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1.
A manufacturer is a type of business that
A.
keeps raw goods in their original form. 
C.
does not make use of raw goods.
B.
sells raw goods for their producers. 
D.
turns raw goods into useful products. 

 2.
Jose's major responsibilities include finding workers for the restaurant and providing guidance to new and current workers. Jose is carrying out the activities of
A.
planning and directing. 
C.
staffing and directing. 
B.
planning and organizing. 
D.
organizing and controlling.

 3.
One reason why some restaurant servers disclose the amount of their tips to the restaurant is because they
A.
want an increase in wages. 
C.
share tips with coworkers.
B.
are not required to pay taxes. 
D.
expect to receive promotions.

 4.
In a cash flow statement, which of the following would a restaurant include as accounts receivable in the total cash receipts category:
A.
Personal checks 
C.
Credit sales 
B.
Cash sales 
D.
Interest income

 5.
What are the main components of a budget?
A.
Cash flow and net worth 
C.
Profit and loss 
B.
Assets and liabilities 
D.
Income and expense

 6.
Vacuum packaging, freeze drying, and irradiation are examples of technology that impact the restaurant industry by
A.
increasing the fat content of food. 
C.
improving the methods of cooking food. 
B.
modernizing the way of delivering food. 
D.
extending the shelf life of food.

 7.
When writing e-mail messages, restaurant employees should remember that e-mails
A.
are private conversations. 
C.
are formal correspondence.
B.
take a long time to prepare.
D.
can be forwarded to others.

 8.
When John was injured in an auto accident on his way to work, what kind of insurance paid his hospital bill?
A.
Health 
C.
Term
B.
Disability 
D.
Life 

 9.
While handling cash transactions for customers at the cash register, restaurant employees can help to safeguard cash by never
A.
accepting bills of a large denomination. 
C.
returning cash for tip money.
B.
turning their backs to the register. 
D.
counting back change to a customer.

10.
Restaurants keep records of accidents and injuries in order to identify unsafe situations and to
A.
correct hazards. 
C.
answer questions. 
B.
complete paperwork. 
D.
administer first-aid.

11.
What federal law prohibits restaurants from asking potential employees about their medical history?
A.
National Labor Relations Act 
C.
Fair Labor Standards Act
B.
Vocational Rehabilitation Act
D.
Americans with Disabilities Act

12.
Many restaurants are required to follow specific health and sanitation laws to ensure that the
A.
facility receives tax deductions. 
C.
business is subject to lawsuits.
B.
food is safe for consumption. 
D.
ingredients meet nutritional needs.

13.
Written communication is not effective when readers must
A.
find the information they need within the communication.
B.
follow the writer's logical train of thought.
C.
work to understand what the communication means.
D.
spend a minimum amount of time reading the communication.

14.
What is the most important component of an effective business letter?
A.
Message 
C.
Address
B.
Opening 
D.
Heading 

15.
The owner of Bob's Italian Café has prepared a one-page report to inform the staff about current sales volume. This is an example of a(n) __________ report.
A.
complex 
C.
activity
B.
informal 
D.
analytical

16.
The two forms of utility created by physical distribution are
A.
possession and time. 
C.
time and place. 
B.
place and form. 
D.
form and possession.

17.
Where does a channel of distribution begin?
A.
With the ultimate consumer 
C.
With the industrial user
B.
With the producer
D.
With the intermediary

18.
Packaging a product in a biodegradable or recyclable container is one way a channel member can participate in the ethical concept of
A.
consumer protection. 
C.
social awareness.
B.
green marketing. 
D.
international marketing.

19.
The increase in similarity of product performance, pricing, and customer-service strategies has caused restaurant supply businesses to look at __________ as a competitive tool.
A.
promotion 
C.
distribution
B.
purchasing 
D.
financing 

20.
Which of the following often is the responsibility of receiving employees when a damaged shipment arrives:
A.
Returning goods to vendor 
C.
Arranging for repair 
B.
Marking down for sale 
D.
Sending goods to inventory

21.
Which of the following is one of the most reliable ways for a restaurant to verify the contents of a shipment:
A.
Read the packing slip 
C.
Weigh the packages
B.
Check the purchase order
D.
Open the containers 

22.
What shipping method would a business probably use to ship a small order to a customer in the next state?
A.
Commercial airline 
C.
Waterway
B.
Motor carrier
D.
Railroad 

23.
Where should supplies of condiments, glasses, napkins, and silverware be kept in a restaurant dining room?
A.
In the patron waiting area 
C.
Near the cash register 
B.
On a side stand
D.
In a walk-in closet

24.
To prevent spoilage, restaurants store fresh meats and dairy products in
A.
refrigerated areas. 
C.
thawing facilities.
B.
walk-in freezers. 
D.
time-controlled cases.

25.
What is one reason why many large restaurant supply businesses use warehouses?
A.
To order products 
C.
To conserve resources
B.
To coordinate shipments 
D.
To follow regulations

26.
Restaurant managers wait until after closing to conduct a physical inventory in order to get a more accurate assessment of the
A.
costs of maintaining the inventory.
B.
number of food items on hand.
C.
age of the food items left in inventory.
D.
most popular food items requested by customers. 

27.
Which of the following is a producer-related factor that affects the choice of distribution channels:
A.
Location of market 
C.
Size of good
B.
Perishability of good 
D.
Available funds

28.
The setting of performance standards for evaluating channel members is more effective if it is a __________ decision between channel members.
A.
vague 
C.
joint
B.
standard 
D.
dictated 

29.
An ultimate consumer is a person who
A.
buys a good or service. 
C.
has unlimited buying power.
B.
has no unsatisfied wants or needs.
D.
actually uses a good or service.

30.
The desire for friendship belongs in which of the following categories:
A.
Noneconomic want 
C.
Service
B.
Opportunity cost 
D.
Capital good 

31.
Which of the following factors influences demand:
A.
Consumer buying power 
C.
Cost of production
B.
Inventions 
D.
Advanced technology

32.
In a private enterprise economic system, the interaction of supply and demand primarily determines
A.
prices. 
C.
profits.
B.
government control. 
D.
competition.

33.
Restaurant supply businesses that allow their employees to set their own schedules are offering
A.
time off. 
C.
flextime. 
B.
job sharing. 
D.
part-time status.

34.
During the 1920s, the citizens of the United States were experiencing a peak in the business cycle. However, the peak ended in the 1930s, and a long period of bad economic times began that lasted for nearly 10 years. What phase of the business cycle did the United States experience in the 1930s?
A.
Contraction 
C.
Depression
B.
Inflation 
D.
Recession 

35.
The way that businesspeople in different countries behave is based on what is acceptable in their business
A.
subcultures. 
C.
contracts.
B.
activities. 
D.
policies. 

36.
Many people pay for meals and lodging on credit through a(n)
A.
unsecured loan. 
C.
budget credit account.
B.
installment credit account.
D.
travel and entertainment card.

37.
Which of the following is one way that restaurant chains use marketing information:
A.
To develop surveys 
C.
To predict change 
B.
To analyze data 
D.
To conduct research

38.
When assessing marketing-information needs, restaurants should first determine if the information is already available from
A.
local competitors. 
C.
secondary sources. 
B.
primary research. 
D.
executive opinion.

39.
Which of the following must coincide when using descriptive statistics in order to have normally distributed data:
A.
Range, dispersion, confidence interval
B.
Ordinal, nominal, binomial 
C.
Mean, median, mode 
D.
Standard deviation, percentiles, pictorial representations 

40.
Balancing value and satisfaction for the restaurant customer is part of which element of marketing?
A.
Place 
C.
Price 
B.
Promotion 
D.
Product

41.
Which of the following is a factor that might impact the pricing strategies of a restaurant supply business that is planning to enter the international market:
A.
Trade barriers 
C.
Advertising laws
B.
Unstable governments 
D.
Required bribes

42.
Sorting restaurant customers by their physical and social characteristics is called __________ segmentation.
A.
behavioral 
C.
demographic 
B.
psychographic 
D.
statistical

43.
An effective marketing plan usually contains a section that explains the marketing
A.
mix. 
C.
risk.
B.
policy. 
D.
concept.

44.
Which of the following is a question that should be asked when selecting a sales forecasting method:
A.
What changes are occurring in the restaurant? 
B.
What are the restaurant's past sales? 
C.
What information is available to use?
D.
What are the operating expenses of the restaurant? 

45.
One of the objectives in a restaurant supply business's marketing plan is to increase sales by 15% by reaching more customers. What dollar amount is 15% if the business currently has 250 customers who each spend $10,000 per year?
A.
$425,000 
C.
$375,000 
B.
$250,000 
D.
$515,000

46.
What type of analysis might a restaurant use to decide whether to increase or reduce its marketing activities?
A.
Profitability 
C.
Flexibility
B.
Accountability 
D.
Reliability

47.
Which of the following factors do restaurants usually evaluate and analyze when conducting a marketing audit:
A.
Staffing 
C.
Advertising 
B.
Purchasing 
D.
Invoicing

48.
Restaurant workers who like to set their own goals, exercise their creativity, and be free of control by a supervisor would be most comfortable working for a(n) __________ leader.
A.
democratic 
C.
authoritarian
B.
republican 
D.
laissez-faire

49.
Restaurant servers who suggestion-sell additional items to customers, such as after-dinner coffee and dessert, are often able to substantially increase the amount of their
A.
salaries. 
C.
gratuities. 
B.
wages. 
D.
benefits.

50.
Employees who are unable to respond to questions about the company's goods or services can affect the customer's
A.
purchasing ability. 
C.
sourcing strategy.
B.
image of the business.
D.
price fixing. 

51.
Restaurants that interpret their policies to customers in an effective manner are better able to
A.
understand customers. 
C.
eliminate questions.
B.
control expenses. 
D.
build a clientele. 

52.
An example of an ethical and proactive way for restaurant supply businesses to monitor employee behavior off-the-job would be to
A.
tap employees' home telephones.
B.
provide incentives for healthy behavior.
C.
follow employees after they leave the office.
D.
ask other employees to monitor their coworkers.

53.
Restaurants that have regular peak-demand times often schedule a certain number of ___________ employees for those hours.
A.
permanent, part-time 
C.
temporary
B.
seasonal 
D.
telecommuting

54.
When a restaurant supply business employee is paid a fixed amount plus a percentage of sales, this is known as the __________ plan.
A.
straight salary 
C.
straight commission
B.
salary and commission
D.
exempt salary 

55.
Karen is starting a specialty restaurant. To decide the number and types of employees she will need to hire, Karen has determined what jobs will need to be done and has developed a written statement for each job, listing the duties and responsibilities of the job and the educational and professional experience required. This statement is a job
A.
qualification. 
C.
enrichment.
B.
requisition. 
D.
description. 

56.
Which of the following is usually the most objective measure for predicting job success:
A.
Application blanks 
C.
Résumés 
B.
Interviews 
D.
Pre-employment tests 

57.
Which of the following is information that restaurant chains often want to obtain from employees during an exit interview:
A.
Phone numbers for future contact 
C.
Gossip about coworkers
B.
Benefits offered by the new employer
D.
Opinions about supervision 

58.
Which of the following is an action restaurant management can take to demonstrate a strong commitment to equity:
A.
Reading articles about workplace equity
B.
Attending diversity workshops/training sessions
C.
Posting equity information for staff to read
D.
Talking about equity in staff meetings

59.
Which of the following restaurant operations is mainly responsible for food cost-control:
A.
Employee scheduling 
C.
Hiring 
B.
Busing 
D.
Menu planning

60.
Calculate a restaurant's profitability ratio if its net profit is $125,000 and its net sales are $775,000.
A.
18% 
C.
17%
B.
15% 
D.
16% 

61.
The income that a business earns before expenses are deducted is referred to as the
A.
overhead. 
C.
net profit.
B.
net sales. 
D.
gross profit.

62.
A necessary step in time management is to analyze the tasks that need to be done and to
A.
assign them equal time. 
C.
determine their priority.  
B.
reduce each one. 
D.
make them equally important.

63.
A restaurant employee wanting to advance to the highest level position in the kitchen is seeking a career as a
A.
chef. 
C.
line cook.
B.
sous chef. 
D.
prep cook.

64.
The owners of an upscale restaurant decided to ignore the lower prices offered by a new competitor and keep their prices at a higher level. What characteristic of effective pricing were the owners forgetting?
A.
Stability 
C.
Flexibility
B.
Profitability 
D.
Durability 

65.
Raising the price of products to be exported to offset the expenses of transportation, taxes, and tariffs is
A.
unethical and legal. 
C.
illegal and ethical. 
B.
unethical and illegal. 
D.
ethical and legal.

66.
What do governments often establish to promote competition among businesses and protect consumers from bait-and-switch practices?
A.
Selling policies 
C.
Marketing strategies 
B.
Pricing laws 
D.
Business codes 

67.
Which of the following is most likely to raise menu prices at a local restaurant:
A.
The restaurant reduces operating hours. 
C.
Several employees are laid off. 
B.
A new law increases minimum wage.
D.
Efficiency is increased at the restaurant. 

68.
If the original price of an item is $56 and the markdown percentage on the item is 20%, what is the new, markdown price?
A.
$67.20 
C.
$57.20
B.
$20.00 
D.
$44.80 

69.
What do restaurant equipment salespeople often use to justify price and recommend a specific product to customers?
A.
Grades and standards 
C.
Laws and regulations
B.
Policies and procedures 
D.
Objectives and goals

70.
Which of the following do many restaurants often specify when purchasing food items in order to maintain quality control standards:
A.
Type of packaging 
C.
Style of buying
B.
Method of receiving 
D.
Process of ordering

71.
A product-mix strategy in which a restaurant supply business redesigns its products is called
A.
expansion. 
C.
alteration.
B.
consistency. 
D.
contraction.

72.
A business might use product bundling strategies when it wants to 
A.
deplete slow-moving items from its inventory. 
B.
lower its advertising expenses and publicity efforts. 
C.
build ongoing relationships with its customers.  
D.
substitute brand products with generic items.         

73.
When choosing the services it will offer its customers, a business should evaluate its potential
A.
sacrifices. 
C.
quotas. 
B.
distractions. 
D.
ratings. 

74.
A business that positions its products as the ones offering the best quality and service for the price might gain a
A.
marketing incentive. 
C.
geographic benefit.
B.
promotional consideration. 
D.
competitive advantage. 

75.
What role do customers play in the development of brand equity?
A.
They buy certain dollar amounts of menu items. 
B.
They accumulate positive feelings for restaurant brands that meet their expectations. 
C.
They fill out annual surveys about their favorite restaurant brands. 
D.
They redeem coupons from certain restaurant brands. 

76.
Restaurants that absorb the cost of customer service are hoping to
A.
encourage employees to be service-minded at all times.
B.
achieve a quick profit.
C.
provide customers with the latest trends in business.
D.
gain customer's trust and long-term business.

77.
Which of the following types of lighting can be used to concentrate light on a particular area in a restaurant to create an interior environment:
A.
Incandescent 
C.
Fluorescent
B.
Halogen 
D.
Neon  

78.
Other people, brainstorming sessions, a dictionary, and a thesaurus are examples of
A.
things that can help employees adopt brand values. 

B.
ways to develop a mission statement.

C.
resources to use in selecting a brand name.

D.
tools that can be useful in analyzing customer research.


79.
Calculate the weekly gross margin for a restaurant based on the following information: Net sales were $34,848, advertising expenses were $3,749, and cost of goods sold was $8,140.
A.
$30,402 
C.
$26,708 
B.
$23,014 
D.
$30,512

80.
When placing orders for food items, banquet managers must consider the primary factors that affect the product's yield percentage. These factors include
A.
type of oven and nutrition value. 
C.
fat content and cooking temperature.
B.
spoilage rate and preservatives.
D.
vendor discounts and level of perishability.

81.
Promotion will normally cause mass production to
A.
increase. 
C.
fluctuate.
B.
decrease. 
D.
remain the same.

82.
A limitation of promotional activities is that they cannot
A.
create awareness of products.
B.
contribute to economic growth.
C.
help to support the costs of mass communication.
D.
make up for the poor quality of a good or service. 

83.
A combination of communication techniques that include advertising, publicity, sales promotion, and personal selling is known as the
A.
public relations policy. 
C.
media mix. 
B.
promotional mix.
D.
sales presentation.

84.
Technology advancements have provided restaurant marketers the ability to send cost-effective, opt-in promotional messages to a customer's __________ address.
A.
P.O. box 
C.
e-mail 
B.
street 
D.
secondary

85.
Advertising copy that states "Only 3 days left" is trying to
A.
identify benefits. 
C.
encourage action.
B.
describe features. 
D.
make a claim. 

86.
Restaurants usually try to write menu descriptions that include
A.
expensive ingredients. 
C.
impressive data.
B.
nutrition requirements. 
D.
accurate information. 

87.
A restaurant owner might consider promoting new desserts by using cost-effective displays such as
A.
radio advertising and outdoor signs. 
C.
posters and table tents.
B.
brochures and direct mail.
D.
sample tables and television advertising.

88.
Which of the following is a guideline for a new restaurant to follow in establishing a promotional plan:
A.
A new restaurant should hire a professional to create the plan. 
B.
The plan should not be modified during the first year.
C.
The plan should be created before the restaurant opens. 
D.
A new restaurant should use a plan similar to that of competitors. 

89.
Sales promotion activities such as giveaways, contests, premiums, and special sales are most effective when they are
A.
used instead of expensive advertisements.
B.
kept separate from other promotions. 
C.
coordinated with other promotional activities.
D.
repeated at regular intervals. 

90.
A customer-service activity that salespeople can use to facilitate sales relationships is
A.
following-up. 
C.
trading down.
B.
asking questions. 
D.
cold calling. 

91.
Building the loyal clientele on which a business depends is largely the responsibility of the
A.
price range. 
C.
advertising program.
B.
sales staff. 
D.
administrative staff.

92.
Which of the following actions of a salesperson is most likely to be considered unethical:
A.
Gives a customer two tickets to a local sporting event
B.
Takes two long-time customers to an upscale restaurant
C.
Offers a weekend getaway to close the sale
D.
Sends customers samples of new products for their personal use

93.
What do restaurant servers need to know to be able to explain the features and benefits of menu items to customers?
A.
Date of expiration 
C.
Method of preparation
B.
Percentage of yield 
D.
Type of storage 

94.
Which of the following is a benefit of cafeteria-style service:
A.
Servers can plate food in the kitchen. 
C.
Side tables can be used when needed.
B.
Many customers can be served quickly.
D.
Food can be prepared when ordered. 

95.
A true statement about the steps of the selling process is that they
A.
have specific time limits. 
C.
do not follow a particular order.
B.
can be rearranged in any way. 
D.
should be performed consecutively.

96.
A customer orders lime sherbet for dessert, but the server finds that only orange sherbet and chocolate ice cream are left. S/He should
A.
tell the customer the restaurant is out of lime sherbet. 
B.
tell the customer the restaurant is out of lime sherbet and suggest orange sherbet. 
C.
bring chocolate ice cream to the table.
D.
bring the orange sherbet to the table. 

97.
When salad is being served with the meal and a bread-and-butter plate is being used, the salad plate should be placed to the __________ in the place setting.
A.
upper right, above the knife 
C.
right of the spoon 
B.
left of the forks
D.
upper left, above the forks

98.
Which of the following is correct table-service procedure:
A.
Serving food from the patron's left 
C.
Serving beverages from the patron's left
B.
Reaching across the table to serve 
D.
Putting side dishes to the patron's right

99.
When quick-serve restaurant employees accept cash from customers, they should keep that money on the plate above the register drawer until they
A.
give customers their change. 
C.
thank customers for their business.
B.
add up the total amount due. 
D.
print a receipt for the transaction.

100.
Electronic cash registers compute the restaurant customer's change, and the amount can be read from the __________ of the cash register.
A.
customer display window 
C.
validation opening
B.
cash drawer 
D.
print table 

1.
D
Turns raw goods into useful products. The manufacturer changes the shapes or forms of raw goods so that they will be useful to consumers. Manufacturers buy raw goods from their producers and sell finished products.
SOURCE:
BA:001
SOURCE:
MB LAP 6—Business and Society

 2.
C
Staffing and directing. Staffing is finding workers for the restaurant. Directing is providing guidance to workers and work projects. These responsibilities are often interrelated. Planning involves deciding what work will be done and how it will be accomplished. Organizing is setting up the ways the restaurant's work will be done. Controlling is monitoring the work effort.
SOURCE:
BA:002
SOURCE:
MB LAP 10—Business Activities

 3.
C
Share tips with coworkers. In some restaurants, the servers share their tips with coworkers, such as busers and bartenders. When servers share tips, they disclose the amount of their tips to the restaurant so the restaurant can make sure the coworkers receive the proper amount. This is important because many customers pay with credit cards, and the restaurant is responsible for distributing the tip money. Servers do not disclose the amount of their tips to the restaurant because they want an increase in wages or expect to receive promotions. Servers are required to pay taxes on tip money.
SOURCE:
BA:075
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (p. 41). Austin, TX: Twenty Per Cent.

 4.
C
Credit sales. Total cash receipts include cash sales, accounts receivables, and loans. Accounts receivable are all monies owed to a restaurant by its customers. Credit sales represent money the restaurant did not receive at the time of sale but will receive in the future. Therefore, credit sales are not included in the cash receipts category, which is the money the restaurant actually collected. However, credit sales are included in the total cash receipts category because the restaurant will eventually receive those funds. The cash receipts category includes cash sales, personal checks, and interest income. Cash receipts are the money that a restaurant collects now rather than the money it will collect in the future.
SOURCE:
BA:016
SOURCE:
MN LAP 60—Cash Flow

 5.
D
Income and expense. The main components of a budget are income and expense. Income is all the money received by a business from outside sources such as from sales or investments. Expense is all the money that a business spends and includes items such as salaries, rent, insurance, and utilities. Profit and loss indicates the amount of money a business actually received or lost for a specified period. Assets are anything of value that the business owns, and liabilities are debts that the business owes. Cash flow is the movement of money into and out of a business. Net worth is the total value of the business.
SOURCE:
BA:024
SOURCE:
FI LAP 3—Money Tracks (Nature of Budgets)

 6.
D
Extending the shelf life of food. Science has developed new techniques for food storage, such as vacuum packaging, freeze drying, and irradiation, that increase both the shelf life and wholesomeness of foods. The methods also reduce the incidence of food spoilage, contamination, and poisoning. Vacuum packaging, freeze drying, and irradiation are not methods of cooking or delivering food. These storage techniques do not increase the fat content of food.
SOURCE:
BA:082
SOURCE:
Stier, R.F. (2001, August 1). Technology update: Light shines on food safety. Prepared Foods. Retrieved November 11, 2005, from http://www.preparedfoods.com/CDA/ArticleInformation/features/BNP__Features__Item/0,1231,114859,00.html

 7.
D
Can be forwarded to others. When restaurant employees write e-mail messages to coworkers or customers, the recipients of the messages can forward them to others without the sender's knowledge or permission. Therefore, employees should be cautious about the content of e-mail messages because they have no control over what the recipients do with the e-mails. It is best not to include personal or sensitive information in e-mails, particularly if the sender wants the information to remain private. E-mail messages are not private conversations, do not take a long time to prepare, and are not considered formal correspondence.
SOURCE:
BA:214
SOURCE:
Locker, K.O. (2000). Business and administrative communication (5th ed.) [pp. 164-165]. Boston: Irwin/McGraw-Hill.

 8.
A
Health. Health insurance covers such medical expenses as hospital bills, doctors' fees, lab charges, and other medical costs. Disability insurance is sometimes called loss-of-income insurance because it pays a percentage of a worker's normal wages to the worker when s/he cannot work because of an illness or injury. Life insurance pays a sum of money at the time of death. Term is a form of life insurance that covers a specific number of years.
SOURCE:
BA:038
SOURCE:
Bailey, L.J. (2003). Working: Career success for the 21st century (3rd ed.) [pp. 378-381]. Mason, OH: South-Western.

 9.
B
Turning their backs to the register. Safeguarding cash is an important consideration in the restaurant industry. Consequently, there are guidelines that most restaurants expect their employees to follow. One of these is to never turn their backs to the register while handling cash transactions for customers. If employees are accepting cash, the cash drawer will be open so they can deposit the cash and provide change. If they turn their backs during that process, dishonest customers may have the opportunity to remove some of the cash. Employees should remain focused on handling the cash and not allow themselves to become distracted to the point that they turn their backs on the register. Many customers pay with bills of a large denomination because restaurant meals are often expensive. It is common practice to give customers change that they can use to leave a tip. Counting back change is the appropriate way to give change to customers.
SOURCE:
BA:087
SOURCE:
German-Grapes, J. (1997). The teller's handbook: Everything a teller needs to know to succeed (pp. 151-152). New York: McGraw-Hill.

10.
A
Correct hazards. Restaurants keep a running log or record of work-related accidents in order to identify patterns or trends in workplace accidents. Restaurants use this information to correct the hazardous or unsafe situations and help prevent accidents from occurring. Restaurants do not keep accident reports for the purpose of completing paperwork. The accident reports may answer certain questions about the incident, although that is not their primary purpose. Accident reports are not needed in order to administer first-aid.
SOURCE:
BA:047
SOURCE:
RM LAP 3—Handling Accidents

11.
D
Americans with Disabilities Act. The Americans with Disabilities Act (ADA) prohibits restaurants from discriminating against disabled individuals who are qualified to do the job. In order to protect these individuals, the ADA also regulates the type of questions that restaurants may ask potential employees. Restaurants may not ask questions about medical histories, specific diseases, prescription drug usage, treatment for mental health problems, etc. These are issues that restaurants should not consider when hiring employees. The Vocational Rehabilitation Act, the Fair Labor Standards Act, and the National Labor Relations Act do not prohibit restaurants from asking potential employees about their medical history.
SOURCE:
BA:056
SOURCE:
Dessler, G. (2000). Human resource management (8th ed.) [pp. 48-51]. Upper Saddle River, NJ: Prentice Hall.

12.
B
Food is safe for consumption. Restaurants are in business to provide customers with prepared food to eat on-site or off-site. The restaurants are responsible for making sure that the food is safe to eat. Unsafe or contaminated food can result in serious illness if consumed. Governments often develop strict guidelines for restaurants to follow so that foods are maintained at appropriate temperatures, employees engage in appropriate hygiene habits, and that the facility is clean. Many governments inspect restaurants on a regular basis and require the facilities to gain certification. Restaurants do not necessarily receive tax deductions by following health and sanitation laws. Health and sanitation laws might help reduce the number of lawsuits that customers file. Customers often file lawsuits when they become ill or incapacitated from restaurant food or from injuries obtained on the restaurant's premises. Every ingredient is not added to food to provide nutrition. Often, ingredients (e.g., spices) are added to food to enhance the flavor of the dish.
SOURCE:
BA:095
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 241, 243-247). Upper Saddle River, NJ: Prentice Hall.

13.
C
Work to understand what the communication means. Effective written communication presents information in a clear, easy-to-read style so that readers do not have to try to figure out what the communication is all about. Readers should be able to grasp the communication's message in a minimum amount of reading time. Written communication should follow a logical train of thought, and readers should be able to find the information they need within the communication.
SOURCE:
CO:016
SOURCE:
Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of human relations: Applications for life & work (pp. 156-157). Cincinnati: South-Western Educational.

14.
A
Message. The message, or body, is the most important component of an effective business letter. The message explains the purpose of the letter and expresses the writer's thoughts to the reader. A business letter is ineffective if the message is not well written and clearly understandable. The opening, address, and heading direct the business letter to the appropriate person.
SOURCE:
CO:133
SOURCE:
Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1999). Communicating for success (2nd ed.) [pp. 282-286]. Cincinnati: South-Western Educational.

15.
B
Informal. A short report that presents facts without analysis is considered an informal report. A formal report is more complex, has several different parts, and provides an analysis of the facts in the report. An activity report is an account of sales calls or other business activities carried out by staff.
SOURCE:
CO:094
SOURCE:
Locker, K.O. (2000). Business and administrative communication (5th ed.) [pp. 366-367]. Boston: Irwin/McGraw-Hill.

16.
C
Time and place. Utility is the ability of a product to satisfy consumer wants and needs. Time utility is defined as the value added to a product by making it available for purchase at the time it is needed or wanted by consumers. Place utility adds value to products by making them available at locations where they are needed or wanted by consumers. Form utility is changing the state of the product to make it more useful to the consumer. Possession utility is created when ownership of a product is transferred from the seller to the user.
SOURCE:
DS:001
SOURCE:
DS LAP 1—Distribution

17.
B
With the producer. A producer is the grower, provider, or manufacturer of goods or services. Products originate with producers. The channel ends with an industrial user or ultimate consumer. An intermediary is a channel member operating between the producer and the consumer or industrial user to help in the movement of goods and services.
SOURCE:
DS:055
SOURCE:
MB LAP 3—Channels of Distribution

18.
B
Green marketing. Green marketing refers to the practice of pricing, promoting, and distributing products in such a way that they do not harm the natural environment. Most manufactures choose to participate in this practice because of their code of ethics. Consumer protection deals with safety features and product labeling standards that protect the consumer. Social awareness is a term used to describe the practice of enlightening the community of business actions to promote social welfare. International marketing refers to marketing goods and services in foreign countries.
SOURCE:
DS:059
SOURCE:
Pride, W.M., & Ferrell, O.C. (2000). Marketing: Concepts and strategies (2000e) [pp. 86-87]. Boston: Houghton Mifflin.

19.
C
Distribution. Efficient movement of the product to the consumer increases customer service and satisfaction and keeps costs in check by reducing complaints, balancing inventory levels, and increasing product utility. Supply chain performance as well as channel capabilities are not as easily copied by competitors as financing, purchasing, and promotion functions.
SOURCE:
DS:029
SOURCE:
Czinkota, M.R., & Kotabe, M. (2001). Marketing management (2nd ed.) [pp. 366-372]. Mason, OH: South-Western Publishing Co.

20.
A
Returning goods to vendor. One of the responsibilities of the receiving department may be returning unacceptable goods to vendors. One reason for a business to return goods is that the shipment arrived damaged. Receiving workers must pack the goods for shipping, arrange transportation, enclose any necessary return forms, and notify the vendor that the goods are being returned. When a damaged shipment arrives, receiving workers do not arrange for repairs, mark down for sale, or send to inventory.
SOURCE:
DS:004
SOURCE:
DS LAP 5—The Receiving Process

21.
D
Open the containers. One of the most reliable ways of verifying the contents of a shipment is to open the containers and inspect the goods. Visually examining and counting the contents tells the restaurant exactly what is contained in the shipment. On occasion, the purchase order and the packing slip do not accurately list what is contained in the shipment. Weighing the packages does not reveal the contents.
SOURCE:
DS:085
SOURCE:
Lewison, D.M. (1997). Retailing (6th ed.) [pp. 443-444]. Upper Saddle River, NJ: Prentice Hall.

22.
B
Motor carrier. The majority of small shipments that are transported over short distances are shipped by motor carrier; therefore, a business shipping a small order to a customer in the next state probably would send it by truck. The trucking industry handles a large percentage of shipping and is fast and flexible because trucks can deliver to the customer's door. Motor carriers also are used to supplement railroad, commercial airline, and waterway shipping because those transportation methods cannot deliver directly to a customer's door. Railroads are often used to ship heavy items. Commercial airlines are expensive and often used to ship emergency or perishable items. Waterways are generally used to ship bulk freight such as coal or grain.
SOURCE:
DS:057
SOURCE:
Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 432-433]. Upper Saddle River, NJ: Prentice Hall.

23.
B
On a side stand. A side stand is a special unit in, or adjacent to, the dining room that holds supplies needed throughout the restaurant's serving hours. It should be well maintained at all times so that servers have easy access to items that patrons need. Keeping table supplies in a walk-in closet, near the cash register, or in the patron waiting area would not be convenient or practical.
SOURCE:
DS:017
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (pp. 4-5). Austin, TX: Twenty Per Cent.

24.
A
Refrigerated areas. Fresh meats and dairy products need to be stored in refrigerated areas that maintain the temperature between 32°F and 37°F. This temperature range helps to prevent spoilage and keeps the food items fresh. Fresh meats and dairy products are not frozen; therefore, they are not stored in walk-in freezers or thawing facilities. Restaurants do not store food products in time-controlled cases.
SOURCE:
DS:064
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees (p. 202). Upper Saddle River, NJ: Prentice Hall.

25.
B
To coordinate shipments. Warehousing involves placing goods in safe locations until they are needed or are ready to be sold. Large restaurant supply businesses often use warehouses as collection points in order to receive a variety of goods and coordinate the shipment of those goods to other locations. For example, large organizations might order supplies from several vendors and have those orders shipped to a warehouse so that the orders could be divided and forwarded to branch offices throughout the area. Businesses do not use warehouses to order products, conserve resources, or follow regulations.
SOURCE:
DS:032
SOURCE:
Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 438-439]. Upper Saddle River, NJ: Prentice Hall.

26.
B
Number of food items on hand. A physical inventory refers to an actual count of the items in stock. It makes more sense to do this when the restaurant is closed because the kitchen staff will have returned the food items to their proper storage location, and there is less likelihood that a food item will be overlooked. The costs of maintaining the inventory are accomplished by carefully studying financial records. Determining the age of the food items left in inventory is accomplished by looking at purchasing dates and expiration dates. Sales records provide information about which food items are best-sellers.
SOURCE:
DS:024
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) [p. 436]. Woodland Hills, CA: Glencoe/McGraw-Hill.

27.
D
Available funds. The amount of money available to pay for distribution costs is a key factor in determining the choice of channels. If the producer has ample funding, short channels can be used. However, if the producer lacks sufficient funds, then costs of distribution will need to be shared with intermediaries. Size and perishability of a good relate to the nature of the good or service. The location of the market is a market consideration.
SOURCE:
DS:050
SOURCE:
Churchill, G.A., Jr., & Peter, J.P. (1998). Marketing: Creating value for customers (2nd ed.) [pp. 380-381]. Boston: Irwin/McGraw-Hill.

28.
C
Joint. Modern channel members have become more independent; therefore, the setting of performance expectations has evolved into a joint decision process rather than one party dictating standards to another. Though performance standards may be similar, they are unique to each phase of the distribution channel rather than standard throughout. Performance expectations should be specific rather than vague.
SOURCE:
DS:051
SOURCE:
Bearden, W.O., Ingram. T.N., & LaForge, R.W. (2001). Marketing: Principles and perspectives (3rd ed.) [pp. 308-309]. Boston: Irwin.

29.
D
Actually uses a good or service. The ultimate consumer uses a good or service to satisfy his/her own wants and needs. The person buying a good or service is not always the ultimate consumer. For example, if Joan purchased a gold necklace for Mary, Mary is the ultimate consumer of the product. Buying power and unsatisfied wants and needs do not make the distinction between the purchaser and ultimate consumer.
SOURCE:
EC:002
SOURCE:
EC LAP 10—Goods and Services

30.
A
Noneconomic want. Noneconomic wants are desires for items that can be obtained without money. Money cannot buy friendship. Opportunity cost is the benefit that is lost when you decide to use scarce resources for one purpose rather than for another. Capital goods are all materials used in the production of goods and services. A service is an intangible object that can be sold.
SOURCE:
EC:001
SOURCE:
EC LAP 6—Economics

31.
A
Consumer buying power. Consumer buying power is a big factor affecting consumer demand. Buying power is the amount of money (cash and credit) a consumer has available to spend. Inventions, advanced technology, and cost of production are factors which affect supply.
SOURCE:
EC:005
SOURCE:
EC LAP 11—Supply and Demand

32.
A
Prices. Supply and demand work together in private enterprise to determine prices. Consumers indicate their demand for products by the prices they are willing to pay for those products. Limited government control is a characteristic of the private enterprise economic system. Profits are determined by factors in addition to prices. Competition is a characteristic and economic freedom of the private enterprise economic system.
SOURCE:
EC:009
SOURCE:
EC LAP 15—Private Enterprise

33.
C
Flextime. Workers are most productive when they can work at a time that best fits their home life or other responsibilities. Therefore, some restaurant supply businesses offer flexible working hours, or flextime, that allow employees to work at a time that is convenient for them. Job sharing is a system that allows two workers to share one job and divide the working hours between them. Time off involves an employee's using vacation, personal, or sick leave to be away from the job. Part-time status involves working fewer than the number of hours per week usually considered necessary for full-time employment.
SOURCE:
EC:013
SOURCE:
EC LAP 18—Productivity

34.
A
Contraction. During the 10-year "Great Depression" of the 1930s, the United States experienced a contraction in the business cycle. A contraction is the phase of the business cycle characterized by decreased demand for goods and services, rising unemployment, increased saving by consumers, and reduced sales and profits for businesses. When a contraction continues for a long period of time and is severe, a depression exists. When a contraction lasts for six consecutive months, a recession exists. A depression and a recession are not phases of a business cycle but may occur during the contraction phase. Inflation is a rapid rise in prices that may occur when demand exceeds supply or when productivity declines and costs of labor go up.
SOURCE:
EC:018
SOURCE:
EC LAP 9—Business Cycles

35.
A
Subcultures. A subculture is a group with distinguishing characteristics that exists within a culture. The customs, habits, and traditions of businesspeople are considered to be a business subculture. The businesspeople in different countries have different business subcultures, which means that the businesspeople from one country share certain beliefs, values, and ideals that are different from those of people in other countries. The way they behave in business is based on those beliefs and values. Therefore, in order to trade successfully throughout the world, businesspeople need to understand what is acceptable business behavior in other countries. Business policies, activities, and contracts differ from one business to another and do not have a significant impact on business behavior.
SOURCE:
EC:045
SOURCE:
Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 48-50). Cincinnati: South-Western Educational.

36.
D
Travel and entertainment card. These cards are especially popular with travelers who do not wish to carry large amounts of cash. Customers must have an excellent credit rating in order to obtain a card and are billed monthly. An unsecured loan is an amount of money borrowed by an individual or business by signing a note promising to repay the loan. An installment credit account is a credit account set up to handle one total amount of credit that is to be paid off in regular installments. Budget credit accounts are a form of short-term credit with a payment due every 30 days.
SOURCE:
FI:002
SOURCE:
FI LAP 2—Credit and Its Importance

37.
C
To predict change. Restaurant chains need a wide variety of information in order to make decisions about how the chain will market its goods or services. Chains gather marketing information about their customers, the competition, the economy, and sales trends in order to predict what may occur in the future. The use of marketing information allows chains to prepare for change and adapt in order to remain successful. Chains often develop surveys and conduct research to obtain the marketing data they need to analyze in order to predict change.
SOURCE:
IM:012
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [p. 129]. Cincinnati: South-Western College.

38.
C
Secondary sources. Secondary sources often provide sufficient information for restaurants that are analyzing various marketing factors or trends. Once a restaurant decides what type of information it needs, it might look to government agencies, trade associations, or internal sources to obtain the data. Many organizations collect specific types of data that are useful to restaurants. This information also is less expensive for restaurants to obtain because it already exists and often is available free or for a minimum cost. If the needed information is not already available, a restaurant  might need to conduct primary research. Local competitors usually are not willing to share marketing information. Surveying the opinions of executives is a form of primary research.
SOURCE:
IM:182
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [pp. 139-140]. Cincinnati: South-Western College.

39.
C
Mean, median, mode. Mean is the average, median is the exact middle, and mode is the most common response. When the mean, median, and mode coincide in statistics, you have normally distributed data that is indicated by a symmetrical, pictorial representation (curve). The alternatives do not indicate normally distributed data.
SOURCE:
IM:191
SOURCE:
Burns, A.C., & Bush, R.F. (2000). Marketing research (3rd ed.) [pp. 429-430, 498-501]. Upper Saddle River, NJ: Prentice Hall.

40.
C
Price. Balancing value and satisfaction for the restaurant customer is part of the price element—because marketers know listing a low price will not always attract the desired customer, but finding the best balance will. The other options are the other elements of the marketing mix.
SOURCE:
IM:194
SOURCE:
IM LAP 7—Pick the Mix

41.
A
Trade barriers. Governments often establish trade barriers to protect the restaurant supply businesses in their countries from foreign competition. Some of these barriers include tariffs that are taxes on imported goods, quotas that limit the amount of goods that can enter the country, and licenses that require the payment of fees to import goods. All of these barriers have an impact on the pricing strategies of a restaurant supply business that is planning to enter the international market because they often are expensive. For example, a tariff increases the price of imported goods and makes them more expensive than domestic goods. Consequently, businesses need to consider all the possible trade barriers and how much they will add to the price of their products. If the price becomes too high, businesses might decide not to enter the international market because they will not be able to offer competitive prices. Unstable governments, required bribes, and advertising laws are factors that businesses consider when planning to enter the international market; however, these factors usually do not impact pricing strategies.
SOURCE:
IM:195
SOURCE:
Kotler, P. (2000). Marketing management (10th ed.) [p. 368]. Upper Saddle River, NJ: Prentice Hall.

42.
C
Demographic. Sorting restaurant customers by their physical and social characteristics is called demographic segmentation. Psychographic and behavioral segmentation are about sorting customers by their lifestyles and responses. Statistical segmentation is not a marketing term.
SOURCE:
IM:196
SOURCE:
IM LAP 9—Have We Met?

43.
A
Mix. A marketing plan is a set of procedures or strategies for attracting the target customer to a business. One section of an effective marketing plan explains the marketing mix, which is the combination of the four elements of marketing—product, place, promotion, and price. A business needs to plan how it will use these elements to reach the target customer and effectively market its goods and services. The marketing concept is a philosophy of conducting business that is based on the belief that all business activities should be aimed toward satisfying consumer wants and needs while achieving company goals. Policies are general rules to be followed by company personnel. Risk is the possibility of loss or failure.
SOURCE:
IM:197
SOURCE:
Zikmund, W., & d'Amico, M. (2001). Marketing: Creating and keeping customers in an 
e-commerce world (7th ed.) [pp. 632-633]. Mason, OH: South-Western.

44.
C
What information is available to use? To determine whether to use quantitative or qualitative forecasting methods, a restaurant should ask how much the forecasting method will cost, how accurate the method will be, and what information is available to use. After a forecasting method is chosen, the restaurant should examine its internal changes that could affect the sales forecast. Past sales records are an excellent source of internal information that can be used in forecasting sales; however, the amount of previous sales is not needed in order to select a forecasting method. The restaurant's operating expenses might affect the nature of the sales projection but would not influence the choice of forecasting method.
SOURCE:
IM:003
SOURCE:
IM LAP 3—Nature of Sales Forecasts

45.
C
$375,000. The objectives in a marketing plan are intended to lead to sales and an increase in revenue. When preparing its marketing plan, a restaurant supply business develops specific objectives to follow that should be clear and measurable, such as increasing sales by 15%. If a business increases sales by 15%, it will probably increase revenue, also. To determine the amount of increase in this example, first determine the current level of sales by multiplying the amount each customer spends by the number of customers ($10,000 x 250 = $2,500,000). Then, multiply current sales by the projected increase ($2,500,000 x 15% or .15 = $375,000). Therefore, if the business achieves the objective in its marketing plan, it will increase sales by $375,000.
SOURCE:
IM:198
SOURCE:
Boone, L.E., & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 41-42]. Mason, OH: Thomson/South-Western.

46.
A
Profitability. A profitability analysis measures whether a restaurant is making an acceptable profit on the sale of goods and services. Selling menu items and earning an income doesn't necessarily mean that the restaurant is earning the desired profit. In some cases, restaurants put in a lot of time, money, and effort and realize very little profit. After conducting a profitability analysis, a restaurant will be able to decide whether to increase or reduce its marketing activities. For example, if certain menu items are not generating enough profit, the restaurant might decide to eliminate those items from its product mix. Accountability involves accepting responsibility for your actions. Flexibility involves having the ability to adjust to change. Reliability involves being dependable.
SOURCE:
IM:145
SOURCE:
Kotler, P. (2000). Marketing management (10th ed.) [pp. 701-702]. Upper Saddle River, NJ: Prentice Hall.

47.
C
Advertising. When restaurants conduct a marketing audit, they evaluate and analyze all of the activities that pertain to the marketing effort. Advertising is an important part of marketing because it promotes the restaurant's goods and services to customers. During a marketing audit, a restaurant would analyze the overall objectives and goals of the advertising program and evaluate its effectiveness in accomplishing those goals. The marketing audit can identify problems with the advertising program and make recommendations for change. Purchasing, staffing, and invoicing are not factors that restaurants evaluate and analyze when conducting a marketing audit.
SOURCE:
IM:162
SOURCE:
Churchill, G.A., Jr., & Peter, J.P. (1998). Marketing: Creating value for customers (2nd ed.) [pp. 552-554]. Boston: Irwin/McGraw-Hill.

48.
D
Laissez-faire. Persons in creative occupations, such as the culinary arts, who need free rein and only general guidance perform best under a laissez-faire leader. Democratic and authoritarian styles provide more structure and control than laissez-faire. There is no style of leadership classified as republican.
SOURCE:
IS:003
SOURCE:
HR LAP 9—Positive Working Relationships

49.
C
Gratuities. Gratuities, or tips, are money payments given to servers by customers in appreciation for good service. The amount of the gratuity is a percentage of the total bill; therefore, the larger the bill, the larger the tip. Restaurant servers who suggestion-sell additional items often are able to substantially increase the amount of their gratuities because they have increased the amount of the total bill. Wages and salaries are money payments that restaurant servers receive for their labor from their employers. Benefits are non-monetary payments that workers receive in addition to wages.
SOURCE:
IS:021
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (pp. 9, 14). Austin, TX: Twenty Per Cent.

50.
B
Image of the business. Customers form an image of a business as they communicate with employees. When employees cannot answer questions, customers receive a negative impression. The customer's purchasing ability is determined by the amount of his/her disposable income or budget. The customer's sourcing strategies are generally determined independent of a specific employee interaction. Price fixing is an illegal activity in which a business charges different prices for similar amounts and types of products.
SOURCE:
IS:007
SOURCE:
Stull, W.A., & Crow, D.E. (1996). Superior customer service (pp. 34-37). Cincinnati: South-Western Educational.

51.
D
Build a clientele. A main reason to interpret policies is to have satisfied customers. Satisfied customers are more likely to become loyal customers and to tell their friends and family about the restaurant. Restaurants often encourage their customers to ask questions. Interpreting policies effectively is not related to controlling expenses or understanding customers.
SOURCE:
IS:014
SOURCE:
HR LAP 25—Interpreting Business Policies

52.
B
Provide incentives for healthy behavior. Because of the high costs of health care, restaurant supply businesses might offer incentives for healthy behavior to help control employees' behavior when they are away from the workplace. Many businesses give bonuses to employees for adhering to healthy lifestyles such as wearing their seatbelts, not smoking, drinking moderately, and controlling their weight. These are incentives that encourage employees to behave in a responsible manner. Tapping residential phones, following employees after they leave the office, and asking other employees to monitor their coworkers off-the-job are all activities that are, at the very least, unethical and in many cases, illegal.
SOURCE:
MN:154
SOURCE:
Coulter, M., & Robbins, S. (1996). Management (5th ed.) [p. 673]. Upper Saddle River, NJ: Prentice Hall.

53.
A
Permanent, part-time. These employees regularly work only those hours during which the restaurant needs them, but they are regular members of the restaurant's workforce. Temporary employees are hired to work during a specific time, and their employment may be full-time or part-time. They may include seasonal employees, workers on call as needed during busy periods such as Christmas, Easter, or special promotional events. Telecommuting employees do their work from home with computer hookups.
SOURCE:
MN:044
SOURCE:
Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of human relations: Applications for life & work (p. 242). Cincinnati: South-Western Educational.

54.
B
Salary and commission. The straight salary plan is a flat sum of money paid. The straight commission plan pays the salesperson an agreed upon percent of sales. When the two methods are combined, the restaurant supply business employee receives a base salary plus commission. Exempt salary refers to a plan based on a fixed, rather than an hourly, annual compensation.
SOURCE:
MN:027
SOURCE:
Dessler, G. (2000). Human resource management (8th ed.) [pp. 449-452]. Upper Saddle River, NJ: Prentice Hall.

55.
D
Description. A job description is a written statement listing the duties and responsibilities of the job and the educational and professional experience required. A job requisition is used by a supervisor to request that the human resources department hire a needed worker. Job enrichment is a motivation technique used to enhance job satisfaction. A job qualification is a standard required for an employee to obtain or succeed in a particular job.
SOURCE:
MN:734
SOURCE:
Greene, C.L. (2000). Entrepreneurship: Ideas in action (p. 214). Cincinnati: South-Western Educational.

56.
D
Pre-employment tests. When pre-employment tests are valid, they can be some of the most objective measures for predicting job success. The evaluation of résumés and application blanks is usually subjective. Interviews have been highly criticized for providing unreliable results due to the subjectivity of interviewers.
SOURCE:
MN:018
SOURCE:
MN LAP 51—Selecting New Employees

57.
D
Opinions about supervision. One of the purposes of an exit interview is to find out why the employee is leaving. In many cases, employees leave because of problems with supervisors. Therefore, restaurant chains often want to know an employee's opinion about the quality and style of supervision. If many employees blame supervision, the chain might evaluate the actions of supervisors to determine if they are the cause of the problem. It would be unethical to ask employees about the benefits offered by their new employer. Chains are not interested in gossip about coworkers. The human resources department maintains employee phone numbers, so it would not be necessary to ask for a number during an exit interview.
SOURCE:
MN:133
SOURCE:
Dessler, G. (2000). Human resource management (8th ed.) [p. 383]. Upper Saddle River, NJ: Prentice Hall.

58.
B
Attending diversity workshops/training sessions. This is a positive step that requires restaurant management to give both time and attention to learning how to create an equitable work environment. Talking about equity with staff, posting articles for them to read, and reading articles are indications of an interest in equity but don't show a strong commitment to ensuring equity for workers.
SOURCE:
MN:084
SOURCE:
MN LAP 55—Managing Diversity in the Workplace

59.
D
Menu planning. This involves planning for foods the restaurant will sell to customers at a price the customers can afford and a cost that will yield the restaurant a profit. The other alternatives all deal with restaurant personnel and their responsibilities.
SOURCE:
MN:060
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 114-117). Upper Saddle River, NJ: Prentice Hall.

60.
D
16%. Restaurants often calculate profitability based on the relationship between net profit and net sales in order to determine if they are earning an acceptable return on their investment. One formula for calculating the profitability ratio is net profit divided by net sales ($125,000 ÷ $775,000 = .161 or 16%). Restaurants track this ratio from year to year in order to determine if profits are increasing or decreasing in proportion to sales. If sales increase but the profitability ratio decreases, the restaurant knows that it is spending too much on the sales effort and may need to reduce costs or increase prices.
SOURCE:
MN:161
SOURCE:
Everard, K.E., & Burrow, J.L. (2001). Business principles and management (11th ed.) 
[pp. 418-419]. Cincinnati: South-Western.

61.
D
Gross profit. Net profit or net income is gross profit less expenses. Net sales would be the amount of sales remaining after refunds and allowances for returned or defective goods. Overhead is the costs that result from the operation of a business.
SOURCE:
MN:069
SOURCE:
Bond, R. (2001). Retail in detail: How to start and manage a small retail business (2nd ed.) [pp. 122-124]. Central Point, OR: Oasis Press.

62.
C
Determine their priority. It is important in time management to evaluate tasks so that an appropriate amount of time is assigned to them according to their priority or importance. Some tasks are more important than others and should be completed first. In some cases, the time assigned to the task may be reduced if the importance of the task does not seem to be great. However, it is not possible to reduce the time needed for all tasks. Tasks cannot be done in equal amounts of time or given equal importance.
SOURCE:
PD:019
SOURCE:
OP LAP 1—About Time

63.
A
Chef. A chef is the primary person in charge of everything that goes on in the kitchen, including creating the menu and supervising other kitchen staff. A sous chef is second in charge to the chef, and s/he is responsible for many of the same duties as the head chef. A line cook usually performs a specific job task such as grilling the meat. A prep cook helps to get the food ready for the other cooks by doing such things as chopping vegetables, washing fruits, and opening cans.
SOURCE:
PD:041
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (pp. 45-46). Austin, TX: Twenty Per Cent.

64.
C
Flexibility. The owners were forgetting that prices must be flexible, that they are not written in stone. Upscale restaurants need to be willing to adjust their prices depending on the circumstances faced by the restaurant. If a competitor is offering lower prices on similar menu items, a restaurant should be flexible with its pricing in order to keep its customers. Durability is how long a product will last. Profitability is the degree or level of profit of a restaurant or a product. Stability is resistance to change.
SOURCE:
PI:001
SOURCE:
PI LAP 2—Pricing

65.
D
Ethical and legal. It is not illegal or unethical to raise prices to recoup expenses of selling products abroad as long as the price increase does not exceed the additional costs.
SOURCE:
PI:015
SOURCE:
Ferrell, O.C., Fraedrich, J., & Ferrell, L. (2002). Business ethics: Ethical decision making and cases (5th ed.) [pp. 222-224]. Boston: Houghton Mifflin.

66.
B
Pricing laws. Governments often establish various pricing laws to promote competition among businesses and prevent large businesses from eliminating small businesses. Governments also establish pricing laws to protect consumers from deceptive and misleading practices such as bait-and-switch. The intent of the pricing laws is to create a level playing field so all businesses have a fair chance to compete and so businesses cannot take unfair advantage of customers. Selling policies are general rules established by management to guide the personal selling effort and outline how things must be done. Marketing strategies are plans of action for achieving marketing goals and objectives. Business codes are standards of behavior established by individual businesses for their employees to follow.
SOURCE:
PI:017
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) [459-462]. Woodland Hills, CA: Glencoe/McGraw-Hill.

67.
B
A new law increases minimum wage. This change would increase costs for the restaurant by forcing it to pay higher wages to entry-level workers. This often results in an increase in menu prices. Increased efficiency and a reduction of operating hours would decrease prices. Laying off employees would either stabilize or reduce prices.
SOURCE:
PI:002
SOURCE:
PI LAP 3—Factors Affecting Selling Price

68.
D
$44.80. The new price is calculated by determining the dollar amount of markdown and subtracting it from the original price ($56 x 20% or .20 = $11.20; $56.00 - $11.20 = $44.80).
SOURCE:
PI:008
SOURCE:
Stull, W.A. (1999). Marketing and essential math skills: Teacher's edition (p. 108). Cincinnati: South-Western Educational.

69.
A
Grades and standards. Grades are the ratings assigned to products that tell to what extent standards were met. Standards are statements that specify a product's size, content, and/or quality. Restaurant equipment salespeople often use grades and standards to justify price, to sell benefits, and to meet customer needs. They also use product ratings to recommend one product over another. For example, a salesperson might recommend a high-quality product and justify the price to the customer by explaining that this product exceeds the established standards and is rated the best on the market. Salespeople do not use policies and procedures, laws and regulations, or objectives and goals to justify price and recommend a specific product.
SOURCE:
PM:019
SOURCE:
PM LAP 8—Grades and Standards

70.
A
Type of packaging. Restaurants establish quality standards and specify certain requirements in order to maintain those standards. One requirement might be the type of packaging. For example, some restaurants might prefer to have processed fruits and vegetables packaged in cans, while other restaurants might prefer to have those items frozen and packaged in bags. Depending on how those food items are used, restaurants might decide that canned goods provided a more consistent quality than frozen items, or they might decide that frozen is better than canned. The method of receiving, the style of buying, and the process of ordering do not affect quality control standards.
SOURCE:
PM:056
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(p. 196). Upper Saddle River, NJ: Prentice Hall.

71.
C
Alteration. Alteration is a product-mix strategy that involves making changes in the restaurant supply company's products or its product lines. Expansion is the addition of product items or lines to the product mix. Consistency is a product mix dimension referring to how closely a company's product lines are related in terms of the products' end use, methods of distribution and production, target market(s), and/or price range. Contraction is a product-mix strategy in which a business removes, or deletes, product items or product lines from its product mix.
SOURCE:
PM:003
SOURCE:
PP LAP 3—Product Mix

72.
A
Deplete slow-moving items from its inventory. Mixed product bundling is the practice of packaging different products together. Businesses price the packages so that customers pay less for bundled items than they do if they purchase each item separately. A business that wants to deplete slow-moving stock might package the items with items that sell well in order to eliminate the slow-moving items from its inventory. Businesses generally want to deplete slow-moving inventory because it costs them money to store the products for long periods of time. Bundling strategies do not necessarily lower advertising expenses and publicity efforts, nor do bundling strategies necessarily build ongoing customer relationships. Product substitution occurs when a salesperson suggests a product other than the original request when the business does not have the item requested. Product bundling practices do not always involve production substitution activities.

SOURCE:
PM:041
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) [p. 604]. Woodland Hills, CA: Glencoe/McGraw-Hill.

73.
A
Sacrifices. Sacrifices are resources that a business gives up. When a business analyzes how to implement and maintain service options, it considers how much it will cost the company in terms of money, time, and personnel. Distractions are objects or thoughts that turn a person's attention away from other objects or thoughts. Since distractions are generally unanticipated thoughts, they are not usually part of the service selection process. Quota is a general term that refers to goals to be met. A rating is a general term that refers to an estimation or evaluation of something.  Distractions, quotas, and ratings are not always considerations when a business evaluates a service.
SOURCE:
PM:036
SOURCE:
Gronroos, C. (2000). Service management and marketing: A customer relationship management approach (p. 141). New York: John Wiley & Sons.

74.
D
Competitive advantage. Businesses often gain a competitive advantage over competitors by offering customers a value or benefit that their competitors do not provide. If a business offers the best quality and service at a reasonable price, it has a competitive advantage over competitors that provide lower quality or higher prices. When businesses position themselves as providers of quality and service, customers often think of them in those terms and prefer to buy from those businesses. Businesses do not gain promotional consideration, geographic benefits, or marketing incentives by positioning products as the ones offering the best quality and service for the price.
SOURCE:
PM:042
SOURCE:
Kotler, P., & Armstrong, G. (1997). Marketing: An introduction (4th ed.) [p. 227]. Upper Saddle River, NJ: Prentice Hall.

75.
B
They accumulate positive feelings for restaurant brands that meet their expectations. When customers have repeated, positive experiences with a certain restaurant brand, they build ongoing, positive feelings, or goodwill, toward that brand. This, in turn, increases the power and value of the brand, or its brand equity, which is highly valued by all businesses, including restaurants. Brand equity takes time and diligence to build; however, it can be lost quickly through unsatisfactory customer experiences. Some restaurants may ask customers for some sort of feedback, such as a survey. However, customer responses do not build brand equity, nor do customers' purchases of certain dollar amounts of menu items or redemption of coupons from certain restaurant brands. Customers' ongoing, positive experiences with the restaurant are what build brand equity.
SOURCE:
PM:021
SOURCE:
PM LAP 6—It's a Brand, Brand, Brand World!

76.
D
Gain customer's trust and long-term business. Restaurants that absorb the cost of customer service are hoping that the increased goodwill and long-term business will offset the expense. This means that profit will be obtained over a long period of time, rather than on one visit. Restaurants provide customers with the latest trends in business by implementing the newest technology, not by absorbing customer-service costs. Encouraging employees to be service-minded at all times is a step in providing customer service rather than an outcome of providing customer service.
SOURCE:
PM:013
SOURCE:
PM LAP 1—Customer Service Supersized!

77.
A
Incandescent. The beams of incandescent lights can be narrowed to concentrate light on a particular area in a restaurant or to spotlight an object within an area. The use of incandescent lights is one way to create a certain type of interior environment. Today's incandescent lights are low voltage, which means they are less expensive to maintain. Neon is used more for special effect than as a source of light. Halogen lights are often used to light entire walls. Fluorescent lights usually are used to light large areas.
SOURCE:
PM:010
SOURCE:
Diamond, J., & Diamond, E. (1999). Contemporary visual merchandising  (148-151). Upper Saddle River, NJ: Prentice Hall.

78.
C
Resources to use in selecting a brand name. Inspiration for a brand name can come from any number of diverse sources, so restaurant owners should tap into a variety of resources when selecting a brand name. Brainstorming with other people can be valuable, as long as they understand the basis for the name. A dictionary and a thesaurus can also be helpful tools. A mission statement should be based on a restaurant owner's "vision" for his or her restaurant and is not something that relies heavily on external resources. These are also not tools for helping employees adopt a brand's core values. Frequently, discussions in staff meetings, job descriptions, and brand cues placed throughout the workplace can all help employees adopt brand values. Customer research can be analyzed with special computer software programs, as well as the restaurant owner's own common sense and analytical skills. Dictionaries and brainstorming are not helpful in this regard.
SOURCE:
PM:126
SOURCE:
PM LAP 10—Building Your Business's Brand

79.
C
$26,708. Gross margin, or gross profit, is the money left after cost of goods expense is subtracted from net sales. In this situation, subtract the $8,140 in cost of goods sold from net sales of $34,848 to determine the gross margin ($34,848 - $8,140 = $26,708). Advertising expenses are one of the expenses subtracted from gross margin to calculate net income.
SOURCE:
PM:065
SOURCE:
Stull, W.A. (1999). Marketing and essential math skills: Teacher's edition (p. 235). Cincinnati: South-Western Educational.

80.
C
Fat content and cooking temperature. Yield percentage refers to the amount of usable or edible food that is obtained from a particular item. For example, a banquet manager might order uncooked strip steaks that weigh 12 ounces each. After grilling the steaks, the customer receives an edible portion that weighs 8 ounces. The amount of edible food is dependent on the amount of fat in the cut of meat, bone content, the cooking temperature, and the type of equipment (e.g., oven) used to cook the product. Spoilage rates, preservatives, vendor discounts, and level of perishability are not usually considered major factors in a product's yield percentage. Spoilage rates and perishability refers to the freshness of a product. Freshness does not necessarily affect the shrinkage rate of the cooked product.
SOURCE:
PM:124
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 196-197). Upper Saddle River, NJ: Prentice Hall.

81.
A
Increase. Promotion encourages demand. When demand for a product increases, businesses must be able to produce the product in the desired quantities. Therefore, promotion helps to create a need for an increase in mass production.
SOURCE:
PR:001
SOURCE:
PR LAP 2—Promotion

82.
D
Make up for the poor quality of a good or service. A product's reputation will develop based on the quality of the good or service, not on its promotion. The other alternatives are advantages of promotional activities.
SOURCE:
PR:002
SOURCE:
PR LAP 4—Types of Promotion

83.
B
Promotional mix. The promotional mix is a combination, or blend, of marketing communication channels that a business uses to send its messages to consumers. Advertising, publicity, sales promotion, and personal selling are the ingredients of the promotional mix. The media mix is the combination of message channels used by a seller to promote a good, service, or idea. Public relations policy is the way in which businesses use institutional promotions to build goodwill. The sales presentation is the part of the selling process in which the salesperson shows the customer the benefits of the product's features.
SOURCE:
PR:003
SOURCE:
PR LAP 1—Promotional Mix

84.
C
E-mail. Electronic mail is a method of sending promotional messages via computer networks. Each computer has its own e-mail address or path. A street address is a number and street name of a facility that is set up to receive traditional mail service. A P.O. box is a location in a post office that customers can send their mail to hold until they pick it up. A secondary address is a general term used to describe an alternate address to send mail; it can be an electronic or traditional mail location.
SOURCE:
PR:100
SOURCE:
Semenik, R.J. (2002). Promotion and integrated marketing communications (p. 326). 
Mason, OH: South-Western.

85.
C
Encourage action. Advertisers use statements such as "Only 3 days left" in their copy to encourage readers to take action. Copy that makes a general or specific statement about the product is making a claim. Copy that identifies benefits focuses on benefits of the product to the consumer, and copy that describes features gives factual information about the product.
SOURCE:
PR:014
SOURCE:
PR LAP 7—Parts of Print Ads

86.
D
Accurate information. The purpose of writing menu descriptions is to create an attractive picture of the item that will encourage customers to buy. However, the information in the description must be accurate. For example, restaurants should not make false claims such as stating that items are fresh if they are frozen. Customers expect to be served food items that match the menu description. Nutrition information rather than nutrition requirements might be included in a menu description. Restaurants do not include impressive data in a menu description. Menu descriptions should include a listing of the main ingredients rather than only a listing of expensive ingredients.
SOURCE:
PR:107
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 120-121). Upper Saddle River, NJ: Prentice Hall.

87.
C
Posters and table tents. Displays are visual, nonpersonal presentations of goods and services to prospective buyers that are categorized as interior or window exhibits within a facility. To entice customers to try a new dessert, restaurants often create table tents or posters that portray a mouth-watering image of the new item. Table tents often entice customers who have already purchased a meal and are seated in the dining room, to order the dessert. Other in-house merchandising displays might include signs, samples, brochures, and dessert trays that exhibit the actual product. Radio advertising, television advertising, and direct mail can be very expensive and are not considered displays.
SOURCE:
PR:028
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 94-95). Upper Saddle River, NJ: Prentice Hall.

88.
C
The plan should be created before the restaurant opens. A promotional plan is a guide for a restaurant to follow in promoting the company and its goods and services. The promotional plan for a new restaurant should be created before the restaurant opens in order to let prospective customers know about the restaurant and to encourage them to visit the restaurant. Once the restaurant is established, the restaurant will need to modify the original plan or replace it with a different plan because the objectives of the plan are likely to be different. The owner of the restaurant can create an appropriate plan or hire a professional planner. Whether it would be wise to use a plan similar to that of competitors would depend upon the circumstances.
SOURCE:
PR:073
SOURCE:
Meyer, E.C., & Allen, K.R. (2000). Entrepreneurship and small business management: Teacher's manual (2nd ed.) [pp. 199-201]. New York: Glencoe/McGraw-Hill.

89.
C
Coordinated with other promotional activities. Sales promotion is promotional activities other than advertising, personal selling, and publicity that stimulate customer purchases. Sales promotion activities should be coordinated with other promotional activities and be used to support them. A sales promotion activity that is repeated regularly or used too often will not be as effective as an activity tailored to fit a specific promotional campaign.
SOURCE:
PR:076
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [pp. 478-479]. Cincinnati: South-Western College.

90.
A
Following-up. Salespeople who follow up with customers are providing service and creating goodwill that helps to develop positive relationships with customers. Salespeople can follow up with customers in many ways, such as sending thank-you letters, calling to make sure the products are satisfactory, and offering to assist with future purchases. Customers appreciate knowing that their business is important and usually continue to buy from salespeople who provide service after the sale. Cold calling involves making unannounced visits to prospects. Asking questions is not a customer-service activity. Trading down involves suggesting a lower priced product than the one originally requested by the customer.
SOURCE:
SE:076
SOURCE:
Futrell, C.M. (1999). Fundamentals of selling: Customers for life (6th ed.) [pp. 405-408]. Boston: Irwin/McGraw-Hill.

91.
B
Sales staff. The company's sales staff should project an image that will build and promote customer goodwill. Clients meet the sales staff but rarely meet anyone else related to the company. Although price ranges and advertising programs may influence customer's buying decisions, the sales staff are responsible for building clientele and goodwill.
SOURCE:
SE:828
SOURCE:
SE LAP 115—Building Clientele

92.
C
Offers a weekend getaway to close the sale. Most businesses have guidelines that cover specific situations that may create ethical problems for salespeople. One of these situations involves entertaining or giving gifts to customers. Many salespeople routinely take customers to dinner, give them inexpensive gifts such as tickets to local events, or send them samples of new products. These activities are considered ethical and part of doing business. However, giving customers lavish and expensive gifts, such as weekend trips, specifically to close a sale is usually considered to be unethical because such gifts may be construed as bribes.
SOURCE:
SE:106
SOURCE:
Futrell, C.M. (1999). Fundamentals of selling: Customers for life (6th ed.) [pp. 88-89]. 
Boston: Irwin/McGraw-Hill.

93.
C
Method of preparation. Customers often ask servers about menu items and how the items are prepared. In some cases, customers have a preference for a cooking method such as broiled rather than fried. In other cases, customers have food allergies and need to know if certain items are prepared with ingredients that might aggravate the allergy. Therefore, it is important for servers to be able to explain the method of preparation in order to be able to explain the features and benefits of menu items. For example, a server should know if foods are fried and, if so, in what type of oil to help customers decide if they should order those items. The type of storage, percentage of yield, and date of expiration are factors that are important to the restaurant manager rather than to the server.
SOURCE:
SE:036
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 143-144). Upper Saddle River, NJ: Prentice Hall.

94.
B
Many customers can be served quickly. Cafeteria-style service involves customers walking through a line and being served or picking up items on their own. The food items are arranged on counters and are replenished as needed. Customers can quickly walk through the line and take only those items that they want. This type of service makes it possible to serve many customers in a short amount of time. In cafeteria-style service, the food is not prepared when ordered. American service involves plating the food in the kitchen. Table-side service uses side tables to prepare food by the customer's table.
SOURCE:
SE:133
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 210-212). Upper Saddle River, NJ: Prentice Hall.

95.
D
Should be performed consecutively. The selling process consists of several phases that should be performed consecutively. While there are no specific time limits on each of the steps in the selling process, they do follow a particular order. They cannot be rearranged if the best results are to be achieved.
SOURCE:
SE:048
SOURCE:
SE LAP 126—The Selling Process

96.
B
Tell the customer the restaurant is out of lime sherbet and suggest orange sherbet. Tact should be used in explaining the reason for the shortage of the food item and in suggesting something that might be equally appealing to the customer. The server should not bring a substitute dessert without making sure the customer will be satisfied with it.
SOURCE:
SE:114
SOURCE:
SE LAP 111—Using Substitute Selling

97.
B
Left of the forks. The salad plate is larger than the bread-and-butter plate, and it will not only fit better to the left of the forks, but it will be convenient for the patron. The bread-and-butter plate should be at the upper left, above the forks. The water glass should be above the knife, and the coffee cup should be to the right of the spoon.
SOURCE:
SE:147
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (pp. 6-7). Austin, TX: Twenty Per Cent.

98.
A
Serving food from the patron's left. Food items should be served from the left. Beverages should be served from the customer's right with the right hand. Side dishes should be placed on the customer's left. Servers should not reach across the table unless absolutely necessary.
SOURCE:
SE:144
SOURCE:
Kirkham, M., Weiss, P., & Crawford, B. (2000). The waiting game: The ultimate guide to waiting tables (p. 11). Austin, TX: Twenty Per Cent.

99.
A
Give customers their change. Keeping the customers' money on the plate above the register drawer is the best way to avoid a dispute with a customer. If the money is in plain view until the change is given, a quick-serve restaurant employee can easily show it to the customer to prove there is no error in change. For example, a customer gives an employee a $10 bill for an $8.50 purchase, and the employee leaves the bill on the plate above the register drawer. If the customer then claims that the bill was a $20, the employee can point to the $10 which is still in view. Employees add up the total amount due before accepting cash from customers. Once the transaction is complete and the customer receives change, an employee might print a receipt and thank the customer.
SOURCE:
SE:150
SOURCE:
Bond, R. (2001). Retail in detail: How to start and manage a small retail business (2nd ed.) [pp. 106-107]. Central Point, OR: Oasis Press.

100.
A
Customer display window. This window displays the price and transaction information and lets both the cashier and the restaurant customer know how much change the customer should receive. The print table is used to print paperwork, such as a charge slip. The cash drawer is a drawer with compartments for coins and currency. The validation opening is an opening in which checks are placed for validation purposes.
SOURCE:
SE:153
SOURCE:
Stull, W.A. (1999). Marketing and essential math skills: Teacher's edition (pp. 125-126). Cincinnati: South-Western Educational.
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