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Digital Marketing for
Entrepreneurs — Exam Cheat
Sheet
Reichman University · Course 2451-EN · Lecturer Ofir Richman. Built
from the 6 marked past papers + the 2026B structure doc.

2026 FORMAT: 25 multiple-choice questions × 5 pts = 100 pts. NO
open-ended question. Know every acronym; expect (1) define-a-term, (2)
advantages/characteristics of a model, (3) match-a-scenario-to-a-concept.

MUST-KNOW ACRONYMS & METRICS
CTR Click-Through Rate — the metric for a sponsored social

campaign's performance.

CPA Cost Per Action — pay only on conversion; ⇒ high price/unit +
high conversion rate.

CPC / CPL Cost Per Click / Cost Per Lead — pay per click / per lead
captured.

CPM Cost Per Mille (1,000 impressions) — pay for exposure;
dominates audio ads.

DAU / MAU Daily/Monthly Active Users. DAU÷MAU = retention /
stickiness.

OMTM One Metric That Matters.

CLTV Customer Lifetime Value — segment to prioritise high-value
customers.

UGC User-Generated Content (created by users; e.g. a TikTok
clip). = earned, not owned.

GDN Google Display Network — reaches audiences not active on
social; gives publishers revenue certainty.

ROI / CAC Return on Investment / Customer Acquisition Cost.

Bounce rate % who leave after one page — high (~75%) = poor-quality
traffic.

CORE MODELS & FRAMEWORKS
4P's → 4C's Product→Consumer, Price→Cost (value-based

pricing), Place→Convenience,
Promotion→Communication.

POEM Paid · Owned · Earned Media. Owned=your
site/app/blog; Earned=UGC, WOM, shares;
Paid=ads/GDN, Taboola/Outbrain.

Rayport — 4
spheres

Public · Social · Tribal · Psychological. Crucial
element = customer-centricity.

STEPPS (Berger) Social currency · Triggers · Emotion · Public · Practical
value · Stories. Social Currency=makes sharer look
like an expert/insider.

Growth Hacking Goal = rapid, sustainable & scalable growth /
optimise CAC. Tactic e.g. referral rewards.

High Value
Features

Maps features/benefits/value → customer needs &
wants. (Value↔Want vs Value↔Need is disputed —
see conflicts.)

Content vs
Penetrated mkt

Penetrated market (existing customers) ⇒ best tool =
newsletter / email.

Channel vs
Platform

Channel distributes owned content (Netflix); Platform
lets users co-create (YouTube).

Linear vs
Non-linear

Linear=scheduled, real-time broadcast set by
publisher. Non-linear=on-demand, personalised.

MOST-REPEATED QUESTIONS (memorise)
Linear viewing (5
papers)

Watching at the original broadcast time set by
the publisher.

4P→4C shift (4) Price → customer value-based pricing;
Promotion → communication.

Growth-hacking goal (4) Rapid, sustainable & scalable growth
(early-stage: optimise CAC).

‘Visits up but failed’ (4) Answer = high Bounce Rate (~75%); if options
are opt-out/time-on-site/CTR ⇒ ‘None is
correct.’

Attachment vs Loyalty
(4)

Attachment=emotional (displays logo).
Loyalty=stays despite discounts.

Analyse sponsored
campaign (3)

CTR.

Content in penetrated
mkt (3)

Newsletter mailing.

Damian Ryan ‘level
playing field’ (3)

Small firms reach their audience far cheaper
than before.

Smith & Wintrob (3) Folklore stories = created, driven & spread by
consumers; storytelling = authentic, resonant.

Cross-platform strategy
(3)

Same message adapted across platforms ⇒
boosts visibility & engagement.

Voice search impact (3) Create content shaped as answers to
questions.

Rayport spheres (3) Public · Social · Tribal · Psychological.

GDN publisher incentive
(3)

Higher certainty of ad revenue.

HIGH-YIELD ONE-LINERS
Survivorship bias=only studying subjects that passed a selection ⇒ skewed
inference. Conversion definition & KPIs flow from campaign strategy/goals.
Referral traffic=arrivals via links in posts/stories. Pioneer Effect=high
Big-Data + high Traditional analytics. Native advertising=in-feed ads, content
recommendations (Taboola/Outbrain), advertiser-initiated content. Owned
media=app, official blog; UGC is NOT owned. Email marketing is NOT paid
media. In-feed ads are NOT content marketing. Gary
Vaynerchuk=Engagement-Led Marketing (not everything is measurable).
Google's social failures=weak brand story. Digital audio
ads=content-adjusted, cheap, CPM-based; listeners multitask ⇒ spend/time
gap. Digital Natives (Ryan)=see tech as seamless part of daily life. Uberflip
Consideration phase ⇒ remarketing-based paid media. Ebrahim
(2020)=trust shapes consumer perceptions ⇒ brand equity & loyalty.

■ ANSWER CONFLICTS — pick the safer option
Rayport spheres Public/Social/Tribal/Psychological (2 papers).

‘Professional/Family…’ on 1 paper = likely error.

GDN incentive Revenue certainty (2 papers) beats ‘adaptation to
user interests’ (1).

Bonchek challenge Lack of data availability (2) beats ‘difficulty
adapting to tech’ (1).

High Value Features Value↔Want (P5) vs Value↔Need (P6) — split;
check the slide.

Past-exam answers may not match this year's updated slides — verify anything that
looks off. Full per-question explanations are in the ‘Past Exam Notes’ folder.


