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1.
Consumers and quick-serve restaurants buy everything they own from
A.
independent merchants. 
C.
specialty shops. 
B.
chain stores.  
D.
trade industries.  

 2.
Quick-serve restaurant chains must determine the quality and quantity of products they need and obtain them from a
A.
consumer.                  B.  competitor.
C.
buyer.                   D.  supplier.

 3.
Which of the following is the formula for preparing a monthly cash flow statement:
A.
Opening Cash Balance + Cash Receipts - Cash Disbursements 
B.
Cash Receipts - Cash Disbursements - Opening Cash Balance 
C.
Opening Cash Balance + Cash Receipts + Cash Disbursements 
D.
Cash Receipts + Cash Disbursements - Opening Cash Balance 

 4.
What is one reason that a local quick-serve restaurant supply business would keep records of all its customer-sales transactions?
A.
To handle returns       B.  To issue rebates
C.
To cancel orders        D.  To budget expenses

 5.
The bank statement for a pizza shop indicates a balance of $426.40. There are two outstanding checks totaling $42.20 and a deposit of $300.00 that do not appear on the statement. What is the pizza shop's current balance?
A.
$786.60                     B.  $342.20
C.
$726.40
D.  $684.20

 6.
Karla and Brad are college graduates who have received a small inheritance from their grandfather's estate. Karla and Brad have always wanted to own a pizza restaurant, and they are committed to devoting both time and money to making it a success. What type of business ownership would you recommend to Karla and Brad?
A.
General partnership 
C.
Limited partnership
B.
Corporation 
D.
Sole proprietorship

 7.
When examining checks to reduce bad-check losses, what might indicate that the checks are counterfeits?
A.
Handwritten amount 
C.
High check number  
B.
Printed bank code  
D.
No perforated edge

 8.
What do many quick-serve restaurants frequently remove from their cash drawers as a safety precaution?
A.
Large bills                 B.  Credit card receipts
C.
Personal checks  
D.  Silver coins 

 9.
A buffet-style restaurant that establishes specific policies for check approval and trains its employees to follow those policies is practicing
A.
remedial action. 
C.
risk management.
B.
laissez-faire leadership.  
D.
cash-flow analysis.  

10.
The final rinse of utensils kills all remaining bacteria. The water temperature should be set above __________ degrees.
A.
180                           B.  150
C.
160

D.  140

11.
A person with a disability is entitled to service in a quick-serve restaurant based on the Americans with Disabilities Act (ADA), which focuses on
A.
age discrimination. 
C.
public accommodations and employment.
B.
affirmative action.  
D.
immigration and document verification. 

12.
What is the main purpose of restaurant health and sanitation laws?
A.
To manage the facility  
C.
To identify hazards  
B.
To protect the public
D.
To supervise training 

13.
What do cafeterias need to add to the price of a customer's meal and report to the government?
A.
Labor rates                 B.  Net profit
C.
Sales tax 
D.  Food costs 

14.
Which of the following is a true statement about listening skills while handling telephone calls:
A.
If you listen very carefully, you will not have to ask questions. 
B.
It is easy to listen while carrying on other activities. 
C.
Listening is a natural skill that doesn't require practice. 
D.
Being a good listener requires active listening skills.

15.
The type of business letter that is used to introduce an in-depth report is a letter of
A.
authorization.             B.  recommendation
C.
transferral. 
D.  transmittal. 

16.
An example of a type of simple written report used in quick-serve restaurant marketing is the __________ report.
A.
progress                    B.  research
C.
long

D.  annual

17.
Communication from a supervisor to his/her staff is __________ communication.
A.
downward                 B.  horizontal
C.
upward

D.  peer 

18.
When time permits, employees of the Albert Company deliver orders to local coffee shops for the company. For the last six months, delivery demands have tripled, and the company is considering using a private delivery service in order to make sure customers receive their deliveries on time. What factor is affecting the company's distribution decision?
A.
Level of service 
C.
Needs of employees 
B.
Type of product  
D.
Number of competitors 

19.
A farmer with a produce stand in the yard is an example of a __________ distribution channel.
A.
producer to consumer 
C.
producer to retailer to consumer
B.
producer to agent to consumer
D.
producer to wholesaler to consumer

20.
Bar codes are often used in inventory management and product tracking. They are useful in all of the following ways except
A.
tracing a product's route.  
B.
transmission of data via telephone.
C.
increased accuracy and speed of employees. 
D.
increased accuracy of product availability. 

21.
Calculate the amount due on an invoice for a refrigerator that costs $789 if the ice cream shop pays within 10 days and receives a 5% discount.
A.
$729.75                      B.  $739.45
C.
$749.55
D.  $759.65

22.
Which of the following is a practice that many quick-serve restaurants follow when inspecting deliveries of fresh produce:
A.
Tag each item 
C.
Verify quality 
B.
Check temperature 
D.
Note expiration date

23.
Which of the following is not a system used in receiving stock at a quick-serve restaurant supply business:
A.
Wheel conveyor system  
C.
Palletized system 
B.
Belt conveyor system  
D.
Containerization system

24.
What is one advantage in using a motor carrier instead of a rail carrier to transport goods?
A.
Motor carriers are best for transporting bulk commodities. 
B.
Motor carriers are more flexible in scheduling and delivery.
C.
Motor carriers have extended or longer in-transit lead times. 
D.
Motor carriers are generally less expensive to use than rail carriers. 

25.
When a quick-serve restaurant employee places extra napkins and condiment packets in storage cupboards on the dining floor to replenish supplies, it is known as the __________ stocking method.
A.
volume                     B.  reserve
C.
forward

D.  hold 

26.
Storing food products in poorly ventilated areas where they might come into contact with dust and dirt often leads to
A.
contamination.         B.  pest control.
C.
overcooking. 
D.  toxic leftovers. 

27.
A hamburger restaurant chain buying large quantities of supplies when prices are low and holding them in inventory until they are needed is an example of
A.
consolidating. 
C.
warehousing. 
B.
materials handling. 
D.
order processing.

28.
When is the most logical time for a coffee shop to conduct a physical inventory count?
A.
Following an employee training session 
C.
Before a tax audit 
B.
After it is closed for the day
D.
During normal operating hours 

29.
Which of the following factors about intermediaries should be considered when selecting an intermediary:
A.
Size of the good  
C.
Location of the good's market 
B.
Services provided 
D.
Number of potential customers 

30.
Which of the following provides government protection of business property:
A.
Consumer-protection laws 
C.
Economic incentives  
B.
Patents
D.
Revenues 

31.
Which of the following is one of the main principles of the private enterprise system:
A.
Competition               B.  Monopolies
C.
Price fixing
D.  Exclusive agreements

32.
A type of union whose members are all workers in the same industry is known as a(n) __________ union.
A.
affiliate                       B.  closed shop
C.
craft/trade
D.  industrial 

33.
What does price level measure in a given year?
A.
How fast prices have dropped in the last decade 
B.
How fast prices rose last month 
C.
What prices may look like in the future 
D.
How high or low prices are 

34.
Which of the following is an example of nations' assisting exporters in finding foreign markets for their goods and services:
A.
Foreign aid 
C.
Political summits
B.
Trade centers 
D.
Financial meetings

35.
Before beginning to assess marketing-information needs, a quick-serve restaurant chain first needs to accurately
A.
define the problem. 
C.
analyze the data. 
B.
sample the population.  
D.
conduct the research. 

36.
Obtaining information and data about activities, events, and occurrences in order to better understand problems and issues is an example of
A.
identifying a target market. 
C.
market analysis. 
B.
qualitative research.  
D.
quantitative research. 

37.
ABC Cafeteria Corporation is preparing to print the results of a marketing-research project conducted by an external research company. The researcher believes the conclusions that ABC has drawn from the report are not supported by the data. What should the researcher do?
A.
The researcher should change the data to support ABC's conclusions. 
B.
The researcher should tell ABC's managers that the data does not support their conclusions.
C.
The researcher should let ABC's managers draw whatever conclusions they want. 
D.
The researcher should assume the data involved is incorrect. 

38.
In the following chart, which value represents the mode:
	Response


	Value
	Frequency

	Very Satisfactory   
	1
	18

	Satisfactory
	2
	54

	Somewhat Satisfactory  
	3
	95

	Unsatisfactory
	4
	78

	Very Unsatisfactory  
	5
	31


A.
95                            B.  54
C.
4

D.  3

39.
When a marketer decides to change one of the elements of the marketing mix, the most likely result is that the
A.
changed element will become independent. 
B.
other elements will need to be changed, too.
C.
other elements will remain the same as before. 
D.
changed element will create marketing problems. 

40.
One of the most important factors to consider when implementing international marketing strategies is the
A.
sales approach.            B.  labour involved.
C.
time zone. 
D.  product itself.

41.
The customers or potential customers for a buffet-style restaurant are known as a(n)
A.
corporate chain.            B.  market.
C.
economic system. 
D.  cooperative.

42.
When identifying a target market, quick-serve restaurant chains often create a record of information such as age, income level, ethnic background, occupation, and attitudes, which is known as a
A.
consumer composite. 
C.
preference list. 
B.
demographic breakdown. 
D.
customer profile.

43.
Determine a pizza restaurant's sales forecast for the coming year based on the following information: Last year's sales were $500,000, which was 5% less than the previous year, and that trend is expected to continue.
A.
$475,000                     B.  $450,000
C.
$445,000 
D.  $480,000

44.
A quick-serve restaurant estimates that 150 customers will order cheeseburgers during the lunch period, and that 180 customers will order cheeseburgers during the dinner hours. If the restaurant regularly adds 10% to that estimate for unexpected customers, how many servings of cheeseburgers should the restaurant be prepared to serve?
A.
330 
C.
363
B.
358 
D.
380

45.
In which of the following situations should a quick-serve restaurant supply business consider its competitors' prices when developing a marketing plan:
A.
Analyzing a new database 
C.
Selecting a new supplier
B.
Organizing a new division 
D.
Introducing a new product 

46.
One way that sandwich shops analyze the effectiveness of marketing plans is by measuring the cost of marketing in relation to
A.
sales. 
C.
wages.
B.
advertising. 
D.
publicity.

47.
Leadership styles can be classified according to the leader's
A.
educational background. 
C.
work experience.
B.
income level. 
D.
control over employees. 

48.
One way that coffee shop employees can provide efficient, quick service to customers is by being
A.
forceful. 
C.
detached.
B.
organized. 
D.
aggressive.

49.
A customer at a quick-serve restaurant places an order at the drive-up window for a hamburger, french fries, and soda. What should the order taker do if new product items have been added to the menu?
A.
Repeat the order, state the total due, and tell the customer to drive around to the window.
B.
Tell the customer the amount due and suggest s/he try the new items on the next visit.
C.
Ask the customer to repeat his/her order to make sure that it is correct.
D.
Repeat the order, suggest the new items, and ask if the customer would like to try one.

50.
What is the best action for a quick-serve restaurant employee to take when a customer requests directions to another location near the restaurant's vicinity?
A.
Provide clear verbal directions and verify customer understanding
B.
Give the customer the telephone number for the destination
C.
Advise the customer to consult the telephone directory
D.
Ask the general manager to provide the directions for the customer

51.
What type of difficult customer may be the most trying on your patience and do the most damage to the image of your pizza restaurant?
A.
Disagreeable 
C.
Suspicious
B.
Domineering/Superior 
D.
Slow/Methodical 

52.
In which of the following situations might a project planner estimate that it will take three 40-hour weeks to complete a task that can be performed in 50 hours:
A.
The business plans to observe a one-day national holiday.
B.
Management organizes a two-day weekend meeting.
C.
Many employees work flexible 40-hour schedules.
D.
The assigned employee schedules a one-week vacation.

53.
Why should you follow up on job orientations?
A.
To prove that new employees are aware of policies and procedures
B.
To make employees feel productive from the beginning
C.
To assure that the facilities are conducive to learning
D.
To identify problem areas that are beginning to surface

54.
Which of the following situations might require the sandwich shop chain to provide training and development:
A.
A company-wide computer system has been installed for managers.
B.
Mr. Garcia has successfully completed his current project.
C.
The company's affirmative-action program has not been changed.
D.
Ms. Collins' sales staff met their quarterly sales quotas.

55.
Which of the following should a quick-serve restaurant manager create in order to encourage team building:
A.
Line of authority 
C.
Sense of control
B.
Climate of trust 
D.
Resistance to change

56.
Which of the following is a reason why quick-serve restaurant chains try to control expenses in order to purchase the most modern equipment:
A.
To satisfy suppliers 
C.
To remain competitive 
B.
To spend excess cash 
D.
To offer good benefits

57.
Before negotiating a maintenance contract for new kitchen equipment, a pizza restaurant owner should compare the vendor's standard contract with the
A.
compliance policies. 
C.
financial data.
B.
product warranty.
D.
restocking charges. 

58.
What business document is essential for good financial planning?
A.
Labor contract 
C.
Purchase order
B.
Trade agreement 
D.
Operating budget 

59.
A financial plan for replacing or acquiring fixed assets is known as a __________ budget.
A.
sales 
C.
cash 
B.
capital
D.
merchandising

60.
A budget can be used by a quick-serve restaurant as a(n)
A.
analysis of income versus expenses. 
C.
record of actual expenses.
B.
statement of net worth. 
D.
planning and controlling tool. 

61.
Why is it important for a quick-serve restaurant to develop plans to control food costs?
A.
To provide adequate storage 
C.
To streamline purchasing
B.
To maintain profitability
D.
To eliminate depreciation

62.
One way that many quick-serve restaurants determine the profitability of menu items is to track the number of actual sales in several
A.
new locations. 
C.
food groups. 
B.
target markets. 
D.
price ranges.

63.
A major purpose of establishing personal goals is to
A.
get help from others. 
C.
identify your wants.
B.
decrease personal needs.
D.
achieve success in life.

64.
What would be the most appropriate pricing strategy for a buffet-style restaurant in a small town where unemployment has skyrocketed and the economy is in a downturn?
A.
Odd-cents pricing 
C.
Flexible pricing 
B.
High-level pricing 
D.
Below-cost pricing

65.
Developing a pricing structure that encourages the restaurant supply business's customers to buy additional services that they don't need in order to obtain the original product is often a(n) __________ tactic.
A.
illegal 
C.
accepted
B.
predatory 
D.
unethical

66.
What often happens when governments institute new tariffs on imported goods?
A.
Small-business owners are subject to dual taxation.
B.
Businesses experience higher profit margins.
C.
End users pay lower prices for tangible goods.
D.
Consumers pay higher prices for items.

67.
What is a display case's final price to the coffee shop if a supply business purchases the product for $65, has 40% of that amount in expenses, and wants to generate a 15% profit on the case?
A.
$116.45 
C.
$104.65 
B.
$100.15 
D.
$120.75

68.
How much is Parlor Pizza's variable-cost margin on a large pizza that sells for $9.95 and has a variable cost per unit of $3.50?
A.
$5.90 
C.
$2.84 
B.
$6.45
D.
$13.45

69.
Which of the following is a way that grades and standards can be used:
A.
To develop product brands
B.
To identify employee benefits
C.
To determine how products can be used
D.
To indicate which media will be used for promotion

70.
A cafeteria customer asks a server a question about nutrition standards. The server explains that according to the Food Guide Pyramid, a person should eat the greatest number of servings daily from the food group that consists of
A.
fats, oils, and sweets. 
B.
bread, cereal, rice, and pasta.
C.
vegetables and fruits. 
D.
meat, poultry, fish, dry beans, eggs, and nuts.

71.
When purchasing fresh eggs, quick-serve restaurants often order them according to
A.
weight. 
C.
cost.
B.
size. 
D.
volume.

72.
Which of the following is a good reason why a quick-serve restaurant supply business would remove a product from its product mix and replace it with another:
A.
The product has become a collectible.
B.
The product has become a fast seller.
C.
The company wants to expand its product line.
D.
The company wants to increase its market share. 

73.
Handling complaints, processing returns, and arranging for repair of quick-serve restaurant kitchen equipment are examples of __________ services.
A.
sales-transaction 
C.
transaction 
B.
pretransaction 
D.
post-transaction

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

75.
In what stage of brand loyalty do people become aware of the brand?
A.
Insistence 
C.
Recognition
B.
Satisfaction 
D.
Preference 

76.
Quick-serve restaurant supply businesses use customer-relationship management software to
A.
promote their brand. 
C.
process orders more efficiently.
B.
respond to e-mail inquiries. 
D.
obtain information about customers.

77.
Which of the following is a factor in the social environment that taco restaurant chains consider when developing advertising campaigns that will satisfy a wide variety of people:
A.
Political system          B.  Family structure
C.
Economic growth
D.  Financial policy

78.
Why should a small quick-serve restaurant supply business that takes advantage of the Internet as a marketing tool make sure its brand stands out and connects with customers?
A.
There are many things that distract people as they surf the Web.
B.
The Internet is so slow-paced that people often become bored.
C.
Most people become aware of brands from Internet advertisements.
D.
Branding on the Internet is not very effective.

79.
A quick-serve restaurant's purchasing 100 more hamburger patties than it needs because it expects to waste that many is an example of a
A.
planned reduction. 
C.
yield percentage.
B.
recipe adjustment. 
D.
buying procedure. 

80.
Calculate a quick-serve restaurant's open-to-buy based on the following information: $20,000 in planned purchases, $5,000 in goods received, and $3,000 in goods on order.
A.
$18,000                     B.  $10,000
C.
$12,000 
D.  $22,000

81.
Which of the following is the right time for a quick-serve restaurant supply business to make promotional decisions in relation to product, price, and distribution decisions:
A.
Without considering product, price, and distribution 
B.
Before product, price, and distribution 
C.
Along with product, price, and distribution
D.
After product, price, and distribution 

82.
Which of the following characteristics is shared by advertising and publicity:
A.
Receives close attention 
C.
Is impersonal 
B.
Must be paid for 
D.
Presents the same message

83.
The headline of the advertisement states: "THE BEST FAJITAS NORTH OF DALLAS!" Which of the following approaches is the advertiser using:
A.
Arousing curiosity 
C.
Solving a problem
B.
Promising a benefit 
D.
Making a claim 

84.
One limitation of using a customer database for advertising purposes is that it
A.
has a limited size and capacity for storing information.
B.
requires a large amount of time to operate and maintain.
C.
does not tell a business what other products coffee shops may want to buy. 
D.
must be custom built for each restaurant supply business. 

85.
Deciding to offer discounts, purchasing small giveaway items, and planning a drawing for prizes are steps that some pizza restaurants take to
A.
sell leftover menu items.  
C.
conserve on advertising costs.
B.
prepare for a special event.  
D.
make amends to irate customers.

86.
One of the benefits to a cafeteria of using visual merchandising is that it
A.
appeals to everyone. 
C.
reduces spoilage. 
B.
protects the food items.  
D.
encourages self-service.

87.
Informal balance is created in a display by using
A.
matching items on each side. 
C.
items of different optical weight.
B.
items of equal optical weight.
D.
contrasting items on both sides.

88.
A quick-serve restaurant owner might consider promoting new desserts by using cost-effective displays such as
A.
sample tables and television advertising. 
C.
radio advertising and outdoor signs.
B.
brochures and direct mail.
D.
posters and table tents.

89.
Which of the following is a factor that often affects the amount of money a sandwich shop allocates to its promotional budget:
A.
Transportation rates 
C.
Employee opinions
B.
Inventory availability 
D.
Economic conditions

90.
A coffee shop owner coordinates several types of promotional activities to announce a new line of specialty coffees. Which of the following activities usually attracts customers to the shop:
A.
Selling tools                  B.  Inside displays
C.
Merchandising 

D.  Advertising

91.
Selling that meets quick-serve restaurant customers' needs contributes to the
A.
national debt. 
C.
size of the target market.
B.
success of the restaurant. 
D.
relative price of menu items. 

92.
What do quick-serve restaurant supply salespeople need to possess in order to provide customer service that will increase sales?
A.
Dominant personality 
C.
Technical background 
B.
Product knowledge
D.
Carefree attitude

93.
Which of the following is a reason why the ethical and legal issues involved in selling activities are extremely important:
A.
Sales staff must know when they can legally bend the truth.
B.
Sellers must understand how to criticize competitors.
C.
Buyers avoid doing business with unethical salespeople.
D.
Sales managers are not responsible for what the sales staff does.

94.
Government selling regulations are often established to lower the occurrence of business
A.
taxation.                  B.  fraud.
C.
debt. 

D.  competition.

95.
A buffet-style restaurant patron wants to know what spices are in the soup. If the server doesn't know, s/he should
A.
name a few spices that probably are in the soup. 
B.
offer to check with the cook.
C.
tell the customer s/he doesn't know.
D.
tell the customer there are no spices in the soup. 

96.
French fries are usually prepared by which of the following methods:
A.
Baking                    B.  Boiling
C.
Stir frying
D.  Deep frying

97.
A quick-serve restaurant worker who tells a customer that ordering a specialty meal is less expensive than ordering each item separately is explaining the __________ of the menu.
A.
benefits                  B.  ingredients
C.
design

D.  quality

98.
Closing the sale is important because it provides the quick-serve restaurant supply salesperson with an opportunity to
A.
calculate daily sales earnings.
B.
determine the customer's needs. 
C.
get the customer's order. 
D.
summarize the product's features and benefits.

99.
A customer has ordered a combo meal that consists of a chicken sandwich, medium fries, and a medium drink. Which of the following items should the cashier suggest:
A.
An appetizer 
C.
An enlarge-it option
B.
An additional sandwich 
D.
A dessert 

100.
When assembling a carryout order, it is necessary to include condiments that come in
A.
plastic cups.       B.  Styrofoam containers.
C.
packets. 
D.  square boxes.

1.
D
Trade industries. Trade industries are businesses that buy and sell goods to others. Basically, everything that consumers and businesses, such as quick-serve restaurants, own has been sold by trade businesses. Trade industries include retailers that sell to ultimate consumers and wholesalers that sell to other businesses. Chain stores, independent merchants, and specialty shops are examples of the types of businesses included in the category of trade industries.
SOURCE:
BA:001
SOURCE:
MB LAP 6—Business and Society

 2.
D
Supplier. Successful purchasing from a reliable supplier, or vendor, results in increased satisfaction for both consumers and employees. A consumer is a person who uses a good or service. A competitor is a business rival who sells the same or similar goods. A buyer is responsible for making the purchases for a business.
SOURCE:
BA:005
SOURCE:
PU LAP 1—Purchasing

 3.
A
Opening Cash Balance + Cash Receipts - Cash Disbursements. A cash flow statement is a financial summary with estimates as to when, where, and how much money will flow into and out of a business. Preparing a cash flow statement begins with cash on hand (Opening Cash Balance). To that figure, all cash flowing into the business (Cash Receipts) is added. Then, all cash flowing out of the business (Cash Disbursements) is subtracted. The result is the new cash balance.
SOURCE:
BA:017
SOURCE:
Bangs, D.H., & Pinson, L. (1999). The real world entrepreneur (pp. 226-242). Chicago: Upstart Publishing Co.

 4.
A
To handle returns. Businesses, such as quick-serve restaurant suppliers, keep a financial record of each sales transaction and give a copy of the record, a receipt, to the customer. When a customer returns an item, a business uses the information in the financial record to issue the customer a refund or a credit. The return transaction also becomes a part of the business's financial records. Businesses do not keep records of sales transactions in order to cancel orders. Rebates are a return of part of the price a customer pays for a good or service. They are usually offered by the product's manufacturer rather than by retailers. Expenses are monies the business spends, whereas sales transactions usually result in income.
SOURCE:
BA:023
SOURCE:
MN LAP 58—Business Records

 5.
D
$684.20. In order to reconcile the actual balance with the amount indicated on the bank statement, add to the bank balance the deposit that does not appear on the statement ($426.40 + $300.00 = $726.40). Then, subtract the two outstanding checks to determine the current balance ($726.40 - $42.20 = $684.20).
SOURCE:
BA:076
SOURCE:
Kimbrell, G., & Vineyard, B.S. (1998). Succeeding in the world of work: Teacher's wraparound edition (6th ed.) [pp. 426-427]. New York: Glencoe/McGraw-Hill.

 6.
A
General partnership. A general partnership is designed to combine capital, experience, and the abilities of two or more people. Corporation ownership would not be acceptable because Karla and Brad's only involvement would be in the growth and possible profits of the restaurant by buying shares of stock. A limited partnership would allow Karla and Brad to invest but have limited responsibilities in operations and management. A sole proprietorship would be owned by one person.
SOURCE:
BA:028
SOURCE:
BA LAP 7—Own It Your Way

 7.
D
No perforated edge. Counterfeit checks are more common today because of the high quality available with modern printing processes. However, there are clues that a check might be counterfeit, and one of these is if none of the edges of the check are perforated. Checks that are provided by financial institutions come in a booklet form and are perforated to allow the owner to tear out one check at a time. No perforation indicates that the checks may have been printed and then cut which means they are probably counterfeit. A high check number indicates the owner has had the account for a long time. Checks contain a printed bank code that indicates the routing procedure. Most personal checks are handwritten.
SOURCE:
BA:084
SOURCE:
German-Grapes, J. (1997). The teller's handbook: Everything a teller needs to know to succeed (pp. 190-193). New York: McGraw-Hill.

 8.
A
Large bills. As a safety precaution to protect cash, quick-serve restaurants frequently remove large bills and excessive amounts of money from their cash drawers. By limiting the amount of money in the cash drawers, the restaurants protect themselves from significant loss in the event of a robbery. Removing large bills from the cash drawer is also a deterrent to internal theft. Most quick-serve restaurants do not accept personal checks. Some quick-serve restaurants accept credit cards; however, it is not necessary to frequently remove those receipts. Coins are usually removed at the end of the business day.
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.

 9.
C
Risk management. Risk management is a business function which involves the planning, controlling, preventing, and procedures used by management to limit business losses. Making sure that the buffet style restaurant's employees know and follow appropriate check cashing or check acceptance procedures is an effort to prevent losses due to bad checks. Laissez-faire leadership is a leadership style in which the leader assumes little or no leadership responsibility and allows subordinates to determine their own work behavior. Remedial action is a supervisory tool used to obtain desirable workplace behavior from employees by shaping or correcting employee behavior and attitudes. Cash-flow analysis is a financial analysis which predicts whether the cash generated by a business can cover the business's expenses.
SOURCE:
BA:046
SOURCE:
RM LAP 1—Risk Management

10.
A
180. The wash water should be between 150° and 160°F. Then, to sanitize the utensils, the rinse water should be at least 180° or above. This temperature kills any remaining bacteria.
SOURCE:
BA:091
SOURCE:
Ninemeier, J.D. (2000). Management of food and beverage operations (3rd ed.) 
[pp. 266-267]. Weimar, TX: Culinary and Hospitality Industry Publications Services.

11.
C
Public accommodations and employment. Quick-serve restaurants must provide employment opportunities and access to public accommodations for disabled people. Other types of federal laws deal with affirmative action, immigration and document verification, and age discrimination.
SOURCE:
BA:056
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 294-295). Upper Saddle River, NJ: Prentice Hall.

12.
B
To protect the public. The main purpose of restaurant health and sanitation laws is to protect the public from food-borne illnesses and other types of problems caused by contaminated food. A certain number of people die every year because of sanitation problems in restaurants. As a result, various laws have been enacted to require restaurants to take action to prevent this such as establishing strict food-handling procedures and training staff. Some restaurant health and sanitation laws include provisions that require restaurants to identify potential hazards and provide training to employees. However, the laws do not identify hazards, manage the facility, or supervise training.
SOURCE:
BA:095
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 241-245). Upper Saddle River, NJ: Prentice Hall.

13.
C
Sales tax. Meals that customers eat at a cafeteria are taxable, which means that the cafeteria must add the tax to the price of a meal and report the tax to the government. For example, there is tax on the price of a meal eaten in a cafeteria that increases the cost of the meal. A cafeteria adds on that amount to the advertised price. The cafeteria keeps track of the amount of tax, reports it to the government, and also pays the tax to the government. Net profit is money remaining after operating expenses are subtracted from gross profit. Cafeterias do not need to report labor rates or food costs to the government.
SOURCE:
BA:096
SOURCE:
Berman, B., & Evans, J.R. (1998). Retail management: A strategic approach (7th ed.) 
[pp. 50-51]. Upper Saddle River, NJ: Prentice Hall.

14.
D
Being a good listener requires active listening skills. In order to be a good listener while handling telephone calls, you need to learn to shut out distractions, put aside what you are working on, and focus on what the speaker is saying. This is not a natural skill, but it is one that can be learned through practice. There will still be times when, no matter how carefully you listen, you will have to ask questions.
SOURCE:
CO:114
SOURCE:
Hotel LAP: Answering the Property's Telephone. Marketing Education Resource Center, 1998.

15.
D
Transmittal. A letter of transmittal is usually placed after the title page to give the reader an introduction to the report that follows. While the letter transfers the report from the writer to the reader, it is not called a letter of transferral. A letter of authorization is used by some organizations to grant permission for a report to be prepared. A letter of recommendation presents the views or opinions of one person about another—usually someone applying for a job.
SOURCE:
CO:133
SOURCE:
Locker, K.O. (2000). Business and administrative communication (5th ed.) [pp. 167-168]. Boston: Irwin/McGraw-Hill.

16.
A
Progress. The purpose of a progress report is to give a brief explanation of the status of an activity or project. Quick-serve restaurant chains often want frequent updates about activities in specific departments or regions, and the progress report is intended to provide that information. Research reports and annual reports usually are long, complex reports that provide a great deal of information and often include supplemental materials.
SOURCE:
CO:094
SOURCE:
Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of human relations: Applications for life & work (p. 179). Cincinnati: South-Western Educational.

17.
A
Downward. Staff communication that moves down the chain of command from managers to employees is referred to as downward communication. Upward communication moves up the chain of command from lower to higher levels of authority. Horizontal communication is exchanged between peers—persons at the same level of authority. All channels are important to the operation of the business.
SOURCE:
CO:014
SOURCE:
Everard, K.E., & Burrow, J.L. (2001). Business principles and management (11th ed.) 
[p. 251]. Cincinnati: South-Western.

18.
A
Level of service. Level of service is the number and types of services which a company offers its customers and the speed at which those services are performed. Albert's distribution decision is based on improving service by adding a private delivery company that the business would be able to use to accommodate customers and maintain an appropriate distribution system for the business. The company is concerned with using the distribution system that will provide the best service rather than a distribution system based on the type of product, needs of employees, or the number of competitors.
SOURCE:
DS:001
SOURCE:
DS LAP 1—Distribution

19.
A
Producer to consumer. When goods are sold directly from the producer to the consumer, this is a direct channel of distribution. All of the other alternatives involve one or more intermediaries between the producer and the consumer. These are examples of indirect channels of distribution.
SOURCE:
DS:055
SOURCE:
MB LAP 3—Channels of Distribution

20.
B
Transmission of data via telephone. Bar codes are not used in the transmission of data via telephone. However, bar codes are used to trace a product's route (such as tracking of packages by FedEx). Bar codes also increase the accuracy of product availability and the speed of being able to provide the product due to increased information.
SOURCE:
DS:054
SOURCE:
Stull, W.A., & Crow, D.E. (1996). Superior customer service (pp. 56-57, 61). Cincinnati: South-Western Educational.

21.
C
$749.55. Vendors frequently offer discounts if customers pay within in specified time frame. If an ice cream shops buys a refrigerator and pays within the specified time, the shop may take the discount. In this example, calculate the amount due on the invoice by first determining the discount ($789 x 5% or .05 = $39.45). Then, subtract the discount from the cost of the refrigerator to determine the amount due ($789.00 - $39.45 = $749.55).
SOURCE:
DS:030
SOURCE:
Stull, W.A. (1999). Marketing and essential math skills: Teacher's edition (pp. 72-73). Cincinnati: South-Western Educational.

22.
C
Verify quality. Quick-serve restaurants usually inspect shipments of fresh produce to verify that the quality of the items delivered meets their standards and specifications. Restaurants may check each item or do a random check to make sure that the supplier hasn't shipped unsatisfactory produce. Restaurants check the temperature of frozen and refrigerated items. Restaurants note the expiration date on cans and packaged items. Restaurants tag each wholesale cut of meat.
SOURCE:
DS:061
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 198-199). Upper Saddle River, NJ: Prentice Hall.

23.
D
Containerization system. Containerization is primarily used to ship goods via rail or water. All of the other alternatives are used to unload merchandise from trucks and/or to move it to its destination within the building.
SOURCE:
DS:085
SOURCE:
Lambert, D.M., Stock, J.R., & Ellram, L.M. (1998). Fundamentals of logistics management (pp. 225-227). Boston: Irwin/McGraw-Hill.

24.
B
Motor carriers are more flexible in scheduling and delivery. Motor carriers have a transportation routing system (roads or highways) that is broader than rail carriers. Rail carriers have limited routes because there are fewer railways than highways. Therefore, motor carriers are more flexible in scheduling and delivering product. Motor carriers are generally more expensive than rail carriers. Water carriers are the best mode of transportation for bulk items since they are much larger. Rail carriers have longer in-transit lead times than motor carriers. Longer lead times are not generally considered an advantage. Most customers want orders as quickly as possible.
SOURCE:
DS:057
SOURCE:
Monczka, R., Trent, R., & Handfield, R. (2002). Purchasing and supply chain management (2nd ed.) [pp. 603-604]. Mason, OH: South-Western.

25.
C
Forward. Many quick-serve restaurants have a condiment counter where customers can get their own napkins, condiments, seasonings, straws, and beverages. Quick-serve restaurants use several methods to move these goods and store them in the customer dining area. Storing items such as cups, condiments, and napkins as close to the sales floor as possible saves employees' time when holding containers and dispensers need replenished. Forward stock refers to products that are routed to areas on or near the dining room floor until there is room to place the items on or in display fixtures for customer use. Reserve stock refers to products that are held in a central stockroom or temperature-regulated holding case until it is moved directly to the dining floor for customer use. Volume and hold stocking methods are not common terms used to describe supply maintenance and routing techniques in the quick-serve restaurant industry.
SOURCE:
DS:017
SOURCE:
Lewison, D.M. (1997). Retailing (6th ed.) [p. 445]. Upper Saddle River, NJ: Prentice Hall.

26.
A
Contamination. Food products that are not stored properly may become contaminated and present a health hazard to customers who eat the food. For example, storage areas that are poorly ventilated or contain dust and dirt can contribute to food becoming contaminated or spoiled. Restaurants should make sure that their storage areas are well ventilated and clean in order to prevent the possibility of food contamination. Before storing food products, restaurants should check boxes and crates for possible pests and take the proper measures to eliminate them. Storing food products in poorly ventilated areas where they might come into contact with dust and dirt does not lead to overcooking or toxic leftovers.
SOURCE:
DS:064
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 247-248). Upper Saddle River, NJ: Prentice Hall.

27.
C
Warehousing. Warehousing is the process of placing goods in safe locations until they are needed or are ready to be sold. One reason why hamburger restaurant chains warehouse goods is to take advantage of low prices. If a chain is able to buy large quantities of supplies when prices are low, it is often more economical to buy the supplies and warehouse them until needed. Depending on the type of supplies, it is usually less expensive to warehouse them than to pay full price. Materials handling is the process of moving, storing, and maintaining goods in a warehouse. Consolidating involves combining shipments to be sent to one location. Order processing involves the procedures necessary to fill an order.
SOURCE:
DS:032
SOURCE:
Lambert, D.M., Stock, J.R., & Ellram, L.M. (1998). Fundamentals of logistics management (pp. 268-270). Boston: Irwin/McGraw-Hill.

28.
B
After it is closed for the day. The coffee shop should wait until it closes to conduct a physical inventory count so that there is time to concentrate on the task at hand. Also, all items that should be included in the count will have been returned to their proper storage locations. The ultimate priority during normal operating hours should be to serve customers and create goodwill toward the coffee shop. New employees have enough to remember from their training without having to worry about counting inventory. The shop should put its financial documents in order prior to a tax audit and focus on counting its stock on hand when situations are less stressful.
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.

29.
B
Services provided. A producer should carefully examine the services the intermediary provides. If the services are worth their cost, then the intermediary should be included in the channel. Number of potential customers and location of market relate to market considerations. The size of the good is a product consideration.
SOURCE:
DS:050
SOURCE:
Solomon, M.R., & Stuart, E.W. (2000). Marketing: Real people, real choices (2nd ed.) 
[p. 396]. Upper Saddle River, NJ: Prentice Hall.

30.
B
Patents. Patents are legal protection of inventions or processes granted by government to their owners for a certain number of years. Patents prevent others from appropriating the business's property. Economic incentives are monetary motivations for complying with government regulation. Revenues are income. Consumer-protection laws are government regulations intended to protect consumers.
SOURCE:
EC:008
SOURCE:
EC LAP 16—Government and Business

31.
A
Competition. Competition is the rivalry between two or more businesses to attract scarce customer dollars. Fair competition is essential if the private enterprise system is to work as it was intended. Monopolies are allowed to exist in a private enterprise economy only if they are regulated. Exclusive agreements and price fixing are illegal.
SOURCE:
EC:012
SOURCE:
EC LAP 8—Ready, Set, Compete!

32.
D
Industrial. Examples of industries in which unions are organized on this basis include mining (United Mine Workers of America), steel production (United Steel Workers of America), and clothing manufacturing (Amalgamated Clothing Workers of America). Craft/Trade unions are made up of workers with a particular skill, e.g., plumbers. A closed shop was a union agreement requiring businesses to hire only union members. This is now illegal. Affiliate is a distractor.
SOURCE:
EC:015
SOURCE:
EC LAP 5—Organized Labor

33.
D
How high or low prices are. Price level is one of two terms economists use to describe prices; the other is inflation. To measure price level, economists select a market basket of goods and construct a price index, such as the Consumer Price Index, which is a widely used measure of the price level. They are then able to compute price levels and rates of inflation. Price level is generally used for comparative purposes: Today's price level may be higher, lower, or about the same as prices five years ago. Inflation measures the rate of increase in prices. Economists can use some of these variables in predicting prices in the future, but price level does not look at future prices. Deflation occurs when price levels drop.
SOURCE:
EC:043
SOURCE:
O'Sullivan, A., & Sheffrin, S.M. (2003). Economics: Principles in action (pp. 58, 307). 
Upper Saddle River, NJ: Prentice Hall.

34.
B
Trade centers. Many nations establish trade centers, which are offices and display rooms set up in foreign cities. The purpose of trade centers is to assist exporters in finding foreign markets for their goods and services. Foreign aid is the money that developed countries give to less-developed countries to help with their economic development. Political summit is a general term used to describe a meeting about government-control issues. Financial meetings are used to discuss monetary issues.
SOURCE:
EC:016
SOURCE:
EC LAP 4—Beyond US

35.
A
Define the problem. Before they can begin to decide what type of information they need to obtain, quick-serve restaurant chains first need to accurately define the problem. If chains are not completely sure of the problem, they will not be able to find information that will help them to solve it. The process of clearly defining the problem enables chains to pinpoint the exact type of marketing information that will provide the answers they need. Once chains have defined the problem, they might decide to conduct research that could include sampling the population. Chains analyze the data after they collect it.
SOURCE:
IM:182
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [pp. 135-136]. Cincinnati: South-Western College.

36.
D
Quantitative research. In quantitative research, your aim is to determine the relationship between one thing (an independent variable) and another (a dependent or outcome variable) in a population. The aim of qualitative research is to explore and understand the attitudes, opinions, feelings, and behaviors of individuals or a group of individuals. Both types of research gather information for market analysis; neither is the analysis itself. You will need to do the research before you can identify your target market.
SOURCE:
IM:163
SOURCE:
Davis, G. (n.d.). Introduction to marketing research. Retrieved November 16, 2005, from http://sbm-connect.tees.ac.uk/mmdid/

37.
B
The researcher should tell ABC's managers that the data does not support their conclusions. It would be unethical for the researcher to knowingly allow the dissemination of conclusions from a marketing-research project that are not supported by the data. The researcher has collected accurate data and should not change it to support the company's conclusions.
SOURCE:
IM:025
SOURCE:
European Society for Opinion and Marketing Research (ESOMAR). (n.d.). International code of marketing and social research practice. Retrieved November 16, 2005, from http://www.esomar.org/index.php

38.
D
3. Mode is the most common value in a set of responses to a question. It represents the answer that is most often given. In this example, 3 is the value given to the answer "Somewhat Satisfactory," and that is the answer given by the most respondents, 95. Marketers use mode to measure tendencies of response and group data into smaller categories such as which response is the most common.
SOURCE:
IM:191
SOURCE:
Hair, J.F., Jr., Bush, R.P., & Ortinau, D.J. (2000). Marketing research: A practical approach for the new millennium (pp. 525-527). Boston: Irwin/McGraw-Hill.

39.
B
Other elements will need to be changed, too. The elements of the marketing mix are interrelated, and they depend on each other. This means that a change in one element will probably create a need for change in the others. At the very least, the other elements should be reviewed. The failure to change periodically is more likely to cause marketing problems than a well-thought-out change.
SOURCE:
IM:194
SOURCE:
IM LAP 7—Pick the Mix

40.
D
Product itself. The actual product is one of the most important considerations when implementing international marketing strategies because products that appeal to customers in one country do not necessarily appeal to customers in another country. The wants, needs, tastes, and preferences of customers change from one country to another based on differences in those countries. For example, houses in some countries are very small and there is not enough room for large items. In other countries, people shop for food almost every day because they do not have refrigerators. Businesses need to identify these limitations and market their products in the appropriate countries. The sales approach is the point in the selling process when the customer and salesperson first communicate. The labor involved is not a major factor. Time zone refers to the differences in time from one country to another based on their geographic location.
SOURCE:
IM:195
SOURCE:
Kotler, P. (2000). Marketing management (10th ed.) [p. 368]. Upper Saddle River, NJ: Prentice Hall.

41.
B
Market. A market consists of customers or potential customers who have unfulfilled desires and are financially able and willing to satisfy those desires. An economic system is the organized way in which a nation handles its economic decisions and solves its economic problems. A corporate chain consists of a number of similar stores owned and managed by a corporate organization. A cooperative is a business that is owned and operated by its customers.
SOURCE:
IM:196
SOURCE:
IM LAP 9—Have We Met?

42.
D
Customer profile. Customer profiles are used by quick-serve restaurant chains to create a clear picture of their target market for use in decision making. A customer profile contains a variety of information about customers, such as age, income level, ethnic background, occupation, etc. This type of record is not known as a preference list, a demographic breakdown, or a consumer composite.
SOURCE:
IM:160
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) [p. 525]. Woodland Hills, CA: Glencoe/McGraw-Hill.

43.
A
$475,000. Pizza restaurants analyze changes in the market and trends from previous years when developing sales forecasts. If a restaurant's sales have been declining by 5% on a yearly basis and that trend is expected to continue, the restaurant probably would reduce its sales forecast for the coming year by 5%. In this situation, last year's sales were $500,000 and the restaurant expects a decrease of 5%. To determine the sales forecast for the coming year, multiply $500,000 by the percentage of decrease ($500,000 x 5% or .05 =$25,000). Then, subtract that amount from $500,000 to determine the sales forecast ($500,000 - $25,000 = $475,000).
SOURCE:
IM:003
SOURCE:
IM LAP 3—Nature of Sales Forecasts

44.
C
363. Quick-serve restaurants routinely estimate not only the number of customers, but the type of food the customers will order. The goal is to have the right amount of ingredients in stock to prepare the servings of food that customers will order. In this example, the restaurant expects 150 lunch customers and 180 dinner customers to order cheeseburgers (150 + 180 = 330). Also, the restaurant is prepared to serve 10% more customers than estimated. To determine that number, multiply the estimated number by 10% (330 x 10% or.10 = 33). Then, add that figure to the estimated number of customers to forecast the servings of cheeseburgers the restaurant will be prepared to serve (330 + 33 = 363).
SOURCE:
IM:201
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 192-193). Upper Saddle River, NJ: Prentice Hall.

45.
D
Introducing a new product. Quick-serve restaurant supply businesses usually develop a marketing plan before introducing a new product. They take into consideration a variety of factors that may have an effect on the success of the new product such as the prices that competitors are charging for similar products. When introducing a new product, businesses usually want to set prices that are comparable to, or lower than, the prices offered by their competitors in order to attract customers and build market share. Businesses do not consider their competitors' prices when organizing a new division, selecting a new supplier, or analyzing a new database.
SOURCE:
IM:198
SOURCE:
Churchill, G.A., Jr., & Peter, J.P. (1998). Marketing: Creating value for customers (2nd ed.) [pp. 98-100]. Boston: Irwin/McGraw-Hill.

46.
A
Sales. Comparing the cost of implementing a marketing plan in relation to the actual sales is an effective way to evaluate the plan. The goal is to develop an effective marketing plan that will achieve sales goals without being overly expensive. If the marketing costs are out of line with sales results, the sandwich shop is overspending and needs to make adjustments. Advertising is often a part of the marketing plan. Wages are a component of operating expenses and not a factor in analyzing marketing plans. Publicity is any nonpersonal presentation of ideas, goods, or services that is not paid for by the company or individual that benefits from or is harmed by it.
SOURCE:
IM:145
SOURCE:
Kotler, P. (2000). Marketing management (10th ed.) [p. 699]. Upper Saddle River, NJ: Prentice Hall.

47.
D
Control over employees. Leadership style ranges from the authoritarian style that exercises a great deal of control to the laissez-faire style that provides only guidance. A supervisor's income and education have no direct bearing on leadership style. While experience may be a factor in the development of leadership style, it is not a factor in classifying style.
SOURCE:
IS:003
SOURCE:
HR LAP 9—Positive Working Relationships

48.
B
Organized. Coffee shop employees should always be well organized and prepared to provide customer service in a quick, convenient manner. Customers don't have a lot of time to waste. They expect employees to be knowledgeable about company goods and services, organized, and ready to work. Being organized will help employees to focus on serving customers. Employees should not be forceful or aggressive when dealing with customers. Employees who are detached give the impression of not caring about customers.
SOURCE:
IS:006
SOURCE:
HR LAP 32—Customer-Service Mindset

49.
D
Repeat the order, suggest the new items, and ask if the customer would like to try one. The order taker should suggest that the customer try one of the new menu items in order to increase the total sale. Order takers routinely repeat the order, state the total due, and tell the customer to drive around to the window. Suggesting that the customer try the new menu items on the next visit will not increase the current sale.
SOURCE:
IS:024
SOURCE:
Morrison, A.M. (1996). Hospitality and travel marketing (2nd ed.) [p. 447]. New York: Delmar.

50.
A
Provide clear verbal directions and verify customer understanding. If the restaurant employee does not know how to direct the customer to another location, the employee needs to find a coworker or manager who can provide the information. Regardless of who provides the directions, verbal directions should always be clear. The customer should be asked if s/he understands the directions as they are given. If verbal directions are not understood by the customer, a map can be drawn to illustrate the route. If the employee knows how to direct the customer to the other location, it is not always necessary to ask the general manager for help. Although it is possible for the employee to refer the customer to the telephone directory for directions, it is not providing good customer service. An employee might not know the telephone number for the customer's destination.
SOURCE:
IS:025
SOURCE:
Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1999). Communicating for success (2nd ed.) [pp. 112-114]. Cincinnati: South-Western Educational.

51.
A
Disagreeable. These customers are unpleasant and hard to help because they are argumentative, complaining, irritable, moody, insulting, impatient, and/or have a leave-me-alone attitude. If the domineering/superior customers are properly handled, they will usually convince or sell themselves. Although suspicious customers are hard to help and difficult to change, they can become your most loyal customers. The slow/methodical customer is easy to handle but requires a lot of time before making a buying decision.
SOURCE:
IS:013
SOURCE:
EI LAP 1—Making Mad Glad

52.
D
The assigned employee schedules a one-week vacation. Project planners need to consider many variables when estimating the actual length of time it will take to complete certain tasks. If the employee assigned to perform the task will be unavailable because of a scheduled vacation, the project planner should allot additional time. In this situation, the task can be completed in 50 hours; but the assigned employee who works a 40-hour week will be on vacation for one week. Therefore, the employee will be able to work on the task for one 40-hour week, be away for one week, and work on the project for 10 hours the third week for a total of 50 hours. Observing a one-day national holiday will reduce the amount of available time by eight hours which would still provide 72 hours in two weeks to perform the task. Flexible 40-hour schedules total 80 hours in two weeks. A two-day weekend meeting will not take away time from the regular 40-hour week.
SOURCE:
MN:153
SOURCE:
Launi, J. (1999, May). Creating a project plan. Software Development Magazine. Retrieved November 16, 2005, from http://www.sdmagazine.com/documents/s=758/sdm9905d/9905d.htm?temp=16yLT5r1B6

53.
D
To identify problem areas that are beginning to surface. By following up on orientations, you can give employees a positive feeling about the company and identify problem areas. This will enable you to take immediate corrective action. To prove that new employees are aware of policies and procedures, ask employees to sign the job orientation checklist. To make employees feel productive from the beginning, assign them meaningful tasks. The follow-up is not directly related to the facilities; however, if there is a problem with the facility, the problem might be mentioned in the follow-up sessions.
SOURCE:
MN:691
SOURCE:
MN LAP 44—Orienting New Employees

54.
A
A company-wide computer system has been installed for managers. The introduction of new equipment often creates the need for training and development. This helps employees and the business to derive maximum benefit from the equipment. The other alternatives describe situations in which training and development are not currently needed since no change has been made or work is proceeding satisfactorily.
SOURCE:
MN:024
SOURCE:
MN LAP 50—Manager/Supervisor Training

55.
B
Climate of trust. Before employees can work together as a team, they need to trust one another. Quick-serve restaurant managers can help by creating a climate of trust in the restaurant. One way to do this is to encourage employees to get to know each other better and talk about what they hope to accomplish. Once employees trust each other, they can share ideas and provide support that will enable them to function as an effective team. Managers who are controlling and follow a strict line of authority often discourage employees from developing teams. Resistance to change often makes it difficult to build teams.
SOURCE:
MN:132
SOURCE:
Lussier, R.N. (2003). Management fundamentals: Concepts, applications, skill development (2nd ed.) [pp. 222-223]. Mason, OH: South-Western.

56.
C
To remain competitive. In order for workers to produce at their maximum level of productivity and remain competitive with other quick-serve restaurants, they have to have the supplies and equipment necessary to do their jobs. In many cases, this means the chain must keep up with advances in technology and replace old equipment with new. Chains often need to provide their employees with the most modern equipment in order to remain competitive and continue earning a profit. Chains do not purchase the most modern equipment in order to spend excess cash, satisfy suppliers, or offer good benefits.
SOURCE:
MN:016
SOURCE:
MN LAP 56—Employee Role in Expense Control

57.
B
Product warranty. A warranty is a promise made by the seller to the buyer that the seller will repair or replace a product that does not perform as expected. The terms of warranties vary but might include free labor, parts, and service calls for a specific amount of time after the purchase. It is important to compare the terms of a maintenance contract for a new piece of kitchen equipment because it is possible that many stipulations in the warranty are covered in the standard maintenance contract. In this situation, the pizza restaurant owner could pay for goods and services offered in the maintenance contract that are already provided in the warranty. Restocking fees are charges that a buyer pays to return unwanted goods to the seller. Compliance policies and financial data are general terms and are not generally used to compare maintenance contracts.
SOURCE:
MN:159
SOURCE:
CA Dept. of Consumer Affairs. (n.d.). Consumer tips on product service contracts. Retrieved November 16, 2005, from http://www.bear.ca.gov/service-contract/service-tips.pdf

58.
D
Operating budget. The operating budget deals with expenses needed to run the business on a day-to-day basis. A business needs to know how much it must spend on wages, rent, insurance, etc., in order to plan how to spend the remaining money it expects to earn. Developing an operating budget that accurately estimates the amount needed to cover overhead expenses is essential for good financial planning. A trade agreement is an agreement between nations that provides for trade relations. A purchase order is the form that a business fills out to order goods. A labor contract is an agreement between a union and a company outlining the wages, fringe benefits, and rules under which employees will work.
SOURCE:
MN:083
SOURCE:
Kuratko, D.F., & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary approach 
(5th ed.) [pp. 257-261]. Mason, OH: South-Western.

59.
B
Capital. Proper use of the capital budget prevents obsolescence or breakdowns of equipment. The capital budget allows management to plan ahead for large purchases. The sales budget forecasts sales for a specific period. The merchandising budget is used to plan and control purchase of goods for resale. The cash budget estimates all income and payments.
SOURCE:
MN:653
SOURCE:
Everard, K.E., & Burrow, J.L. (2001). Business principles and management (11th ed.) 
[pp. 396-398]. Cincinnati: South-Western.

60.
D
Planning and controlling tool. Budgets provide projections of income and expenses for a given time period. The budget provides guidelines for a quick-serve restaurant in planning its operation and controlling its expenses by showing the funds available. An income statement helps the restaurant to compare income to expenses for a fiscal period. A balance sheet shows a restaurant's assets, liabilities, and net worth. A cash flow statement contains a record of actual expenses.
SOURCE:
MN:063
SOURCE:
Kuratko, D.F., & Hodgetts, R.M. (2001). Entrepreneurship: A contemporary approach 
(5th ed.) [pp. 257-261]. Mason, OH: South-Western.

61.
B
To maintain profitability. A quick-serve restaurant must decide the proper kind of goods to buy, as well as the cost, quantity, and quality. If the wrong food is bought at the wrong time in the wrong quantity and at the wrong cost, the restaurant will lose money. Restaurants do not develop food cost-control plans in order to provide storage, streamline purchasing, or eliminate depreciation.
SOURCE:
MN:060
SOURCE:
National Restaurant Association: The Educational Foundation (1998). Becoming a food service professional (2nd ed.) [p. 394]. Chicago: Author.

62.
D
Price ranges. Quick-serve restaurants often establish price ranges for menu items, such as $2 to $4 for a sandwich or $6 to $8 for a combination meal of sandwich, fries, and a beverage. Then, the restaurants track the number of actual sales in those price ranges to determine the profitability of menu items. If most customers buy combination meals in the $6–$8 range, a restaurant might develop more of those menu items in order to increase sales and profitability. This type of tracking also tells restaurants that customers are willing to spend more for the convenience of ordering combination meals. Quick-serve restaurants do not track sales in several food groups in order to determine profitability of menu items. Restaurants track the profitability of menu items in all markets and locations not just in target markets and new locations.
SOURCE:
MN:167
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 114-115). Upper Saddle River, NJ: Prentice Hall.

63.
D
Achieve success in life. Success has been defined as reaching the goals you have set for yourself. By establishing well-defined goals, you can greatly increase the chances of achieving success in life. Before you can set appropriate goals, you must identify your wants and then be willing to take action to satisfy those wants. Setting goals does not decrease personal needs or necessarily involve getting help from others.
SOURCE:
PD:018
SOURCE:
HR LAP 6—Goal Setting

64.
C
Flexible pricing. Flexible pricing means that a buffet-style restaurant adjusts prices up or down according to changes in economic or other factors that affect consumer spending. High-level pricing in economic hard times would reduce sales. Odd-cents pricing is used to give the illusion that a price is slightly lower than it is. For example, many consumers perceive $4.99 as closer to $4.00 than to $5.00. Below-cost pricing would mean selling food items for less than what the restaurant paid for them, which would lose money for the restaurant.
SOURCE:
PI:001
SOURCE:
PI LAP 2—Pricing

65.
D
Unethical. An unethical pricing tactic is one that is dishonest or immoral. Developing a pricing structure that encourages customers to buy additional services that they don't need in order to obtain the original product may be unethical. If customers are led to believe that they need the additional services even though they don't, the restaurant supply business is deceiving customers, which is an unethical tactic. Businesses have an obligation to be fair with customers and not trick them into buying items that they don't need. Although this tactic is often unethical, it is not illegal. Predatory pricing involves setting very low prices on certain goods or services in order to hurt competitors and try to drive them out of business. This tactic is often illegal. It is not an accepted pricing tactic to encourage customers to buy items that they don't need in order to obtain the original product.
SOURCE:
PI:015
SOURCE:
Churchill, G.A., Jr., & Peter, J.P. (1998). Marketing: Creating value for customers (2nd ed.) [pp. 327-328]. Boston: Irwin/McGraw-Hill.

66.
D
Consumers pay higher prices for items. When businesses must pay additional fees for imported products, they often add some, if not all, of the fee into the final selling price of a product. Therefore, the consumer often pays higher prices for the products. Dual taxation occurs when businesses are legally established as a corporation. Because businesses must pay more to obtain the product, they do not usually experience higher profit margins. End users or consumers tend to pay higher prices for goods when tariffs increase on imported goods.
SOURCE:
PI:017
SOURCE:
Boone, L.E., & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [p. 377]. Mason, OH: Thomson/South-Western.

67.
C
$104.65. If a supply business uses a cost-based method for setting prices, it calculates all of the costs and expenses associated with obtaining and selling the display case. Then, the business calculates the percent of profit it wants to earn on the sale of each case. The total is the final price to the sandwich shop. In this example, determine the amount of expenses per product by multiplying the purchase price by the percent of expenses ($65 x 40% or .40 = $26). Add that amount to the purchase price to determine the total cost of the display case to the business ($65 + $26 = $91). Then, multiply that figure by the percent of profit desired ($91 x 15% or .15 = $13.65). Add the amount of desired profit to the cost of the case to the business to determine final price ($91.00 + $13.65 = $104.65).
SOURCE:
PI:018
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) 
[pp. 467-468]. Woodland Hills, CA: Glencoe/McGraw-Hill.

68.
B
$6.45. Calculating variable-cost margin is a step in calculating break-even. To calculate variable-cost margin, subtract the variable cost per unit from the selling price ($9.95 - $3.50 = $6.45).
SOURCE:
PI:006
SOURCE:
PI LAP 4—Calculating Break-Even

69.
C
To determine how products can be used. Grades and standards can determine how products can be used. Grades can be used to indicate whether products can be used in warm or cold climates, whether the product can be consumed or requires additional processing, etc. They are not used to select media, to identify employee benefits, or to develop product brands.
SOURCE:
PM:019
SOURCE:
PM LAP 8—Grades and Standards

70.
B
Bread, cereal, rice, and pasta. The Food Guide Pyramid recommends six to eleven servings from this group. The guide recommends 3-5 servings of fruits and vegetables and 2-3 servings from the meat group. It also recommends using fats, oils, and sweets sparingly.
SOURCE:
PM:054
SOURCE:
U.S. Department of Agriculture. (2000, December). Food guide pyramid: A guide to daily food choices. Retrieved November 16, 2005, from http://www.nal.usda.gov:8001/py/pmap.htm

71.
B
Size. Eggs are usually graded according to size, which is the standard most quick-serve restaurants use when placing an order. The grades are jumbo, extra large, large, medium, and small. Restaurants generally order large or medium eggs because of the price and because those sizes are compatible with most recipes. Restaurants do not order eggs according to weight or volume. Cost is a factor when deciding which size to order because large eggs usually cost more than medium eggs.
SOURCE:
PM:055
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 195-196). Upper Saddle River, NJ: Prentice Hall.

72.
D
The company wants to increase its market share. Most quick-serve restaurant supply businesses have goals for their firms, and the products they sell should help the firms to achieve those objectives. When a product no longer helps a business to attain its share of a particular market, the firm may decide to replace it with a product that may do so. The firm in this case is not expanding its product line since it is simply replacing one product with another. A product that sells well or is collectible would be a good reason for the company to keep the product in its product mix.
SOURCE:
PM:003
SOURCE:
PP LAP 3—Product Mix

73.
D
Post-transaction. Most restaurant equipment businesses offer a variety of services to customers that typically occur either before, during, or after the sale. Handling complaints, processing returns, and arranging for repair are services that businesses provide after the sale and are considered post-transaction services. The restaurants have already purchased products but need additional service because there are problems with the products. Transaction services are offered during the sale and include services such as layaway and gift wrapping. Offering convenient hours and various types of information are examples of pretransaction services because they take place before the sale. A sales transaction is the actual sale.
SOURCE:
PM:036
SOURCE:
Dunne, P., Lusch, R., & Griffith, D. (2002). Retailing (4th ed.) [pp. 459-465]. Mason, OH: South-Western.

74.
B
Competitive advantage. Quick-serve restaurant supply 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.
C
Recognition. Brand recognition is the stage of brand loyalty in which consumers become aware of a brand's existence. Brand preference is when customers prefer to purchase a brand based on their positive experiences with that brand. Brand insistence occurs when a customer will only purchase that brand because of his/her satisfaction with it.
SOURCE:
PM:021
SOURCE:
PM LAP 6—It's a Brand, Brand, Brand World!

76.
D
Obtain information about customers. The purpose of customer-relationship management software is to obtain information about how customers interact with a restaurant supply business. In turn, the information can be used to establish better, more effective customer relationships. Autoresponders and e-mail clients are used to respond to customer e-mail inquiries, not customer-relationship management software. Customer-relationship management software cannot help a business to promote its brand; this task is accomplished through advertising, publicity, personal selling, and sales promotion. Although other forms of software handle customer ordering and billing information, the purpose of customer-relationship management software is to track customer behavior.
SOURCE:
PM:013
SOURCE:
PM LAP 1—Customer Service Supersized!

77.
B
Family structure. The family is an important part of the social environment. The structure of the family continues to change, and the modern family is much different than the traditional family of times past. Today's families include those with both parents working, single parents, stepfamilies, grandparents with children, and so on. Taco restaurant chains consider the structure of today's families when developing advertising campaigns that will be relevant to all of them and satisfy their various needs. The political system is a factor in the political environment. Economic growth and financial policy are factors in the economic environment.
SOURCE:
PM:010
SOURCE:
Russell, J.T., & Lane, W.R. (1999). Kleppner's advertising procedure (14th ed.) 
[pp. 152-154]. Upper Saddle River, NJ: Prentice Hall.

78.
A
There are many things that distract people as they surf the Web. Not only does the Internet consist of millions of web pages, it is plagued with pop-up ads, sweepstakes, and contests of all kinds. This makes it very easy for a person to start out with a research goal in mind only to find themselves somewhere completely different from where they set out to be. All of this can happen with a single click of the mouse button in a relatively fast-paced manner, which many people consider to be far from boring. Traditional advertising through print, broadcast, and out-of-home media is still the primary method in which people learn about brands. Amazon.com and Yahoo! are two great examples of how powerful and effective branding on the Internet can truly be.
SOURCE:
PM:126
SOURCE:
PM LAP 10—Building Your Business's Brand

79.
A
Planned reduction. Reductions are the result of markdowns, discounts, and shortages. One type of shortage that occurs in quick-serve restaurants is waste. Restaurants anticipate that a certain amount of food will be wasted because it was prepared in advance but not sold to customers. Restaurants need to plan for this type of waste and purchase additional products to compensate for the shortage. Restaurants try to control the amount of planned reductions because reductions decrease the profit. Buying more product because of expected waste is not an example of a buying procedure, a recipe adjustment, or a yield percentage.
SOURCE:
PM:063
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp. 196-197). Upper Saddle River, NJ: Prentice Hall.

80.
C
$12,000. Calculate open-to-buy by adding the amount of goods received and the amount of goods ordered ($5,000 + $3,000 = $8,000). Subtract that figure from planned purchases to determine open-to-buy ($20,000 - $8,000 = $12,000).
SOURCE:
PM:067
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) [p. 414]. Woodland Hills, CA: Glencoe/McGraw-Hill.

81.
D
After product, price, and distribution. Before quick-serve restaurant supply businesses can make promotional decisions they should develop and price the product and decide how it will be distributed. Businesses need information about product, price, and place before making promotional decisions. For example, it would be useless for a business to promote a product without being prepared to produce and distribute it.
SOURCE:
PR:001
SOURCE:
PR LAP 2—Promotion

82.
C
Is impersonal. Like advertising, publicity is impersonal. There is no interaction between the consumer and the company or individual when the promotional message is received. All of the other alternatives are points of difference between advertising and publicity.
SOURCE:
PR:003
SOURCE:
PR LAP 1—Promotional Mix

83.
D
Making a claim. The advertiser is claiming that the product is the best. A benefit is an advantage that can be obtained by the consumer from using the product. Arousing curiosity makes the reader want to know more, which requires the reader to read further for clarification. Solving a problem helps the reader find a solution to the problem stated in the headline.
SOURCE:
PR:014
SOURCE:
PR LAP 7—Parts of Print Ads

84.
C
Does not tell a business what other products coffee shops may want to buy. As a result, a database is of limited use when a restaurant supply business is preparing to develop and promote new products. Careful planning should allow owners to choose a database that will expand with the business. While a business may eventually have a database custom built, off-the-shelf databases can be used in most businesses. Setting up a new database may require a certain amount of time, but then does not require a large amount of time to operate and maintain.
SOURCE:
PR:091
SOURCE:
Tiffany, L. (2000, June 12). How do you take database marketing to the next level? Customer Relationship Management. Retrieved November 16, 2005, from http://www.entrepreneur.com/Your_Business/YB_SegArticle/0,4621,276184,00.html

85.
B
Prepare for a special event. Special events, from grand openings to holiday specials, are effective ways to attract interest and draw customers into the pizza restaurant. Preparations may include deciding to offer discounts, obtaining small giveaway items, and even planning a drawing for prizes as ways to add fun and excitement to the event. Special events are not intended to sell leftover menu items. Many think that special events and promotions are much cheaper than advertising and will enable restaurants to save on advertising costs. However, effective events should be held periodically, and this requires a substantial investment—one that is on a par with advertising expenditures. Customers respond well to special events and promotions; however, the most elaborate event will not substitute for polite and helpful service, as well as customer-friendly policies and practices. Special events will not soothe irate customers.
SOURCE:
PR:068
SOURCE:
Bond, R. (2001). Retail in detail: How to start and manage a small retail business (2nd ed.) [pp. 66-67]. Central Point, OR: Oasis Press.

86.
D
Encourages self-service. Visual merchandising, or display, has many benefits to offer. One of these is that it makes the cafeteria's food items easy for customers to select and to purchase. Putting all the food items on display is a characteristic of cafeterias. The purpose of the displays is to sell rather than to protect food items or reduce spoilage. Not all displays will appeal to all customers.
SOURCE:
PR:023
SOURCE:
Lewison, D.M. (1997). Retailing (6th ed.) [pp. 282-285]. Upper Saddle River, NJ: Prentice Hall.

87.
C
Items of different optical weight. Informal balance is created in a display by using items of different optical weights in such a way that both sides of the display balance. Formal balance is created by using similar items of equal optical weight. Contrast is used to call attention to items, not as a balancing factor.
SOURCE:
PR:026
SOURCE:
Bell, J., & Ternus, K. (2002). Silent selling: Best practices and effective strategies in visual merchandising (2nd ed.) [pp. 38-39]. New York: Fairchild.

88.
D
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, quick-serve 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 go back and buy 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.

89.
D
Economic conditions. The amount of money a sandwich shop allocates to its promotional budget often is affected by the condition of the economy. When the economy is growing and consumers are spending, sandwich shops usually have ample revenue to spend on promotion. However, a downturn in the economy might cause shops to lose sales and have less revenue to spend on promotion. Inventory availability is the amount of goods a shop has on hand or can obtain. Transportation rates are the costs of shipping or delivering goods. Employee opinion is seldom a factor.
SOURCE:
PR:073
SOURCE:
PR LAP 12—Nature of Promotional Plans

90.
D
Advertising. The use of advertising usually creates interest among customers and encourages them to visit the coffee shop. Once customers are on the premises, shops can use merchandising, inside displays, and selling tools to persuade the customers to buy.
SOURCE:
PR:076
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2002). Marketing essentials (3rd ed.) 
[pp. 302-304]. Woodland Hills, CA: Glencoe/McGraw-Hill.

91.
B
Success of the restaurant. Selling efforts that meet customers' needs help to ensure customer satisfaction and repeat business that contribute to restaurant success. The target market is composed of individuals who are most likely to buy your menu items. Relative price is the ratio between two prices. The national debt is the total indebtedness of the entire country. Selling does not contribute to any of these areas.
SOURCE:
SE:017
SOURCE:
SE LAP 117—Selling

92.
B
Product knowledge. Quick-serve restaurant supply salespeople need to have a thorough knowledge of their products in order to sell them successfully and provide good customer service. Salespeople need to know how their products operate, what their capabilities and limitations are, and how they should be used. Then, they need to be able to translate this information into terms that will benefit their customers and help them buy the products that best meet their needs. When salespeople understand their products and sell the products that customers want, they often increase sales. Not all salespeople need technical backgrounds, although they do need training about their specific products. Salespeople who have dominant personalities may be too pushy for some customers. Salespeople who have carefree attitudes may not take their jobs seriously.
SOURCE:
SE:076
SOURCE:
Futrell, C.M. (1999). Fundamentals of selling: Customers for life (6th ed.) [pp. 414-416]. Boston: Irwin/McGraw-Hill.

93.
C
Buyers avoid doing business with unethical salespeople. Unethical salespeople often lose customers and create a negative image of their company. Making erroneous statements about competitors or bending the truth to make a sale are typical examples of unethical sales practices. Sales managers must monitor the practices of their sales staff because they are ultimately responsible for the actions and claims of their staff.
SOURCE:
SE:106
SOURCE:
Bearden, W.O., Ingram, T.N., & Laforge, R.W. (2001). Marketing: Principles and perspectives (3rd ed.) [pp. 460-461]. Boston: Irwin.

94.
B
Fraud. Fraud is intentionally deceiving or cheating an individual or business out of money or property. By establishing legal guidelines for selling practices, consumers are protected from deceptive selling practices. Individuals or businesses that engage in fraudulent selling activities can face imprisonment and/or monetary fines if they are prosecuted. Therefore, the consequences of committing fraud often discourage individuals and businesses from engaging in fraudulent behavior. Debt is the money that individuals or businesses owe to others. Selling regulations do not lower business debt nor do they reduce taxation rates. Regulations are not generally established to lower competition.
SOURCE:
SE:108
SOURCE:
Hite, R., & Johnston, W. (1998). Managing salespeople: A relationship approach (p. 17). Mason, OH: South-Western.

95.
B
Offer to check with the cook. Servers should obtain information about menu items from the kitchen staff on an ongoing basis. When patrons have food questions servers cannot answer, the servers should obtain the answers from the kitchen staff. Because customers may have dietary problems, waiters/waitresses should not guess at the contents of food dishes. Truthfulness is essential in dealing with customers, and a little extra consideration can prompt return business.
SOURCE:
SE:062
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees 
(pp.  143-144). Upper Saddle River, NJ: Prentice Hall.

96.
D
Deep frying. As the name implies, the potato pieces are submerged in hot oil until they are lightly browned. Baking involves cooking in an oven, boiling is cooking in hot water, and stir frying is sautéing in a small amount of oil.
SOURCE:
SE:130
SOURCE:
Ninemeier, J.D. (2000). Management of food and beverage operations (3rd ed.) [p. 195]. Weimar, TX: Culinary and Hospitality Industry Publications Services.

97.
A
Benefits. Benefits are advantages customers receive from using a product. In this situation, the benefit is a less expensive meal. By explaining the benefit of ordering a specialty meal, the quick-serve restaurant worker is saving the customer money while providing the desired meal. Restaurant servers who explain the benefits of menu items usually satisfy customers and encourage repeat business. The restaurant worker is not explaining the ingredients, quality, or design of the menu.
SOURCE:
SE:036
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees (p. 144). Upper Saddle River, NJ: Prentice Hall.

98.
C
Get the customer's order. Getting the order is one of the main reasons for closing the sale, because the ultimate goal of the selling process is to sell. Summarizing the product's features and benefits should be done prior to the close. Determining the customer's needs should be completed after approaching the customer. Calculating daily sales earnings is not a part of the selling process.
SOURCE:
SE:048
SOURCE:
SE LAP 126—The Selling Process

99.
C
An enlarge-it option. By enlarging the order, customers can upgrade their fries and drink orders to a larger size. The enlarge-it option is the easiest selling-up or add-on option per customer. Suggesting a dessert, additional sandwich, or appetizer may work, but are not the best choices in this situation. Since the customer has already ordered a combo, suggesting the enlarge-it option is a simple task for the cashier.
SOURCE:
SE:143
SOURCE:
Mill, R.C. (1998). Restaurant management: Customers, operations, and employees (p. 144). Upper Saddle River, NJ: Prentice Hall.

100.
C
Packets. Condiments such as ketchup, taco sauce, and vinegar add flavor to food, and they typically come in small packets. Styrofoam containers are the "white" rectangular boxes that typically hold the main course of food. Beverages such as sodas and milk shakes come in plastic cups. Square boxes are often used to assemble Chinese carryout orders.
SOURCE:
SE:160
SOURCE:
Sysco. (n.d.). Care for condiments. Retrieved November 16, 2005, from http://www.sysco.com/quality_assurance/food_safety/articles/condiments.html
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