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[3]) 1. Bookkeepingis _ in business, big or small, to take care of a company’s money matters.
@ toxic

@ opposing

® essential

@ minimal

[1] 2. The social media today provide plenty of information for consumers to comparea
@ variety

@ hypocrite

® warehouse

@ dialogue

[2] 3. Effective
@ construction

@ communication

® concession

@ commission

[4] 4. The sales team will havetobe
@ joyful

@ delightful

® portable

@ responsible
[2] 5. In the meeting, project managers
@ devised

@ debated

® inaugurated

@ spired
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of products.

allows people to understand each other, build relationships and accomplish mutual goals.

for increasing the sales volume for this new line of products.

over the market strategies, in particular its segmentation.
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[1] 6. Our supplier just informed us of the late shipment, so we had no choice but
@ to put
@ put
® putting
@ had put
[4) 7. the circumstances, the ongoing projects will have to be modified to meet the new standards.
@ Though
@ Unless
® To give
@ Given
[3] 8. Either you or your supervisor
@ have to be
@ have been
® has to be
@ has to
[2]) 9. The committee demanded that we
@ will launch
@ launch
® launching
@ would launch
[3) 10.  the rainstorm, the construction crew were asked to complete the repair of the road.
@ Despite that
@ Instead
® Despite
@ In spite

the production on hold.

held accountable for the system glitch.

the new product in the next two weeks.
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Launching a new product helps attract consumers as well as corporate buyers, and also informs the public
about your product and business. Your product launch needs to be exciting and informative. First, you need to
decide what type of people will be most interested in your product and will benefit the most from what you are
offering. These people are your target audience, and should receive the most attention when you plan your
marketing. Consumers of this age, gender, and social and economic background will be most interested in the
product and will be the people most likely to buy it.

Market research helps a company determine if consumers like the product, or if the product needs to be
modified before introducing it. Many small companies use focus groups to test their product concept or idea. This
may involve, for example, observing customer responses about the product through a one-way mirror. During focus
groups, customers are often asked what they like or dislike about the product, including such things as product
features, flavor, size, ease of use, and even price. Marketers can then use this information to make any necessary
alterations to the product. The next step is to conduct a Beta test. During a Beta test, a company starts selling the
product in several test markets in different areas. The markets should be similar in size to avoid getting results that
are not accurate. Marketers run the Beta test just as they would a normal marketing campaign, with print, radio and
television advertising, sales promotions and full distribution. The company may even run the Beta test for several
months or longer to evaluate sales and profits. If the Beta tests prove favorable, the company may then start selling
the product on a more widespread basis.

More work needs to be further considered for marketing purposes. Advertising campaigns, sales promotions,
and even using social media to gain product visibility will all have to be integrated for product success.

[4] 11. Which of the following is the best title for the passage above?
@ Risk Assessment in Product Launch
@ Appealing Product Design
® Effective Beta Test: Strategies and Know-hows
@ Strategies for Product Launch
[1] 12. Based on the passage, which of the following is NOT true about market research?
@ It is an extraneous matter to new products.
@ It allows the companies to know their consumers better.
® It needs careful monitoring and observation.
@ It is informative for testing product concepts.
[1] 13. Based on the passage, what is a focus group?
@ It is a session in which customers are invited to give their feedbacks about products.
@ It is a conference in which product designers brainstorm about new concepts and ideas.
® It is a meeting for companies to provide their performance reports, including new product launch.
@ It is a press conference to invite the press and customers to try new products.
[3] 14. Which of the following is the closest to the underlined word “alterations” in the second paragraph?
@ options
@ approvals
® changes
@ commissions
[2] 15. Based on the passage, which of the following is the primary purpose of a Beta test?
@ Product development and improvement
@ Sales performance appraisal
® Branding and relationship building
@ Profit and loss statement
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