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 SEQ CHAPTER \h \r 1 1.
A

Cash-register tapes.  Cash-register tapes provide a record of sales transactions, including discounts, refunds, and voids.  Monitoring the number of discounts, refunds, and voids can alert managers to problems if too many of these transactions are recorded on the register tape.  Physical inventory sheets can show inventory shortages.  Cash-register procedures are the steps used to carry out cashiering responsibilities.  Completed sales slips show the sales for the day.


SOURCE:

BA:041


SOURCE:

RM LAP 4--Security Precautions

 2.
A  

Price.  In addition, you should include your pricing policies in this section.  The place section should address location, suppliers, and inventory management.  The product section should describe the quality, variety, and style of goods or services sold by the business.  The promotion section should describe how efforts will be coordinated to increase sales.  


SOURCE:

BA:052  


SOURCE:

BA LAP 2--Risk Management

 3.
D

Fair treatment.  It is important for businesses to develop good relationships with their vendors in order to receive fair treatment.  Vendors are more likely to try to meet the needs of businesses if they have a long-term, friendly relationship.  Good vendor relationships are especially important to small businesses who do not have the purchasing power of large chains.  Businesses do not expect to receive expensive gifts or personal advice from vendors.  The service vendors provide is included in the cost of the goods.

SOURCE:

BA:008

SOURCE:

pp. 180-181, Retail Buying.  Diamond, J.; Pintel, G., Regents/Prentice Hall, 4th ed., 1993.

 4.
B

Sales growth.  Businesses usually want to know what the sales growth has been over time.  By calculating sales numbers from several different profit-and-loss statements, the business will be able to calculate sales growth.  The sales growth ratio is used to determine any rise as well as loss in sales over time.  Monitoring sales growth is critical for the business's success.  Net income is money remaining after operating expenses are subtracted from gross profit.  Total debt is all the money a business owes.  Businesses calculate net income and total debt on a yearly basis.  A business's profit-and-loss statement would not provide information about national trends.


SOURCE:

BA:020


SOURCE:

MN LAP 61--Profit-and-Loss Statements 

 5.
A

To resell.  Retail buying involves purchasing consumer goods or services and reselling them to the ultimate consumer.  Retail buyers are concerned with purchasing the type and quantity of goods that will appeal to customers and that consumers will buy.  Retail buyers do not purchase goods in order to consume or export them.  Retailers display goods in order to attract customers.

SOURCE:

BA:007

SOURCE:

p. 412, Marketing Essentials.  Farese, L.S.; Kimbrell, G.; Woloszyk, C.A., Glencoe McGraw-Hill, 3rd ed., 2002.

 6.
D 

The type of inventory control used by the vendor.  This is the vendor's choice and has no bearing on the vendor's acceptability as a resource.  Important factors in vendor selection include the ability of the vendor to deliver on time, the quality of the vendor's goods, the vendor's return policies, and the vendor's reputation for cooperation.

SOURCE:

BA:010 

SOURCE:

pp. 180-185, Retail Buying.  Diamond, J.; Pintel, G., Regents/Prentice Hall, 4th ed., 1993. 

 7.
C  

$105,000.  Net sales are equal to total sales less returns and allowances ($126,000 – [$13,000 + $8,000] = $105,000).  Purchases are not relevant in calculating net sales.  


SOURCE:

BA:015


SOURCE:

p. 234, Marketing and Essential Math Skills: Teacher's Edition.  Stull, W.A., South-Western Educational Publishing, 1999.

 8.
D  

Require employees to enter/exit through designated entry points.  Employee theft may occur if employees are allowed to enter or exit the premises from any convenient point.  There may be legal and/or cost prob-lems in requiring polygraph tests of every prospective employee.  Some firms do not permit the employment of relatives.  You can try to hire honest people but may not always succeed.  


SOURCE:

BA:043  


SOURCE:

pp. 294-295, Retailing.  Lewison, D.M., Prentice-Hall, 6th ed., 1997.

 9.
D

$624.  In order to calculate the monthly premium, first determine the number of increments of $30,000 by dividing that figure into the total value of the property ($390,000 ÷ $30,000 = 13).  Then, multiply the monthly rate by the number of increments to determine the monthly premium ($48 x 13 = $624).


SOURCE:

BA:039


SOURCE:

CCH Inc.  (n.d.).  How much insurance do you need?  Business Owner's Toolkit.  Retrieved 







July 25, 2002, from http://www.toolkit.cch.com/text/P04_8185.asp

10.
D

Migration.  Migration is a population trend that indicates movement of people throughout the country as well as into and out of the country.  Migration trends are important to businesses because businesses need to know where their customers are located.  For example, many people are leaving colder climates and migrat-ing to what is considered the Sunbelt.  This movement affects businesses because the types of products they sell and the way they sell them will change.  Also, the increased migration of ethnic groups into the country creates a need for new goods and services that meet the needs of a multicultural population.  Life-style, consumption, and behavior are not population trends; however, these factors also affect how businesses market their goods and services.


SOURCE:

BA:029


SOURCE:

pp. 68-70, Marketing.  Zikmund, W.G.; d'Amico, M., South-Western College Publishing, 6th ed., 1999.

11.
A

Database.  Database software programs are used to collect, sort, organize, and analyze information quickly.  A cruise line would use database software to maintain a list of recent passengers and their cabin prefer-ences.  The cruise line could sort the information according to various factors, such as the passengers' addresses, and develop mailing lists to promote upcoming cruises.  Spreadsheet software programs are used to organize financial information.  Communication software programs are used to send information from one computer to another.  Word-processing software programs are used for writing and editing documents.


SOURCE:

BA:033


SOURCE:

p. 163, Marketing Essentials.  Farese, L.S.; Kimbrell, G.; Woloszyk, C.A., Glencoe McGraw-Hill, 3rd ed., 2002.

12.
A

To determine the potential for loss.  Speculative risks are chances of loss that may result in loss, no change, or gain.  When a business takes a speculative risk, there is always the possibility of failure.  Therefore, before taking speculative risks, businesses usually evaluate them in order to determine the potential for loss.  Businesses may decide not to take the risk because the potential for loss is too high.  Businesses cannot obtain insurance for speculative risks.  Businesses usually purchase insurance to cover losses due to theft or property damage.


SOURCE:

BA:037


SOURCE:

pp. 544-545, Small Business Management: An Entrepreneurial Emphasis.  Longenecker, J.G.; Moore, C.W.; Petty, J.W., South-Western College Publishing, 11th ed., 2000.

13.
A

Dictionary.  Many word-processing software programs contain a dictionary, which enable businesses to check the spelling in their documents.  The dictionary feature identifies words that are incorrectly spelled and provides several alternatives.  This feature helps businesses to prepare accurate written documents and avoid sending letters or reports to customers that contain misspelled words.  Some word-processing software programs include a calculator, which helps businesses with mathematical tabulations.  A flowchart is part of spreadsheet software programs.  Businesses with Internet capability have access to online encyclopedias.


SOURCE:

BA:031


SOURCE:

p. 162, Marketing Essentials.  Farese, L.S.; Kimbrell, G.; Woloszyk, C.A., Glencoe McGraw-Hill, 3rd ed., 2002.

14.
A

Feedback.  Supervisors often encourage employees to ask questions about job instructions and give com-ments, or feedback.  The feedback tells the supervisors if the employees understand the job instructions or if they need additional explanation.  References are letters of recommendation that usually accompany job applications.  Supervisors try to earn the respect and approval of their employees, but they do not ask for it.


SOURCE:

CO:139


SOURCE:

pp. 80-82, Supervision: Concepts and Practices of Management.  Hilgert, R.; Leonard, E., South-Western, 8th ed., 2001.

15.
B

Convincing.  Persuasive people usually are able to convince others to do what they want them to do or to see things their way.  They are able to influence other peoples' decisions and encourage those people to perform in a certain way.  Persuasive people are often good managers or salespeople because of their ability to convince others.  Persuasive people are not necessarily logical, artistic, or sensitive.


SOURCE:

CO:024


SOURCE:

p. 416, Leadership: Personal Development and Career Success.  Ricketts, C., Delmar Publishers, 1997.

16.
D

Accurate language.  Being ethical when communicating information to customers involves telling the truth and not misrepresenting the business or its products.  One way that businesses can be ethical is by using accurate language that clearly explains or describes products or other issues.  The use of accurate language helps businesses to avoid providing misleading information.  The use of simple wording, complex terminol-ogy, and everyday slang may be unethical if the language is inaccurate and people are misled.


SOURCE:

CO:043


SOURCE:

p. 10, Communicating for Success.  Hyden, J.S.; Jordan, A.K.; Steinauer, M.H.; Jones, M.J., South-Western Educational Publishing, 2nd ed., 1999.

17.
A 

Less formal.  A simple, or short, report is less formal than a long, or complex, report.  It is often presented in a memo form so that the recipients can read it quickly and use the information in their decision making.  A simple report is less comprehensive than a complex report. 


SOURCE:

CO:094 


SOURCE:

pp. 366-367, Business and Administrative Communication.  Locker, K.O., Irwin/McGraw-Hill, 5th ed., 2000.

18.
C

Cost.  Though cost is a concern for producers, reliability of service, distance of transportation, and quality of customer service are usually considered more important.  Contracting with a more expensive channel member may be necessary to maintain customer loyalty and make the products available when needed.


SOURCE:

DS:051


SOURCE:

pp. 255-256, Entrepreneurship and Small Business Management.  Meyer, E.C.; Allen, K.R., Glencoe/McGraw-Hill, 2nd ed., 2000.

19.
C

Chain store.  A distribution center is a facility that holds goods in storage and fills orders for those goods.  Chain stores, such as Sears, often have their own distribution centers.  A bakery, a local specialty shop, and a small boutique would not be likely to need or be able to afford the expense of their own distribution center.


SOURCE:

DS:001


SOURCE:

DS LAP 1--Distribution

20.
C

Prolongs the life of products.  Products that are perishable need to be kept in cold-storage warehouses until used or sold.  Cold storage prolongs the life of products that would otherwise spoil if kept at normal room temperature.  Cold-storage warehouses provide freezing and/or refrigeration for perishable goods.  Cold-storage warehouses also protect products from weather, but their main function is to prolong the life of products.  Cold-storage warehouses do not maintain products at room temperature.  Cold-storage warehouses may be expensive to use but that is not an advantage.


SOURCE:

DS:013


SOURCE:

DS LAP 7--Storage Considerations 

21.
B

$309.19.  When distributors prepare invoices for retailers, they list the quantity, unit price, and total.  In this situation, there are 20 cases at $4.75 per case for a total of $95 ($4.75 x 20 = $95) and 35 cases at $6.30 per case for a total of $220.50.  Add the two totals ($95.00 + $220.50 = $315.50), and multiply that figure by 2% to determine the amount of discount ($315.50 x 2% or .02 = $6.31).  Subtract the discount from the total to determine the amount of the invoice ($315.50 – $6.31 = $309.19).


SOURCE:

DS:030


SOURCE:

pp. 72-73, Marketing and Essential Math Skills: Teacher's Edition.  Stull, W.A., South-Western Educational Publishing, 1999.

22.
C

Gray market.  The gray market involves buying goods from suppliers who are not the authorized distributors for the manufacturers.  This practice is considered unethical and even illegal because the suppliers do not have the right to sell the goods.  Businesses often are able to buy goods for lower prices on the gray market, which enables them to sell the goods for less.  Exporting is the process of selling goods and services to businesses in other countries.  Outlet stores usually sell overruns and seconds.  Discount stores sell regular merchandise at lower prices than those found in department stores.


SOURCE:

DS:059


SOURCE:

pp. 600-601, Marketing.  Evans, J.R.; Berman, B., Prentice-Hall, 7th ed., 1997.

23.
C

To guarantee a sufficient supply of advertised items.  Businesses coordinate distribution with their promotional activities in order to make sure that sufficient quantities of items are available when they are advertised.  If a business plans to promote a certain item or offer it at a special price, the business must make sure that an adequate supply will be on hand to meet consumer demand.  Businesses may lose customers if they advertise items that are not available because they failed to make the necessary distribution plans.  Businesses do not coordinate distribution with promotional activities in order to charge higher prices for delivery service, arrange the most economical method of transportation, or establish a relationship with one intermediary.


SOURCE:

DS:048


SOURCE:

pp. 431-432, Marketing.  Evans, J.R.; Berman, B., Prentice-Hall, 7th ed., 1997.

24.
A

Inflation.  The Consumer Price Index (CPI) measures the changes in price of specific goods and services used by the average household.  Each month, the government compiles the prices of these products and compares them to the previous prices.  The increase in price from month to month or from year to year indicates the level of inflation which is the rise in prices.  For example, inflation is high if the Consumer Price Index records a substantial increase in prices from one year to the next.  The government uses this informa-tion about prices to decide if it should take action to control or reduce inflation.  The Consumer Price Index does not measure competition, production, or compensation.


SOURCE:

EC:044


SOURCE:

pp. 339-340, Economics: Today & Tomorrow.  Miller, R.L., Glencoe, Macmillan/McGraw Hill School Publishing Co., 1995.

25.
B  

Provide the means for producing and selling goods and services.  Economic resources are the human and natural resources and capital goods used to produce goods and services.  Without economic resources, there would be no production.  Altering products to make them more useful to consumers creates utility.  The other alternatives are types of product utility.  


SOURCE:

EC:003  


SOURCE:

EC LAP 14--Economic Resources

26.
A

Operate more efficiently.  Countries concentrate their efforts on producing and selling the goods and ser-vices for which they are best suited in order to operate more efficiently.  Because of an uneven distribution of productive resources, countries produce those goods for which they have the raw materials and the technology.  They export those goods to other countries in exchange for the goods they are not able to produce.  Specializing does not increase production costs, reduce immigration, or control productivity.

SOURCE:

EC:016

SOURCE:

EC LAP 4--International Trade

27.
A

Wages.  Unions and management experience conflicts because unions try to obtain more for their workers while management tries to increase profits.  The number-one issue in labor-management negotiations usually is wages.  Unions seek higher wages, while management seeks to reduce labor costs.  Labor-management negotiations involve wages, job security, hours, fringe benefits, and working conditions.  Negotiations do not cover the employee dress code, the amount of union dues, or education.

SOURCE:

EC:015

SOURCE:

EC LAP 5--Organized Labor

28.
D  

Direct competitors.  Direct competitors offer similar types of goods or services to the same target market.  Since Burger King and McDonald's are both quick-serve restaurants with similar menus, they are direct competitors.  Indirect competition occurs among dissimilar or unrelated businesses.  A natural monopoly is a single business that influences the entire production of a particular good or service because it is in the best interests of the public for the business to do so.


SOURCE:

EC:012  


SOURCE:

EC LAP 8--Competition

29.
B

Give personal guarantees.  Often the owners of new businesses are required to personally guarantee any loans or credit arrangements.  This means that the owners agree to be personally responsible for the amount of the loan or credit.  In the event that the business is unable to repay the loan, the owners must pay.  The risk to the owners is that their personal assets will be taken to cover any losses if the business fails or encounters any difficulty in repaying the loan.  Paying the processing fees is a routine part of obtaining business credit.  New business owners can negotiate the interest rates and do not necessarily need to pay high rates.  New business owners usually are not required to open savings accounts in order to obtain credit.


SOURCE:

FI:041


SOURCE:

CCH Inc.  (n.d.).  Personal guarantees.  Business Owner's Toolkit.  Retrieved July 29, 2002, from http://www.toolkit.cch.com/text/P10_33376.asp

30.
D

Earn profits.  Businesses applying for credit from financial institutions must be able to prove that they will earn sufficient profit to continue operating and make the loan payments.  Businesses usually must submit detailed information outlining financial information, sales potential, long-range objectives, assets, and liabilities when applying for credit.  The business's potential for earning profits and repaying the loan are main considerations of financial institutions when granting credit.  Businesses do not need to prove their ability to prepare budgets, sell assets, or take risks.


SOURCE:

FI:023


SOURCE:

pp. 303-309, The Language of Small Business.  Trautmann, C.O., Upstart Publishing Co., Inc., 1994.

31.
B

 
Sales finance companies.  After a sales finance company buys borrowers' contracts from sellers, the borrow-ers make their payments to the sales finance company.  The sales finance company retains a legal interest in the items purchased until all payments are completed.  Commercial banks are full-service financial insti-tutions that offer checking and savings accounts, secured and unsecured loans, installment credit, and bank credit cards.  Savings and loan associations are financial institutions that offer savings accounts and make loans to borrowers.  Many of their loans are for real estate purchases.  Credit unions are financial cooperatives set up to provide savings and credit services to their members.


SOURCE:

FI:002


SOURCE:

FI LAP 2--Credit and Its Importance 

32.
B

Financial information.  The technology of electronic banking enables businesses to use computers to access financial information.  Businesses can continuously monitor their bank accounts in order to keep track of deposits and to arrange for electronic transfers of funds to pay salaries and taxes.  The technology allows businesses to know exactly how much money they have available at any one time.  Electronic banking does not give businesses immediate access to investment planning, government bonds, or credit protection.


SOURCE:

FI:038


SOURCE:

pp. 567-568, Introduction to Business: Our Business and Economic World: Teacher's Wraparound Edition.  Brown, B.J.; Clow, J.E., Glencoe/McGraw-Hill, 1997.

33.
A

Change in population.  Increases or decreases in the total population of a business's market area can cause its sales to increase or decrease.  If a major employer leaves a community, many of its workers will also leave in order to find comparable jobs elsewhere.  The change in population will affect the sales forecasts of other local businesses because there will be fewer people to buy their goods and services.  When a major employer leaves, the local tax base decreases, which means there is less money available to pay for government services.  Market demand is the desire of buyers for goods and services, which would probably decrease if there were fewer people in the community.  Businesses are not able to charge higher prices for goods and services in order to make up for the revenue lost because of a decrease in population.


SOURCE:

IM:003


SOURCE:

IM LAP 3--Nature of Sales Forecasts

34.
B

Accessibility.  One advantage of using the Internet as a research tool is that computers are able to conduct searches and easily access volumes of information.  Marketing-information managers can indicate a specific topic and their computer systems will quickly search the Internet for all pertinent information.  People con-ducting the same type of research often become tired and bored and overlook many sources of information that would be useful.  Computers do not have that problem and perform exhaustive searches at high speeds.  Security and privacy are some of the problems associated with the Internet because anyone with Internet access can obtain a wide variety of information.  Marketing-information managers can conduct extensive research on the Internet and obtain lengthy reports and documents rather than brief information.


SOURCE:

IM:185


SOURCE:

pp. 121-123, Marketing Research: A Practical Approach for the New Millennium.  Hair, J.F.; Bush, R.P.; Ortinau, D.J., Irwin/McGraw-Hill, 2000.

35.
A

Confidentiality.  Confidentiality involves preventing the unauthorized disclosure of information.  In the process of collecting marketing information, researchers often obtain private and personal information that is unethi-cal to use or share with others without permission.  Researchers need to respect client and respondent confi-dentiality by making sure that the information they collect and use remains confidential unless they receive explicit approval to reveal it to others.  Standardization involves always performing a task in the same way.  Adaptability is the ability to adjust to changing conditions.  Commercialization is the point at which a product goes into full-scale production, the marketing plan is put into place, service and sales training are done, and the product's life cycle begins.


SOURCE:

IM:025


SOURCE:

pp. 132-133, Marketing: An Introduction.  Kotler, P.; Armstrong, G., Prentice-Hall, 4th ed., 1997.

36.
A

4.  Range is the distance between the highest value and the lowest value.  In this example, 8 is the highest value because it represents the most times during the month that the people responding went to the movies.  The lowest number of times the people responding went to the movies was 4 times a month.  To calculate the range, subtract the lowest value from the highest value (8 – 4 = 4).  


SOURCE:

IM:191


SOURCE:

p. 527, Marketing Research: A Practical Approach for the New Millennium.  Hair, J.F.; 







Bush, R.P.; Ortinau, D.J., Irwin/McGraw-Hill, 2000.

37.
B

Increase sales and profits.  Companies use marketing information in the daily operation of the business and in planning for its future.  The overall goal of gathering marketing information is to be able to increase the company's profits by increasing sales and reducing losses.  Past sales trends, inventory records, and customer complaints are general categories of internal marketing information and are examples of the types of information that companies gather.

SOURCE:

IM:001

SOURCE:

IM LAP 2--Marketing-Information Management

38.
C

What products are appropriate to the market.  Population data tell businesses how many people live in an area, whether that number is expected to increase or decrease, whether households have single parents, the number of couples without children, the number of retirees, etc., and the ethnic or racial background of residents.  This information helps the businesses to determine what products they should offer, whether to move into or out of an area, and whether they can expect future growth.  Economic data include unemploy-ment levels, geographic data provide the location of shopping centers, and specific local data would include available transportation.


SOURCE:

IM:011


SOURCE:

IM LAP 6--Sources of Secondary Data 

39.
D

Tactic.  A tactic is a specific action for carrying out a strategy.  A goal is something a business wants to attain, such as an increase in sales of high-priced products.  A strategy is a plan of action for achieving a goal, such as increasing the motivation of sales staff.  A quota is a specific goal to be met.


SOURCE:

IM:194


SOURCE:

MB LAP 4--Marketing Strategies 

40.
A

Sales reports.  Internal data is information located inside a business.  It is information that the business regularly gathers and maintains about its operations.  The data often include sales reports, which provide information about customers, the products they purchased, and the amount of income that was generated.  Then, the business uses the marketing-information management system to analyze the data and make decisions.  Industry trends, economic news, and price indexes are types of external data available in locations outside the business.


SOURCE:

IM:063


SOURCE:

pp. 508-510, Marketing Essentials.  Farese, L.S.; Kimbrell, G.; Woloszyk, C.A., Glencoe McGraw-Hill, 3rd ed., 2002.

41.
A

Suggests ways to implement findings.  One of the primary functions of a marketing report is to interpret the results of the research and recommend ways to implement the findings.  Businesses conduct research in order to obtain information that will help them solve problems and make marketing decisions.  An effective marketing report should answer the questions that relate to the specific business problem for which the research was completed and provide recommendations for solving the problem.  Effective marketing reports do not contain technical terms unless they also are defined and explained.  Marketing reports usually are not reviewed by others in the industry.  Marketing reports do not usually explain the cost of research consultants.


SOURCE:

IM:192


SOURCE:

pp. 613-615, Marketing Research: A Practical Approach for the New Millennium.  Hair, J.F.; Bush, R.P.; Ortinau, D.J., Irwin/McGraw-Hill, 2000.

42.
C

Leading manufacturer.  More than 85% of the country's leading manufacturers have marketing-research departments.  Businesses of all sizes can hire the services of outside market researchers, but large busi-nesses often have their own marketing-research departments.  Local charities, small retail businesses, and political candidates would conduct their own research or hire an outside researcher.


SOURCE:

IM:010


SOURCE:

IM LAP 5--Nature of Marketing Research

43.
A

Competition.  The rivalry between two or more businesses to attract scarce customer dollars is competition.  As competition has increased, companies have been forced to pay more attention to what consumers want and then meet those needs in order to keep customers and stay in business.  Competition has forced companies to identify their markets and then meet the specific needs of those markets.  Advertising is any paid form of nonpersonal presentation of ideas, images, goods, or services.  Merchandising is the process of having the right goods in the right place at the right time in order to make a profit.  Automation is the use of robots or other automatic equipment to do certain tasks.

SOURCE:

IM:196

SOURCE:

MB LAP 5--Market Identification

44.
C

Tell the truth and respect confidences.  The only way to build trust is to be trustworthy, which involves telling the truth.  If you do not know the answer to a question, it is best to admit it.  It is also important to keep certain information confidential.  It is not possible to have an answer for all questions.  Documentation will not be convincing if you have not shown yourself to be trustworthy.  Threatening people is not effective negotiation technique.  


SOURCE:

IS:012


SOURCE:

Barbara Braham & Associates.  (n.d.).  Negotiation Tips.  Retrieved June 27, 2002, from http://www.bbraham.com/html/negotiation.html

45.
A

Fair and equal treatment.  Receiving fair and equal treatment from a business promotes goodwill with cus-tomers.  Even customers who disagree with the business may not complain if they feel they received fair treatment.  Blaming customers for problems creates ill will.  The business must live up to a promise of satisfaction in order for the promise to have meaning.  A customer-oriented approach would be more likely to create positive customer relations than a business-oriented approach.


SOURCE:

IS:005


SOURCE:

pp. 11-15, Customer Service: Business 2000.  Rokes, B., South-Western, 2000.

46.
C

May be short of working capital.  When a business's sales forecast is too low, the business may not produce or purchase an adequate amount of stock to meet demand.  This can reduce the business's income from sales and thus the amount of capital with which to run the business.  In order to obtain additional income, the business may have to raise its prices.  A sales forecast that is too low usually causes the business to budget too little money for promotion.


SOURCE:

IM:009


SOURCE:

IM LAP 4--Forecasting Sales

47.
B  

Democratic.  Such leaders usually have a participatory approach to management.  Workers who like to be part of a team, contribute their ideas, help solve problems, and generally take a personal interest in their work do well under democratic leaders.  Authoritarian leaders see themselves as the sole source of authority.  Laissez-faire leaders prefer to exercise little or no control and use a hands-off approach.  


SOURCE:

IS:003  


SOURCE:

HR LAP 9--Positive Working Relationships

48.
C

Clarify the job to be done and your expectations.  In order for delegation to be successful, the task that is assigned must have clear responsibilities and expectations of performance.  It is important that people know what is expected of them.  An adequate amount of instruction must be given so that the finished task measures up to the quality standards that are expected.  If an infinite amount of time is given to complete the assignment, it may not be accomplished in a timely manner.  Telling other employees what you have dele-gated will not help accomplish the task.  


SOURCE:

MN:119


SOURCE:

p. 626, Management.  Coulter, M.; Robbins, S., Prentice Hall, 5th ed., 1996.

49.
B  

Performance evaluation.  Employees expect to have their job performance evaluated by management, but the way in which an evaluation is done can raise or lower the employee's morale.  Evaluation and criticism of employees by management should be a strategy for employee growth.  Opportunity for advancement and job security are characteristics of the job itself that affect morale.  Medical care is a working condition.


SOURCE:

MN:025  


SOURCE:

MN LAP 40--Building Employee Morale

50.
C

Whether the business should pay men and women different salaries if it is operating in a country where equal pay laws don't apply.  Ethical dilemmas occur when there is a question as to the legality as well as the morality of making a particular decision.  Whether to donate money, where to hold a party, or whether to have employees pay for business cards are simply decisions that companies have to make that do not involve a moral judgment or legal issue.  Choosing how to pay employees based on their gender represents both a moral and legal question and is, thus, an ethical dilemma.


SOURCE:

MN:154


SOURCE:

pp. 43-46, Business Principles and Management.  Everard, K.; Burrow, J., South-Western, 11th ed., 2001.

51.
A  

Overselling the organization.  Managers sometimes are tempted to overstate the good points of an organiza-tion if the job applicant they are interviewing is very desirable.  In an effort to convince this person to accept the position, they may give a misleading picture of the company.  Managers should avoid overselling the organization because the new employees may be disappointed or even quit if the situation in the company is not what they expected.  It is appropriate for managers to provide job applicants with salary information and position descriptions.  Asking open-ended questions is effective because it gives applicants an opportunity to respond in detail.


SOURCE:

MN:018


SOURCE:

p. 342, Supervision: Quality and Diversity Through Leadership.  Certo, S.C., Irwin, 1994.

52.
C


To meet business goals.  Effective planning and organizing are necessary in order for a business to achieve its goals.  Supervisors should plan and organize the work that must be performed and assign specific tasks to employees.  When all the employees in a business have been assigned clear job responsibilities, they are able to do the work necessary to accomplish the business's goals.  The purpose of effective planning and organizing is to facilitate the business's operations rather than to follow procedures.  A business sets mini-mum standards that it usually expects supervisors to meet.  Planning and organizing work may involve establishing schedules to meet goals.


SOURCE:

MN:723


SOURCE:

pp. 346-347, Management: Comprehension, Analysis and Application.  Gatewood, R.D.; 







Taylor, R.R.; Ferrell, O.C., Irwin, 1995.

53.
B

Offer good starting salaries.  A business that is in good financial condition obviously has more money to spend on recruitment than a business with financial problems.  The financially sound business can also attract workers with good starting salaries, benefits, and a pleasant working environment.  Being financially sound may also enable the business to pay good dividends to stockholders and produce a variety of prod-ucts, but these factors are not related to recruitment.  Being financially sound does not necessarily mean the business will hire large numbers of workers, especially if it is a small business.


SOURCE:

MN:017


SOURCE:

MN LAP 52--Recruiting New Employees 

54.
A

Expensive.  Many of the supplies that retailers use on a regular basis are expensive; therefore, retailers try to control their use in order to reduce costs.  Most retailers keep a tight control on the inventory of supplies to make sure the right amount is received and that items are not lost or stolen.  Retailers also monitor the use of supplies by employees.  Controlling the use of supplies helps retailers to save money.  Most supplies are not difficult to obtain, unavailable, or sold seasonally.


SOURCE:

MN:156


SOURCE:

p. 110, Hospitality Marketing: Lodging.  Upchurch, R.S., Glencoe, McGraw-Hill, 1995.

55.
C  

Job rotation.  Businesses that use job rotation periodically transfer trainees from one job to another through-out the company in order to broaden the trainees' perspective of the business.  This helps to develop inter-departmental cooperation and awareness, to introduce fresh viewpoints, and to promote organizational flexibility.  Understudy, coaching, and learner-controlled instruction help to promote trainees' understanding and skill within a department.  


SOURCE:

MN:024  


SOURCE:

MN LAP 50--Manager/Supervisor Training

56.
C  

Lecture.  The lecture method is useful for presenting general information to a large number of people at one time.  In demonstrations, new employees watch procedures to be learned as they are presented by an experienced worker.  Mentors are experienced workers who answer questions and guide new employees during the first few weeks of employment.  Simulation is a technique that approximates reality.  


SOURCE:

MN:691  


SOURCE:

MN LAP 44--Orienting New Employees

57.
A

Managers.  Managers are individuals whose jobs involve carrying out management functions.  One of the functions of management is to develop company objectives.  Top-level managers usually develop company objectives; however, they seek input from managers at all levels in the business.  Accountants are individ-uals who have specialized training in accounting work.  Buyers are individuals who have responsibility for purchasing goods and services for a business.  Bureaucrats are government officials.


SOURCE:

MN:074


SOURCE:

p. 223, Management for Productivity.  Schermerhorn, J.R. Jr., John Wiley & Sons, Inc., 4th ed., 1993.

58.
B  

Listening carefully to what the employee says.  The initial step in identifying the actual problem underlying an employee's complaint is to listen carefully.  The manager should also demonstrate a helpful, honest attitude and sincere desire to resolve the problem; repeat the complaint and write it down; give the employee a time frame for resolving the problem; and gather additional information.  The other alternatives occur later in the complaint resolution process.  


SOURCE:

MN:034  


SOURCE:

MN LAP 45--Handling Employee Complaints

59.
A

Dollar.  The information in an operating budget usually is presented in the numerical form of dollars.  Stating the estimated dollar amount of revenue and expenses is the basis of most budgets.  Seeing these figures in dollar form helps the business develop financial plans and allocate funds.  Percent indicates how big a part of the whole amount one part is.  Ratio is a mathematical expression of the comparison between two factors.  A fraction is each of the mathematical units created when a whole number is broken down or separated into two or more equal parts.


SOURCE:

MN:083


SOURCE:

pp. 388-389, Small Business Management: An Entrepreneur's Guide to Success.  







Megginson, W.L.; Byrd, M.J.; Scott, C.R.; Megginson, L.C., Irwin, 1994.

60.
D  

Professional organization.  A professional organization is a group of persons in the same profession who form a society to further their common interests.  The primary focus is generally the expansion of profes-sional knowledge and the maintenance of high professional standards.  A trade association is a group of persons in the same industry or geographic area who form a society to solve their common problems.  Increased profit for association members is usually the primary goal of the group.  A service industry is a business that provides a service rather than a good.  A merchants' group is comprised of members who operate department, chain, mass merchandise, and/or specialty stores.  


SOURCE:

PD:036  


SOURCE:

CD LAP 1--Trade Associations/Professional Organizations

61.
D

Concept mapping.  Concept mapping is a method of clarifying and organizing ideas by using a graphic format to show relationships.  This technique involves drawing a map of your ideas so that you can see how one idea relates to another.  Concept mapping can be used for developing ideas for many purposes, but it is especially useful for project planning.  Redefining involves looking at a problem from a different angle if no solution seems apparent.  Brainstorming is a technique used to produce a lot of ideas in a short period of time.  Role-playing involves acting out a situation.  


SOURCE:

PD:012


SOURCE:

PD LAP 2--Creativity

62.
D

Yes, he can write a brief statement about his computer skills.  One of the benefits to the job applicant of sending a follow-up letter after a job interview is that it presents an opportunity to add important information that may not have been mentioned during the interview.  Since the letter itself should be short, any added information should be brief, not a detailed description.  The letter should include appreciation for the inter-view, but it does not need to be limited to a few words of thanks.  It is acceptable for the applicant to let the interviewer know that s/he forgot something as this is a common occurrence and does not indicate incompetence.


SOURCE:

PD:029


SOURCE:

p. 72, The Dynamics of Work: Introduction to Occupations.  Daggett, W.R.; Miles, J.E., South-Western Educational Publishing, 2nd ed., 1998.

63.
D  

Multiplying the price of the item by the discount rate.  For example, an item costing $10.00 with a discount rate of 2% would have a total discount of $.20.  To calculate the discount, change the percent to a decimal and multiply ($10.00 x 2% or .02 = $.20).


SOURCE:

PI:022  


SOURCE:

PU LAP 3--Merchandising-Related Discounts

64.
D  

$18.10.  The operating expenses and profit should be added to the cost to determine the selling price.  Thus, $12.65 (cost) plus $1.95 (operating expenses) plus $3.50 (profit) equals $18.10 (selling price).  


SOURCE:

PI:007


SOURCE:

pp. 600-601, Business Principles and Management.  Everard, K.; Burrow, J., South-Western, 11th ed., 2001.

65.
D

Computer software.  Various types of computer software programs enable businesses to experiment with prices before deciding on the actual price to charge.  A business can plug in different prices for various items to find out what effect each price will have on the bottom line.  Businesses use computer software programs to determine which price will be the most profitable as well as the most appealing to customers before setting the price.  Businesses do not use digital imaging, point-of-sale systems, or optical scanning to experiment with different prices.


SOURCE:

PI:016


SOURCE:

pp. 163-164, Marketing Essentials.  Farese, L.S.; Kimbrell, G.; Woloszyk, C.A., Glencoe McGraw-Hill, 3rd ed., 2002.

66.
D

Way their customers view the products.  Consumers' perceptions of the value received for the price may determine whether or not they buy the products.  It is illegal for channel members to make agreements that set prices of products.  Many state laws prohibit the sale of loss leaders—products priced below cost.  Although some businesses use the manufacturer's list price or suggested retail price, this is only a good strategy if the price is appropriate to customers' view of the product.


SOURCE:

PI:002


SOURCE:

PI LAP 3--Factors Affecting Selling Price

67.
D

Medium.  Medium is the message channel used by a seller to promote a good, service, or idea, e.g., radio, television, newspapers, magazines.  Pricing often affects a business's choice of a promotional medium.  Low-priced products with very low profit margins are usually promoted only in lower priced media such as radio.  High-priced products that have high profit margins are usually promoted in a combination of media, including radio, television, newspapers, and magazines.  A visual is a photograph, film clip, illustration, etc.  An agency is an independent company that offers advertising and other promotional services to clients.  A slogan is a phrase that is easy to remember.  


SOURCE:

PI:001


SOURCE:

PI LAP 2--Pricing

68.
C

$32.  A trade discount is a deduction from the list price of goods for performing certain marketing activities.  The cost to the purchaser is calculated by multiplying the percent of trade discount by the price and then subtracting the discount amount from the price ($40 x 20% or .20 = $8; $40 – $8 = $32).


SOURCE:

PI:019


SOURCE:

p. 82, Marketing and Essential Math Skills: Teacher's Edition.  Stull, W.A., South-Western Educational Publishing, 1999.

69.
A 

Providing the service.  The cost must not outweigh the benefits the business receives for providing the service.  The costs of operation, inventory, and the products are not a part of the customer-service area. 

SOURCE:

PM:013 

SOURCE:

PM LAP 1--Customer Service Supersized! 

70.
D

Performed.  Goods and services are both products.  However, services are intangible products and the benefits that they offer customers.  They cannot be tasted, felt, seen, heard, or smelled.  Services are performed rather than being produced.  A good is a tangible, or physical, item that is produced.


SOURCE:

PM:001


SOURCE:

PP LAP 5--Product/Service Planning

71.
B

Decline.  In the decline stage of the product life cycle, the product has lost its popularity, and sales and profits have fallen, or declined.  Sales and profits have not risen to a point at which they could fall in the introductory stage.  Sales and profits are rising in the growth stage, and both level off during maturity.


SOURCE:

PM:024


SOURCE:

pp. 347-348, Contemporary Marketing.  Boone, L.; Kurtz, D., South-Western, 2002.

72.
B

Dominate the market.  Some businesses concentrate on one type of product.  In many cases, this product-mix strategy enables the business to dominate that particular market.  The business's name becomes syn-onymous with the product, and when customers think of the product, they think of the specific business.  Businesses that successfully use this type of strategy often obtain the majority of the market share.  A busi-ness does not concentrate its product-mix strategy on one type of product to arrange for credit, provide a service, or manage the demand.


SOURCE:

PM:006


SOURCE:

pp. 308-309, Marketing.  Evans, J.R.; Berman, B., Prentice-Hall, 7th ed., 1997.

73.
D 

Image in the eyes of consumers.  A product's position is the way consumers view the product as compared to their view of similar and/or competing products.  Management's ability to position a product helps deter-mine the company's profit.  Marketers can choose to position in relation to competitors, target markets, prod-uct class, or price and quality.  The physical characteristics of a product are referred to as product features.  Product position does not mean the location in the business.

SOURCE:

PM:003 

SOURCE:

PP LAP 3--Product Mix 

74.
D

Individual.  Individual brands are different brand names for products owned by one company.  Family brands use one brand name for a group of related products in a product line.  Computer-generated brands are original names created by the computer from parts of existing words, e.g., Dacron and Priazzo.  Private brands are owned by middlemen. 


SOURCE:

PM:021


SOURCE:

PP LAP 6--Branding

75.
C

The name and address of the company issuing the news release.  This information should be centered at the top of the page, followed by the business's telephone number and fax number if appropriate.  The headline for the news release would be located just above the body of the release, which is near the middle of the page.  The dateline, or the place and date that apply to the information in the release, appears at the begin-ning of the body of the release.  The number of pages in the release is not given, but if there is more than one page, the word MORE is centered at the bottom of the first page.


SOURCE:

PR:057


SOURCE:

PR LAP 10--Writing News Releases

76.
C

Well-known athletes tell readers that they use the product.  A testimonial is a statement by an identified user of a product proclaiming the benefits received from its use.  The other alternatives are endorsements or survey results.


SOURCE:

PR:016


SOURCE:

PR LAP 9--Preparing Print Ad Copy

77.
A


Government regulations.  A business's promotional plan may be affected by regulations imposed by govern-ment agencies.  Certain government agencies control what businesses are legally able to say about their goods and services.  For example, the Federal Trade Commission regulates advertising practices and prohibits unfair and deceptive advertising.  This means that businesses may not develop promotional plans that give consumers incorrect or misleading information about their goods or services.  Advertising proce-dures, vendor qualifications, and transportation systems are not factors that affect the type of promotional plan that a business develops.


SOURCE:

PR:073


SOURCE:

pp. 441-442, Essentials of Marketing.  Lamb, C.; Hair, J.; McDaniel, C., South-Western, 3rd ed., 2003.

78.
C

Planning future ads.  Knowing which ads were most effective in boosting the company's sales is helpful in planning successful new ads.  Without this information, the company may waste money on ineffective ads.  Evaluating past ads will not be helpful in sales-force training.  The costs of analyzing the past ads would be outweighed by the benefits to the firm.


SOURCE:

PR:075


SOURCE:

p. 447, Essentials of Marketing.  Lamb, C.; Hair, J.; McDaniel, C., South-Western, 3rd ed., 2003.

79.
B  

The business and its products.  The primary goal of advertising is to stimulate sales by informing customers about the business and its products.  Specific information about the use of products would be supplied to the purchasers of those products.  A business would not advertise its income from sales or competitors' products.


SOURCE:

PR:001  


SOURCE:

PR LAP 2--Promotion

80.
C

Specialty.  Specialty advertising is categorized as "other media."  These are such items as pens, match-books, calendars, key rings, etc., with the company's name, logo, or promotional message.  Whenever the customer uses or looks at the specialty item, s/he is reminded of the business.  Directory advertising is promotional messages found in directories of a general nature such as the Yellow Pages or in specialized listings of companies in an industry.  Motion-picture advertising is advertising shown prior to the screening of a film in a movie theater.  Videotape advertising is promotional messages presented on videotapes.


SOURCE:

PR:007


SOURCE:

PR LAP 3--Types of Promotional Media

81.
A

$.42.  Weighted or demographic CPM is calculated based on the target audience rather than the total audience.  It is calculated by first multiplying the cost of the ad ($95) by 1,000 (readers), then dividing by the target audience ($95 x 1,000 = $95,000 ÷ 225,000 = $.42).


SOURCE:

PR:009


SOURCE:

PR LAP 6--Calculating Media Costs

82.
B  

Advertising.  Advertising is any paid form of nonpersonal presentation of ideas, images, goods, or services.  The promotional mix is the combination of advertising, publicity, personal selling, and sales promotion that a business uses.  Product planning, pricing, distribution, and promotion are all part of the marketing process.


SOURCE:

PR:003  


SOURCE:

PR LAP 1--Promotional Mix

83.
A 

Reach.  Reach only includes each person once, even if each person sees the message more than once.  Frequency is the average number of times a target consumer is exposed to a message.  Spread is an advertisement placed on two facing pages in print media.  Geographic coverage is the total geographic area reached by a media vehicle. 


SOURCE:

PR:010 


SOURCE:

PR LAP 5--Selecting Advertising Media 

84.
A

Available budget.  The amount of money available to spend on a sales-promotion plan is a main consider-ation when deciding which promotional techniques to include.  Some techniques are more expensive to implement than others.  For example, giving customers samples of products is an expensive sales-promotion technique, although it is very effective.  Businesses that have limited budgets will want to select techniques that are effective but also less costly.  Businesses do not consider management style, distribution channels, or employee compensation when deciding which promotional techniques to include in a sales-promotion plan.


SOURCE:

PR:094


SOURCE:

pp. 570-571, Marketing.  Evans, J.R.; Berman, B., Prentice-Hall, 7th ed., 1997.

85.
B

A drive to collect funds for the homeless.  Businesses often participate in community activities, but they should select those activities carefully.  Joining a drive to collect funds for the homeless will benefit the business by giving it an image of concern for others.  Businesses should avoid participating in activities that seem to support a political party or a religious group.  A hotel can only improve its rating through its own efforts.


SOURCE:

PR:056


SOURCE:

p. 461, Essentials of Marketing.  Lamb, C.; Hair, J.; McDaniel, C., South-Western, 3rd ed., 2003.

86.
D

Coordinating promotional activities.  Businesses develop promotional activities for the purpose of selling goods.  Advertising, special events, and visual merchandising are designed to attract customers and encourage them to buy.  However, if sufficient quantities of the advertised goods are not available when customers visit the business, the goal of the coordinated promotional activities will not be achieved.  Busi-nesses should make sure that sufficient quantities of the advertised goods will be in stock before developing the promotional campaign.  Making sure that sufficient quantities of the advertised goods are in stock is not a step in calculating discount prices, establishing sales objectives, or planning distribution techniques.


SOURCE:

PR:076


SOURCE:

pp. 349-350, Retail Buying: From Staples to Fashions to Fads.  Clodfelter, R., Delmar Publishers Inc., 1993.

87.
A

Team selling.  Team selling is a technique that involves putting together a group, or team, of specialists to sell to a business.  Some products are large and complex and require the expertise of several different specialists to effectively explain their features and benefits.  A selling team is able to present a large amount of information to a potential customer, answer technical questions, and project a strong sales effort.  Mass marketing is designing products and directing marketing activities in order to appeal to the whole market.  Sale pricing is pricing items at low levels and promoting them for a limited period of time.  Retail selling is selling directly to the ultimate consumer.


SOURCE:

SE:046


SOURCE:

pp. 60-61, Fundamentals of Selling: Customers for Life.  Futrell, C.M., Irwin/McGraw-Hill, 6th ed., 1999.

88.
B

Facts about the product.  A feature-benefit chart lists product features and their corresponding benefits.  The number of products in stock has no relation to a feature-benefit chart.  Facts about customers and the name of the product's distributor are not used in a feature-benefit chart. 


SOURCE:

SE:109


SOURCE:

pp. 111-112, Selling Today: Building Quality Partnerships.  Manning, G.L.; Reece, B.L., Prentice Hall, 1998.

89.
D  

Can improve customer relations.  The primary benefit of sales training is the development of salespersons who are knowledgeable about the company, its products, and the industry in which it operates.  Customers appreciate working with trained sales representatives who can help them solve their problems and provide good service.  Sales training reduces the turnover of the sales staff because trained salespeople are more successful and more likely to stay on the job.  Sales training is expensive, and it does not eliminate the need for sales managers.


SOURCE:

SE:055  


SOURCE:

SE LAP 123--Sales Training

90.
C

 
Customer turnover will be high, leading to increased costs of replacing customers.  Furthermore, salesper-sons' time invested in customers will be lost if the customers switch to competitors.  Perhaps most important is the threat to the existence of the business because without a group of clients who return regularly, the business will probably fail.  Positive word-of-mouth advertising increases when businesses work to build a clientele.


SOURCE:

SE:828


SOURCE:

SE LAP 115--Building Clientele

91.
D  

Courteous sales force.  Patronage motives are the buying motives that determine where a customer shops.  Common patronage motives are customer services and policies, price, courteous sales force, quality and assortment of merchandise, and fashion.  Emotional buying motives include seasonal events, popular advertising, and group approval.


SOURCE:

SE:883  


SOURCE:

SE LAP 102--Using Buying Motives (Part I)

92.
B

 
Selling policies may be in writing or simply understood by employees.  Whether policies are written or orally stated usually depends on the nature of the organization, rather than on legislation.  Companies with a large sales force usually provide policy handbooks that are fully explained to all sales trainees.  On the other hand, small companies with few salespeople may operate without written policies.  Selling policies establish uniform operating procedures for all salespeople in a company to follow and are very useful in handling routine situations.


SOURCE:

SE:932


SOURCE:

SE LAP 121--Selling Policies

93.
C


Making sales.  Prospecting is the process of identifying and locating potential clients.  It helps salespeople to focus their efforts on people who are likely to buy and, therefore, helps them to save time and to increase their chances of making sales.  By talking with people who are likely to buy, salespeople are less likely to face rejection.  This does not increase their influence, but it should improve their attitude toward selling. 

SOURCE:

SE:001

SOURCE:

SE LAP 116--Prospecting

94.
B

Increases productivity.  One of the main advantages of using computer technology is that it helps sales-people to increase their productivity.  Salespeople are able to quickly enter information into a computer, generate sales reports, process orders, and develop effective presentations.  The use of computers helps them to organize their territory and keep current records concerning the status of each account.  This gives them more time to focus on serving their customers which usually leads to increased productivity and higher sales.  Computers do not eliminate the need for salespeople to follow up with customers.  The use of com-puters usually decreases selling time and increases account control.


SOURCE:

SE:107


SOURCE:

pp. 182-184, Fundamentals of Selling: Customers for Life.  Futrell, C.M., Irwin/McGraw-Hill, 6th ed., 1999.

95.
B  

Asks few questions.  The impulsive shopper often purchases items with very little research or forethought.  Decisive customers have their minds made up and ask for specific items or brands.  Informed customers have a high degree of product knowledge and are, therefore, confident of their choices.  The fact finder comparison shops and, unlike the impulsive customer, seeks information before making a decision.  


SOURCE:

SE:810  


SOURCE:

SE LAP 112--Addressing Individual Needs

96.
B  

When the customer seems ready to make a buying decision.  Most salespeople point out that any time is the best time to close a sale.  However, customers are often at different points in the decision-making process.  Therefore, salespeople usually try to close when the customer is ready to make a favorable buying decision.  The best time to close is not after suggestion selling, after covering all information, or when the customer seems undecided.


SOURCE:

SE:895  


SOURCE:

SE LAP 107--Closing Sales 

97.
C

To uncover the customer's objections.  By probing, you can determine reasons for a customer's reluctance to buy and try to overcome them.  Demonstrating the product or making the customer feel important may accompany probing, but they are not primary reasons for using probes.  Probing generally shortens the time needed to make a sale.


SOURCE:

SE:113


SOURCE:

SE LAP 120--Probing 

98.
A  

Breakdown of sales into categories.  This may include dollar or unit sales by category, sales of a specific product for a given time period, etc.  Projected sales may be based on sales figures recorded in sales records but are not implied.  The fluctuation in a company's cash is obtained from a cash flow analysis.  Sales records do not reflect expenses or cost of goods sold.  


SOURCE:

SE:056  


SOURCE:

pp. 517-527, Sales Force Management.  Churchill, G.A.; Ford, N.M.; Walker, O.C.; 







Johnston, M.W.; Tanner, J.F., Irwin/McGraw-Hill, 6th ed., 2000.

99.
C  

Be filled out legibly.  One of the most important tasks in selling is accurately calculating and legibly recording the exact amount of a customer's purchase.  Illegible sales checks can cause losses for the business, as well as damaging customer goodwill.  Sales checks can be voided by authorized personnel when necessary.  Sales checks should contain all pertinent information about the sale, and they should be filed away as a company record of sales.


SOURCE:

SE:117


SOURCE:

MA LAP 48--Completing Sales Checks

100.
A

Unit-sales.  Unit-sales quotas are a type of sales-volume quota in which salespeople are evaluated on the number of products or physical units that they sell instead of on dollar volume.  This quota plan is generally used by companies that have a limited product line.  Point-sales quotas are a type of sales-volume quota in which salespeople receive a number of points for each dollar or product sold.  Dollar-volume quotas are a type of sales-volume quota in which salespeople are measured by the total dollar volume of sales without regard to which products are sold.  Expense-budget quotas are a type of financial quota in which salespeople are awarded bonuses for spending less than the allocated budget.


SOURCE:

SE:864


SOURCE:

SE LAP 118--Sales Quotas


