
Quiz 2 ( on Chapter 3 - Bygrave, W. & Zacharakis , A. (2011). Entrepreneurship, New York: Wiley) 
Entrepreneurship (Dana T. Redford, Nova SBE) 
 
NAME: 
Student Number: 
 

Grader: 

 

1. No one knows about your strengths better than you do. (1/20) 

Choose: True or False 

 

2. Starting a company in a sphere of business that you really enjoy is not the best idea, 

in terms of the chance of success. (1/20) 

Choose: True or False 

 

3. According to the chapter, into what type of opportunity should a business idea 

translate? (2/20) 

A. Realistic 

B. Easy to implement 

C. Attractive 

D. Unique 

E. Technologically advanced 
 

 
 

4. Which of the following most typifies a “cocktail entrepreneur?” (1/20) 

<A. Fails to take action 

B. Popular 

C. Productive 

D. Decisive 

E. Possesses a predilection for cocktails 
 

 
 

5. What is the only action that the “gather stimuli” stage requires of the entrepreneur? 

(2/20) 

A. Ask 

B. Think 

C. Do nothing 

D. Observe 

E. Research 
 



 
 

6. On what category of customers should a startup business focus most of its attention? 

(2/20) 

A. STA 

B. PTA 

C. TTA 

D. An even share of STA, PTA, and TTA 

E. None of the above 
 

 
 

7. What markets are characterized by “stealth” competition? (2/20) 

A. Growing 

B. Primitive 

C. Developed 

D. Speculative 

E. Emerging 
 

 
 

8. Why is the statement, “My startup has no competition,” always wrong? How can 

you find out about your competitors? (3/20) 

There is always competition, sometimes in the form of substitutes. 

•     One of the forms of competition is “stealth” competition 

•     You can use suppliers, VCs, Angels, databases, etc. to track down “stealth” competitors 

9. How can a business separate its target customers into categories of importance? 

(3/20) 

     Starting with initial definition, people usually break customers down into three categories: 1) Primary 

Target Audience (PTA), 2) Secondary Target Audience (STA) and 3) Tertiary Target Audience (TTA).  

•     Most of your attention should focus on the PTA. These are the customers you believe are most likely 

to buy at a price that preserves your margins, and with a frequency that reaches your target revenues. 

•     While you should focus most of your attention to your PTA, the STA group also deserves attention. 

The PTA may be your most frequent, loyal customers, but to increase your revenues you'll want to bring 

in some of your STA as well. 

•     Finally, your TTA requires a little attention. During the investigation and launch stage, you shouldn't 

spend much time on the TTA. However, once you begin operating, a TTA may emerge that has more 

potential then you originally realized. 

 

10. What are the ways of pricing a new product and what mistakes should 

entrepreneurs avoid? (3/20) 

 Cost-plus pricing – price your product based on its cost 

•     You may set a price based on what your competitors charge for the same/similar product 

•     You should avoid penetration pricing strategy unless you have virtually unlimited access to 

financial recourses 


