QUANTITY PRICE
PCM Marketing Management 1 USD 349.00
KIME Discount Code 53 1 -USD 349.00
TOTAL AMOUNT USD 0.00
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Success! Your order has been placed.

Click here to return to ama.org

STATUS ORDER NUMBER EFFECTIVE DATE

Activated 00203158 Dec 23,2019
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PCM Marketing Management 1 USD 349.00
KIME Discount Code 53 1 -USD 349.00
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AMA PCM Marketing Management Exam
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B My Transcript
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Step 19

& tyungrogtim ~
© Breoe

Enrolled Grades Credits

Grade(%) Time Completion StartDate End Date

AMA PCM Marketing M

000000 NotStarted  19.12.23  20.12.23
@ Wy Transeript

AMA PCM Marketing Management Exam
R84 2 4 U

o e
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Step 20

& Vouembersip - Test Engie - Chiome

© el 271 | eleaming ama org/diweb/wicketinterface=7:

AMA PCM Ethics Statement
Printable Version

Statoment of Ehcal Norms and Vauos, boion.

Yo
ount credonials, nclud . the incvidual
autonomously taking tis PCM exam.

AMA Statement of Ethical Norms and Values
PREAMBLE

ETHICAL NORMS.
arketors, wo must:

1.0,

appicatio laws and rogulations i tho chocos wo mako.

] Foj| 0|20

ming these cote valuss: honesy, (espONSIY, [aTess, respect, iansperency and clzensiip.
ETHICAL VALUES

Step 21 & YourMembersip : Test Engine - Chrome

- o x
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To his end, we wil:
orentaton) in a nogalive o dehumanizing way.

+ Troat
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Step 22

Step 23

Step 24

@ YounMembership : Test Enine - Chrome.
@ 2| 2 | eleaming ama.org/diweb/wicketinterface=8:

AMA PCM - Marketing Management Exam

Introduction

Tho AMAPCM

150a

1. Marketing Strategy (10%)
2. Global, Ethical, and Sustainable Marketing (11%)
3 Managing Information for Marketing Insights (15%)
& Buyersand el (17%)
The roduct and Service (21%)
)

o Value Offering (8%
& Comvmaniata e valus Ofrng (11%)

Please koep the following in mind before taking the exam.

« You wil have 3 hours to take the exam.

answer.

g “Previous”

now answer.

5 l Cick "Previous” or "Next"

the axam. Note:

< F willalow

Your answers if you have already

changed the answer.

rosults - grade and your

After
scoro within oach domain.

€ Youembership - Test ngine - Chrome.
© 72| 2 | eleamingama org/diweb/nwicketinterface=5:

The AMAPCM

1. Marketing Strategy (10%)
2. Global, Ethical, and Sustainable Marketing (119%)
3. Managing Information for Marketing Insights (15°%)
& Buyersand kot (17%)
5. The Offering - Product and Service (21%)
& Manege Pricno Docans (%)
7.Dolver the Vaie Ofering
& Commaniat o oo o (11%)

Ploase keep the following in mind before taking the exam.

+ You wil have 3 hours to take the exam.

. 9 Previous”

“Provious" or "Nex!

changed the answer.

Afer
Score within each domain.

1fyou have any questions, ploase contact the AMA at pe

Question 3 of 150

/AMA PCM - Marketing Management Exam

Viral marketing s  trend

FALSE

Ol EX|= 21|

W
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AMA PCM - Marketing Management Exam

—— ..m_,.,.,,=> NEEEE

Slbmit Exam

i

bjective is that lends status to a product or A| 'c‘g 11

E¥fications, tangibily refers to the.
3. Viral marketing is a trend that encourages customers to share a marketing message with other potenti

4.The basis of the Gap model of Service Qually is the.

ONONCNO)

Step 26

AMA PCM - Marketing Management Exam G 2
02:43:08

AlE HIEH

Confirmation

Are you sure you want to submit this exam for scoring?
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Your Score
%
91.33%
Passed
(PCM) Exam You
wil 5000 receive an e-mai containing your Confrmaton and certéicate. If you have any questons, please contact the
AMA at pcm@ama org. For all other AMA inquines, contact us a Customersuppori@ama org of visit us at
‘www.ama.org

Your time to complete this attempt was: 01:12:44
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American Marketing Association Professional
Certified Marketer®

The American Marketing Association has recently started offering marketing graduates the
opportunity of adding the AMA PCM* credentials to their undergraduate or MBA degree,

‘which can serve as a symbol of professional excellence that affirms mastery of marketing
‘voluntary, requires passing a rigorous and and then

your
«ertification through continuing education. Earning your AMA PCM certification demon-
Sl ons Sl you:

.
+  Go the extra mile 10 stay current in the marketing field
« Follow the highest professional standards

The AMA recommends Pride and Ferrell Marketing as a suggested resource for AMA
PCM students to utilize as they prepare for taking the AMA PCM Certification exam. and
the text was used as a source 1o design the course and as a source for suitable examination
questions. Now, th ¥ iplace. AMA
Certified Marketer (PCM®) program is the perfect way 1o showcase your expertise and set
‘yourself apart.

{William Pride2} O.C Ferrell2| [Marketing] X&)
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.. Examples of Marketing Key Terms

01_

Marketing management

The leading and managing of the facets of marketing to improve
individual, unit, and organizational performance.

_ O e
Hel, B, =&|o] duts JHMSE| flsl, otAIES (Chksh) ZHE

1 galsh= A

jo

0|2

02_ Marketing's stakeholders

Marketing's stakeholders include any person or entity inside or
outside a firm with whom marketing interacts, impacts, and is
impacted by.

_ OtAIEel ofsH2tAIXL
71 LHRIR0lM M2 Feks 0IR|= AR = A

03_ Value

04_

A ratio of the bundle of benefits a customer receives from an
offering compared to the costs incurred by the customer in
acquiring that bundle of benefits.

_7tx|

Marketing concept

Business philosophy that emphasizes an organization—wide
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customer orientation with the objective of achieving long—run
profits.

05_ Marketing mix (4Ps of marketing)
Product, price, place, and promotion—the fundamental elements
that comprise the marketer’s tool kit that can be developed in
unique combinations to set the product or brand apart from the

competition.

_ Ol BiA
1, RS, Z2ONS U5, ZUAIRt THES MEN SHES
]

257 Sl S2siel 2B IS0 L DPIElel "SR AKFE P

06_ One—to—one marketing
Directing energy and resources into establishing a learning
relationship with each customer and connecting that knowledge
with the firm’'s production and service capabilities to fulfill that
customer’s needs in as customary a manner as possible.

_ ok oAl
(71242 ORI} AFRIS 1) 2i2te] IOl SIETS PEBH= Tiol], 1
21T 2) T XIMS DM LIXE JH5E XESBHE YR SEA|
Sisf 71240] At} AfH|A 9 S1ZBH= Hof Eofsts

07_ Marketing (Big M)

Marketing (Big M) serves as a core driver of business strategy.
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08 Strategic marketing

The long—term, firm—level commitment to investing in marketing
— supported at the highest organization level for the purpose of
enhancing organizational performance.

ZZElo| YutE JhMstnXt ot SRS 2 OiE0| EXGIIX} She &7 X

09_ Marketing (little m) = Tactical marketing

marketing (little m) serves the firm and its stakeholders at a
functional or operational level

) = Z&Z op7AE

m
G +Z=0| 07|

10_ Marketing metrics

1

Tools and processes designed to identify, track, evaluate, and
provide key benchmarks for improvement of marketing activities.

_ ol WA
OHAIE) 250 HHAIS Slsl, ARl 7|EHEHR

1, @rtstn, MSs7| e AAlE =7 H ZEMA

3]
o
ne
3
=
K
Y
il
ol

Value proposition

The whole bundle of benefits a company promises to deliver to
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the customer, not just the benefits of the product itself.

_ 7IX| M2t

12_

13_

o] |

=X| MZ2| slE Xpx|7t OfL2t 2ol A s |2 2fLEt 6

oo
=

Customer retention
Low propensity among a firm's customer base to consider

switching to other providers.

22X

20| CHE BRI MBS 2 747K = g

=

Kl

Kl

Value chain
The synthesis of activities within a firm involved in designing,
producing, marketing, delivering, and supporting its products or

services.

_7IXI A

14_

7|e| MiZo MH|IAS CIXfRletn, Mitstw OpAEstn, MYsta, X|
Hoh= o 2HAE Crefst 2SS0 88t
Marketing planning

The ongoing process of developing and implementing market—
driven strategies for an organization

_opiE 18

71@49] AIS RIS H2ES Harstn Agshs X140l Z2MA
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15_ SWOT analysis

A convenient framework used to summarize key findings from a
firm's situational analysis into a matrix of strengths, weaknesses,
opportunities, and threats.

16_ Marketing ethics

Marketing ethics encompasses a societal and professional
standard of right and fair practices that are expected of marketing
managers in their oversight=management) of strategy formulation.

_OEIE 22

oA 22l= M2t 23S 22lsh= OIS oiuXolA| 7|ti=l=, SHEx
prud x ioL

17_ Market information systems (MIS)

Market information system (MIS) is not a software package
but a continuing process of identifying, collecting, analyzing,
accumulating, and dispensing critical information to marketing
decision makers.

AE EE AIAH

OFAIE lAHE™E 57| 2o, 2ot HE7H FARUX| &

s, Js 2Mskn, aANe =R SHE =&
X

- )
XtollA| MiSsts, HEXR Z2MAS et
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18_ Marketing intelligence

The collecting, analyzing, and storing of data from the macro

environment on a continuous basis.

_OpAE eldiajMA

X|&221 7|2t SHoflA, AR

o, Mshe 2

ol

A

rir

=
N =,

19 Customer relationship management (CRM)

A comprehensive business model for increasing revenues and

profits by focusing on customers.

D24
Al

IS FFELO

oz
HS a—

WL EnTRE

20 Customer lifetime value (CLV)

ZRO| HALIA 22

[

The measurement of important business success factors related

to long—term relationships with customers.

* PCM® nempd 4
HSgct

Z+ Al Marketing Management Key Term 5202
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Sample Questions

I. Marketing Management

01_

02_

03_

A commonly held misconception about marketing is that it is all
about advertising and selling.

A. True
B. False

The 4Ps of marketing refer to

A. product, price, place, and promotion

B. policy, production, plan, and preference
C. promotion, plan, place, and procedure
D. price, policy, program, and position

E. place, production, provision, and plan

Satern Brothers provides accounting services to small business.
Before and after tax season, the partners meet with each client
company. They send a monthly newsletter to update clients with
tax changes. The firm’s business practices mainly focus on keeping
profitable current customer rather than gaining new customers.
Satern Brothers has adopted a orientation approach.

A. market

B. mass customization
C. differentiation

D. relationship

E. product
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04_ Mega-Big Corp. is interested in buying Soft works, a medical
software firm. Soft works is highly regarded by medical practices
for ease of use, but hasn’t sold well. Two software engineers
started the company, but they have made risky financial and poor
management decisions. Mega Corp. believes that with proper
management the software firm will become an industry leader. In
the context of the BCG matrix, Soft works is most likely considered
a

A, star

B. cash cow

C. dog

D. problem child
E. top gun

05_ Which of the following is LEAST likely to be true regarding marketing
metrics?

A. The topic of marketing metrics has been one of the highest
priorities for most MSI member companies.

B. Appropriate and effective marketing metrics help
identify: track evaluate. and provide key benchmarks for
improvement

C. Although marketing carries a stigma as a cost center;
metrics such as ROI cannot indicate marketing success.

D. Effective management of the various aspects of marketing
requires quantification of objectives and results.

E. The marketing plan is one of the most important elements

of a business plans
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06_

07_

08_

A global marketing company realizes that all world markets
(including the company’s own domestic market) are, in reality

A. Different markets

B. A single market with many different segments
C. many smaller markets

D. one homogenous market

E. a fractured marketplace

The American Marketing Association’s code of ethics speaks to six
primary ethical values: honesty, responsibility, fairness, respect,
transparency: and

A. social conscience

B. loyalty

C. consumer-orientation
D. sustainability

E. citizenship

Starbucks has been successful in developing “ethically sourced”
coffee that is socially responsible and environmentally safe This
demonstrates which element of TBL?

A. People
B. Planet
C. product
D. profit

E. promotion
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09_  Which of the following is TRUE of descriptive research?

A. Tt primarily involves developing hypotheses for testing in
exploratory research

B. It is usually the first step when more sophisticated research
is needed,

C. Tt uses many different methods including secondary data,
surveys, and observation,

D. It primarily tries to discover the cause and effect between
variables

E. It uses a different? less restrictive and rigorous methodology

than exploratory research.

10_ The account manager of a market research firm is conducting
secondary research on consumer preferences in energy drinks for
his clients His client’s drink is 100% organic, but all of the secondary
data he has found contains only beverages that contain a majority
of artificial ingredients. This scenario illustrates the fact that
secondary data

A. can alone provide specific answer to research problem
B. are more expensive than primary data

C. are always updated and current

D. will not fit the research problem exactly

E. has high validity regardless of the methodology used

LG 1A 2.A 3.D 4D 5.C 6.B 7.E 8B 9.C 10.D
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II. Sales Management

01_ Microsoft's bundling of personal computer operating systems with

02_

03_

its Web browser is an example of

A. An environmental force that can constrain other organization’s
ability to pursue certain marketing strategies or activities

B. Environmental variables and changes in those variables
over time, helping to determine the ultimate success or
failure of marketing strategies

C. Changes in the environment creating new marketing
opportunities for an organization

D. Environmental variables affected or changed by marketing
activities

E. None of the above

is the activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large.

A, Sales

B. Communication
C. Marketing

D. Value Proposition

E. Business Mission

The purpose of is to determine the appeal of each
SBU or offering and then determine the amount of resources each
should receive.

A. business portfolio analysis
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04_

05_

B. diversification analysis
C. SWOT analysis
D. PEST analysis

E. Break-even analysis

Marketing environment includes several forces EXCEPT

A, economic

B. legal

C. social

D. technological

E. customer relationship

Which of the following statements best describe performance risk?

A. Risk involved with the perceived danger inherent in a
poorly performing product or service

B. Risk associated with a monetary outlay; includes the initial
cost of the purchase, as well as the costs of using the item
or service

C. The fears that consumers suffer when they worry that
others might not regard their purchases positively

D. The fear of an actual harm should a product not perform
properly

E. Risk associated to the way people feel if the product or
service does not convey the right image
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06_ Business market can be classified into several markets EXCEPT

07_

08_

A. Producer markets

B. Reseller markets

C.

Government markets

D. Institutional markets

E. Specialty product market

Gross domestic product refers to

A. The monetary value of all goods and services produced in

B.

a country during one year.
The value of all finished goods and services produced in a

country in one year by its citizens.

. Disposable income available for spending and saving after

an individual has purchased the basic necessities of food,

clothing, and shelter

. The money a consumer has left after paying taxes to

use for necessities such as food, housing, clothing, and

transportation.

. The maximum sales available to all firms in an industry

during a given period, under a given level of industry

marketing effort and environmental conditions.

A framework to relate the market segments of potential buyers to
products offered or potential marketing actions by an organization
is referred to as

A. Retail positioning matrix

B.

Market-product grid
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09_

10_

C. Market growth/market share matrix
D. BCG matrix

E. Marketing information systems

The process of defining a marketing problem and opportunity,
systematically collecting and analyzing information, and
recommending actions is referred to as

A. Marketing plan

B. Marketing information system
C. Marketing research

D. Sales presentation

E. Data collection and analysis

The added value a brand name gives to a product beyond the
functional benefits provided is referred to as

A. brand insistence
B. brand loyalty
C. brand equity
D. brand extension

E. perceived value

AUSE 1A 2.C 3.A 4E 5 A6E7A 8B 9CI10.C
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