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1. What type of information concerning policies and procedures do employees often extract from an
internal business report?
A. Customer profiles C. Industry research data
B. New personnel regulations D. Former local competitors
[bookmark: _GoBack]CO:057/n/a to Blueprint
2. What type of information should employees be able to locate in their company's employee handbook?
A. The company's annual report
B. The company's list of current job openings
C. The use of company property
D. The number of vacation days that an employee has taken
C0:057/n/a to Blueprint
3. What should you do demonstrate a customer-service mindset in the following situation: A loyal
customer states in a calm tone that she was charge incorrectly for several sales items.
A. Make sure the mistake is corrected
B. Blame the billing department
C. Get as upset as the customer
D. Call the person's supervisor to complain about the customer's attitude
CR:004/2.01
4. What should you do to demonstrate a customer-service mindset in the following situation: An irate
business customer yells at you because of a billing error?
A. Make sure the mistake is corrected
B. Blame the billing department
C. Get as upset as the customer
D. Call the person's supervisor to complain about the customer's attitude
CR:004/2.01
5. What should employees do to maintain a customer-service mindset?
A. Listen to the words of soothing songs C. Maximize conversations with coworkers
B. Devote their full attention to customers D. Decide how to spend their break time
CR:004/2.01
6. How do service-oriented companies often improve their levels of service?
A. By evaluating internal product development procedures
B. By requesting input through employee and customer surveys
C. By providing customers with product testimonials
D. By conducting a feasibility analysis for company expansion
CR:005/2.01
7. What is one of the benefits to a business of reinforcing service orientation through communication?
A. Promotes the sale of new products C. Rewards customers for their support
B. Builds positive relationships with customers D. Encourages employees to be aggressive
CR:004/2.01
8. What is a guideline for employees to follow in handling customer inquiries?
A. Spend as little time as possible answering customers' inquiries
B. Try to make a sale while you're answering each inquiry
C. Don't try to handle inquiries when you are busy with a sale
D. Make sure you clearly understand customers' inquiries
CR:006/2.01
9. A customer asked you several questions about the new expandable notebooks. So that you address
the customer’s questions correctly, what should you do?
A. Spend as little time as possible answering customers' inquiries
B. Try to make a sale while you're answering each inquiry
C. Don't try to handle inquiries when you are busy with a sale
D. Make sure you clearly understand customers' inquiries
CR:006/2.01
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10. What is a businesslike way for employees to handle a situation in which they must obtain information
requested by customers and call the customers back?
A. Tell the customers exactly when they will be called
B. Ask the customers when it would be convenient to call them
C. Explain how much effort will be required to get the requested information
D. Ask the customers to call back if they don't receive a call within 24 hours
CR:006/2.01
11. What are businesspeople who fail to adapt their communication styles to appeal to their international
clients likely to do?
A. Offend the clients C. Impress the clients
B. Earn the clients' trust D. Persuade the clients to buy
CR:019/2.01
12. Jami researched her international customers’ buying behavior. Jami wanted to be sure she did
make the common mistake to do which of the following actions?
A. Offend the clients C. Impress the clients
B. Earn the clients' trust D. Persuade the clients to buy
CR:019/2.01
13. What should help businesspeople adapt their communication styles to appeal to
clients from other cultures?
A. Being respectful, indifferent, and honest C. Being sensitive, transparent, and demanding
B. Being confident, biased, and manipulative D. Being patient, flexible, and empathetic
CR:019/2.01
14. What is a factor that affects a business's selection of policies to guide its operations?
A. Communication skills of employees C. Nature of the business
B. Personal preferences of management D. Space available to display policies
CR:007/2.01
15. What is one of the purposes of having business policies?
A. To encourage customers to make frequent exchanges
B. To make sure the business's actions are consistent
C. To ensure that the business makes a profit
D. To allow employees to make decisions regarding customers
CR:007/2.01
16. What should salespeople do when they must cope with customers who are being disagreeable?
A. Speed up the sale to minimize opportunity for disagreement
B. Use product knowledge to prove they are wrong
C. Listen patiently and try to stay calm
D. Ask them to come back when they are ready to buy
CR:009/2.02
17. What kind of customer would make the following statement: “I must compare the different
shades of color and fabrics available for a new comforter set.”
A. Disagreeable C. Slow/Methodical
B. Suspicious D. Dishonest
CR:009/2.02
18. What kind of customer would make the following statement: "I just don't know which of these my
girlfriend would like best. I had better come back at another time."
A. Disagreeable C. Slow/Methodical
B. Suspicious D. Dishonest
CR:009/2.02
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19. What is a cost associated with customer complaints?
A. Markups on inventory C. Higher commissions
B. Additional advertising D. Loss of sales
CR:010/2.02
20. Which of the following would be the most likely cause of customer complaints:
A. Institutional ads C. Extended hours
B. Product quality D. Price reductions
CR:010/2.02
21. What should you do to eliminate any misunderstandings that you or your customer might have
concerning the customer's complaint?
A. Thank the customer C. Restate the complaint
B. Explain company policy D. Take immediate action
CR:010/2.02
22. Tammy listened carefully to a disgruntled customer, who is disappointed in the delayed
delivery of several packages. What should Tammy do next?
A. Thank the customer C. Restate the complaint
B. Explain company policy D. Take immediate action
CR:010/2.02
23. Are noncomplainers a more difficult problem for businesses than complainers?
A. Yes, because records of the complaints cannot be maintained.
B. Yes, because the salesperson does not have an opportunity to handle the complaint.
C. No, because noncomplainers do not express ill feelings.
D. No, because the salesperson can satisfy the noncomplainer within company guidelines.
CR:010/2.02
24. When a business publicly pledges to provide all of its customers with quick, courteous service, what is it
doing?
A. Making a brand promise C. Stating industry policies
B. Developing a campaign platform D. Establishing product position
CR:001/2.05
25. John communicates through all advertisements that his employees go through extensive training. What
is John doing?
A. Making a brand promise C. Stating industry policies
B. Developing a campaign platform D. Establishing product position
CR:001/2.05
26. What will probably happen to a business if it continuously fails to deliver on its brand promise?
A. Lose credibility C. Increase market share
B. Improve sales volume D. Decrease liability
CR:001/2.05
27. What is an example of an employee reinforcing a firm's image through his/her job performance?
A. A customer waits on the telephone for several minutes while Matt confirms shipping
information.
B. Susan advises her customer that the sofa is only available by special order.
C. Jack politely asks if his customer would like a beverage while s/he waits for car service.
D. Angela, a human resources manager, prepares the firm's employee newsletter every month.
CR:002/2.05
28. Which of the following is a policy that the WNJ Company might implement to reinforce its image as an
efficient and responsive business?
A. Requiring employees to respond to customer inquiries within 24 hours
B. Requesting that employees sign their timecards at the end of a pay period
C. Ensuring that employees wear clean uniforms during their shifts
D. Allowing employees to establish their own service standards
CR:002/2.05
Semester One Exam
Marketing Principles Course Guide
Copyright 2012, MBA Research and Curriculum Center®
29. What is one way that businesses use marketing information?
A. To develop new products C. To change economic trends
B. To determine credit scores D. To prepare sales invoices
IM:012/1.03
30. What does continuously monitoring internal marketing information enable businesses to do?
A. Investigate competitors C. Evaluate market share
B. Identify problems D. Analyze economic changes
IM:012/1.03
31. What is one way that many businesses use the marketing information contained in sales reports?
A. To monitor expense accounts C. To improve the effectiveness of salespeople
B. To qualify potential new customers D. To develop negotiating techniques
IM:184/1.03
32. By monitoring its sales and its customers' buying habits, what is a business often able to identify?
A. Popular products C. Economic resources
B. Research methods D. Competitors' activities
IM:184/1.03
33. XYZ Company noticed that the sales of iPads in blue have increased in sales. What can the
business determine about the iPads.
A. Popular products C. Economic resources
B. Research methods D. Competitors' activities
IM:184/1.03
34. What type of internal report would indicate to a business that sales for a specific product have
dramatically dropped over the past three months?
A. Market demographics analysis C. Annual income statement
B. Accounts-payable summary D. Quarterly inventory status
IM:184/1.03
35. What type of marketing data can a business obtain by reviewing its inventory reports and customers'
invoices?
A. Product quality C. Customers' product preferences
B. Customers' credit limits D. Actual market share
IM:184/1.03
36. What does applying the customer-orientation element of the marketing concept enable the
business to do?
A. Offer products that consumers want to buy
B. Persuade customers to buy its products
C. Provide more products than consumers need
D. Coordinate its marketing activities
MK:001/1.01
37. By increasing awareness of the need for environmental controls, what has marketing done?
A. Made buying more convenient C. Improved the quality of life
B. Regulated the standard of living D. Added usefulness to products
MK:001/1.01
38. Grocery stores are allowing customers to bring in the own cloth bags to use in place of the plastic bags
that they usually provide. What has this action done?
A. Made buying more convenient C. Improved the quality of life
B. Regulated the standard of living D. Added usefulness to products
MK:001/1.01
39. According to the marketing concept, which option shows company commitment?
A. Leaving marketing to the marketing department
B. Teaching marketing to college marketing students
C. Setting aside funds to research what customers want
D. Pricing a product to maximize profitability per item
MK:001/1.01
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40. Which marketing function helps businesspeople forecast how much will be sold in a given period?
A. Market planning C. Promotion
B. Risk management D. Channel management
MK:002/1.01
41. Company XYZ has predicted it will sell 3,000 new microwaves during the “Back to School” sale.
Which marketing function is this business using?
A. Market planning C. Promotion
B. Risk management D. Channel management
MK:002/1.01
42. After the popularity of a product dropped, the business needed a new product to promote that would
help to improve its image. Which marketing function would come up with the new product?
A. Channel management C. Selling
B. Product/Service management D. Promotion
MK:002/1.01
43. Paul’s plant food is losing its popularity among his customer base. What marketing function
would come up with the improved product?
A. Channel management C. Selling
B. Product/Service management D. Promotion
MK:002/1.01
44. What does the selling function involve that makes it so important?
A. Setting high prices C. Contacting customers
B. Displaying products D. Obtaining feedback from vendors
MK:002/1.01
45. What is the overall reason that marketing strategies are designed and implemented?
A. Improving management techniques C. Changing the image of the business
B. Achieving planned goals D. Increasing business profits immediately
MP:001/1.02
46. Dennis has a great idea for a new type of tennis ball that, if produced, would be better than any ball
currently on the market. He pitches his idea to a few investors. Which of the four Ps should these
investors consider first?
A. Product C. Promotion
B. Price D. Place
MP:001/1.02
47. Manny has a new idea for a new cleanser that would decrease the time in cleaning tiled floors. He
thinks this product would be better than any cleanser currently on the market. Which of the four Ps
should these investors consider first?
A. Product C. Promotion
B. Price D. Place
MP:001/1.02
48. To promote its summer menu, Danielle's Café plans to e-mail a $5.00-off coupon to its regular
customers next Tuesday. The coupon will be valid from June 1 through June 15. What does use of the
coupon represent?
A. Tactic C. Goal
B. Strategy D. Trend
MP:001/1.02
49. Highway 1 Restaurant allows customers the opportunity to enter drawings in order to win a birthday
cake. Customers register by providing their contact information on a card. What does entering the
drawings represent?
A. Tactic C. Goal
B. Strategy D. Trend
MP:001/1.02
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50. Sue is a 12th grade student who loves the new Ferrari convertible which retails for approximately
$300,000. She works part-time at the local movie theater and has approximately $150 in her savings
and checking account. Is Sue a part of the market for the Ferrari?
A. No, she is not financially willing to purchase the Ferrari.
B. Yes, she has an unfulfilled desire for the Ferrari.
C. No, she is not financially able to purchase the Ferrari.
D. Yes, she has an unfulfilled desire and is financially able and willing to satisfy that desire.
MP:003/1.02
51. Which market segment do customers in cold climates who need snow shovels and snow blowers
represent?
A. Geographic C. Behavioral
B. Psychographic D. Occupational
MP:003/1.02
52. Which market segment do customers that prefer reasonably-priced recreational activities that
include a variety represent?
A. Geographic C. Behavioral
B. Psychographic D. Occupational
MP:003/1.02
53. A business determines that it can increase its market share 12 percent by promoting its goods and
services to Hispanic females who are 18- to 34-years old. How is the business segmenting the market?
A. By geographics C. By demographics
B. By psychographics D. By behavior
MP:003/1.02
54. How does the use of grades and standards affect the buying and selling process?
A. It enables customers to buy without having to inspect each product.
B. It provides product information on unsafe products.
C. It enables businesses to set high prices.
D. It enables salespeople to suggest products without having to determine customer needs.
PM:019/2.04
55. Why do many professional organizations develop standards for their members to follow?
A. To promote group activities C. To establish control
B. To create influence D. To promote product safety
PM:019/2.04
56. Which is an example of an implied warranty?
A. A customer buys a toaster and assumes it will toast bread.
B. A jacket's hang tag states that the fabric is pure wool.
C. A television's label promises a full refund if the set doesn't work.
D. A salesperson tells a customer, "This is the best quality you can buy."
PM:020/2.04
57. Teri purchased a new car and expects for the entertainment system to work smoothly. Which
warranty is Teri expecting to be fulfilled?
A. express C. limited
B. full D. implied
PM:020/2.04
58. A customer buys a CD player and receives a printed warranty card stating the action the company will
take if the CD player does not work properly. This is an example of a(n) _________ warranty.
A. express C. limited
B. full D. implied
PM:020/2.04
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59. What is a purpose of warranties and guarantees?
A. To increase customer anxiety about purchases
B. To decrease feedback from customers
C. To protect the producer and the seller
D. To avoid a customer-oriented focus for the business
PM:020/2.04
60. Harrison Stroller Company manufactures baby strollers. The business launched a new stroller line in
hopes of increasing its market share. The new model featured neon, plastic, musical toys on the front
bar of the stroller. By the middle of the first year, there were 50 reports of infant injuries. What legal
action will Harrison Stroller Company have to face?
A. Consumer protection C. Product liability
B. Product deletion D. Consumer Product Safety Act
PM:017/2.04
61. Lakeview Manufacturing produces canned tuna fish for consumers and pets. After the company
decided to expand its market to three additional states, it discovered that the pet products were labeled
incorrectly. They had been packaged and distributed as consumer products. To correct this problem,
what action should the company take?
A. Product liability C. Guarantee
B. Product recall D. Warranty
PM:017/2.04
62. Why would a business use a broad product mix?
A. To assure that the product lines are related C. To decrease legal liabilities
B. To promote one-stop shopping D. To relate the products to the target market
PM:003/2.03
63. Which of the following is a reason that a business would make changes to its products?
A. To keep up with changing consumer preferences
B. To spread risk over a wider area
C. To predict the success of the changed product
D. To make room for other products
PM:003/2.03
64. What does a salesperson need to do to be successful in selling?
A. Always attempt to sell related merchandise
B. Ask management to limit the number of brands
C. Describe the disadvantages of competing brands
D. Learn the features unique to the brands s/he sells
SE:017/2.01
65. Joe is a salesperson who will sometimes forgo a sale in order to satisfy a customer's needs. Carol
always attempts to close a sale at all costs. Who is likely to be the more successful salesperson?
A. Joe, because he is a nice person
B. Carol, because Joe is too timid to close a sale
C. Joe, because he will get more repeat business
D. Carol, because she will make more sales
SE:017/2.01
66. What can salespeople do to maintain good relationships with existing customers?
A. Ask for new referrals C. Live up to their promises
B. Use customers in advertisements D. Send customers expensive gifts
SE:076/2.01
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67. What is an effective follow-up activity that salespeople can use to provide good service and develop
strong relationships with customers?
A. Asking for referrals
B. Calling to make sure the products are satisfactory
C. Explaining the company's business plan
D. Sending articles about local competitors
SE:076/2.01
68. George sold Sandy a new living room set. What should George do an effective follow-up to
provide good service and develop a strong relationship with her?
A. Asking for referrals
B. Calling to make sure the products are satisfactory
C. Explaining the company's business plan
D. Sending articles about local competitors
SE:076/2.01
69. Which is a pre-sale opportunity for salespeople to provide customer service?
A. Providing ample product information C. Maintenance and repair
B. Shipping and delivery D. Technical assistance and support
SE:076/2.01
70. What should a salesperson do when dealing with a customer who wants to return an unsatisfactory
item?
A. Exchange the item C. Consult the buyer
B. Refer the customer to the manufacturer D. Follow the business's selling policies
SE:932/2.01
71. What is an internal factor that affects the selling policies of a business?
A. Customer requests C. Financial resources
B. Actions of competitors D. Government legislation
SE:932/2.01
72. What type of product information might a salesperson be able to obtain from a manufacturer's
representative?
A. How the product is made C. How the product became popular
B. What credit terms are available D. What inventory method to use
SE:062/2.06
73. A customer asks a specific product question that a new salesperson cannot answer. What should the
new salesperson do?
A. Tell the customer to contact the manufacturer
B. Explain that s/he is new and doesn't know
C. Try to serve the customer as best s/he can
D. Ask an available, experienced employee
SE:062/2.06
74. Geri asked a salesperson about some features of the new Samsung Android cellular telephone.
Since the salesperson was not aware of the features, what should he do?
A. Tell the customer to contact the manufacturer
B. Explain that s/he is new and doesn't know
C. Try to serve the customer as best s/he can
D. Ask an available, experienced employee
SE:062/2.06
75. How does a feature-benefit chart help a salesperson?
A. Evaluates customer reaction to the presentation
B. Explains the business's compensation rate to the salesperson
C. Determines which features and benefits appeal to each customer
D. Provides a quick reference to the salesperson about the product
SE:109/2.06
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76. What is a product benefit that a salesperson might point out to a customer who wants to buy a
computer?
A. Monitor has a nonglare screen. C. Print capability is optional.
B. Pre-installed software saves money. D. Models are available in many colors.
SE:109/2.06
77. When salespeople explain the benefits of a technical product, what questions are they answering for
customers?
A. What is the warranty? C. What is the price?
B. What is it? D. What's in it for me?
SE:109/2.06
78. Josh wants to know more about the benefits of his new iPad. What about the iPad he wants to know?
A. What is the warranty? C. What is the price?
B. What is it? D. What's in it for me?
SE:109/2.06
79. After learning that a customer is interested in a computer that can produce sophisticated graphics, what
should be the salesperson's next step?
A. Trying to reach closure with the customer
B. Suggesting a specific computer to the customer
C. Trying to make the customer feel more relaxed
D. Giving the customer a price list
SE:048/2.07
80. By what will the emphasis put on each phase of the selling process vary most significantly?
A. State and local laws C. Product and the client
B. Economic climate D. Geographic area
SE:110/2.08
81. Why should salespeople create favorable impressions during the initial contact with customers?
A. Customers want to ask for assistance. C. First impressions seldom last very long.
B. First impressions are difficult to change. D. Customer rapport is unimportant.
SE:110/2.08
82. What should the salesperson do when s/he is helping a customer and another customer enters the
selling area?
A. Apologize to the first customer for helping the second customer.
B. Leave the first customer to help the second customer.
C. Acknowledge the second customer as soon as possible.
D. Ignore the second customer until finished with the first customer.
SE:110/2.08
83. A customer has been looking at different brands of the same product for several minutes. What is the
most appropriate sales approach to use under these circumstances?
A. "May I help you?" C. "Brand X is on sale today."
B. "Good morning. How are you?" D. "What can I do for you today?"
SE:110/2.08
84. If you feel you are asking too many questions but have not determined the customer's need or want,
what can you do to vary your approach?
A. Use questioning statements. C. Ask questions more slowly.
B. Wait for the customer to ask questions. D. Speed up the pace of your questions.
SE:111/2.08
85. Tim could not think of anymore questions to determine a customer’s need for a new stove. What should
Tim do?
A. Use questioning statements. C. Ask questions more slowly.
B. Wait for the customer to ask questions. D. Speed up the pace of your questions.
SE:111/2.08
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86. On what does the speed of asking customers questions depend?
A. Type of product that is being sold
B. Number of other customers waiting
C. Amount of time left before the business closes
D. Pace of the customer's responses to your questions
SE:111/2.08
87. What is good advice for a salesperson to follow when questioning customers?
A. Ask each customer the same questions C. The more questions you ask, the better
B. Ask impersonal questions D. Make sure customers answer your
questions
SE:111/2.08
88. What should a salesperson explain to a customer when recommending a substitute item?
A. Buying motives C. Comparable features
B. Exchange policies D. Fringe benefits
SE:114/2.08
89. Judy sold customers substitute computers for the iPad. What should she explain to the
customers about the substitute computers?
A. Buying motives C. Comparable features
B. Exchange policies D. Fringe benefits
SE:114/2.08
90. Analyze the following situation to determine how the sale was lost: Ms. Garcia asked a sales
representative for a handheld scanner she'd seen at a trade show. The sales representative said, "You
don't want that scanner. It's too slow and inaccurate. For a few more dollars, you can have this quality
scanner instead." Ms. Garcia didn't buy. What had the sales representative done?
A. Pointed out features of the scanner C. Criticized the original request
B. Suggested trading-down D. Referred to the new item as a substitute
SE:114/2.08
91. A small computer business does not stock the computer printer that a customer has requested. What
should the sales representative do?
A. Take the customer's telephone number and call if the business decides to stock the printer
B. Offer the customer free ink cartridges if a computer is purchased
C. Tell the customer to try another business or competitor
D. Offer to call the printer's manufacturer to check availability and delivery dates
SE:009/2.09
92. When a customer's special order arrives, another customer who is on hand at the time asks to buy the
item. What should the salesperson do?
A. Hold the item for the original customer, and offer to place an order for the new customer
B. Sell the item to the new customer, and refund the original customer's money
C. Hold the item for the original customer, and get the new customer's name and address
D. Sell the item to the new customer, and reorder for the original customer
SE:009/2.09
93. What is often one of the first steps in processing an incoming telephone order?
A. Checking for availability C. Describing each item
B. Explaining pricing policy D. Obtaining customer's name
SE:835/2.09
94. Shari wants to make sure that she knows which customers orders she is taking on the
telephone, which one of the first steps in processing incoming telephone orders would help?
A. Checking for availability C. Describing each item
B. Explaining pricing policy D. Obtaining customer's name
SE:835/2.09
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95. What is usually an important step in processing a customer's telephone order?
A. Asking personal questions C. Checking product availability
B. Calculating gross profit D. Ending the call quickly
SE:835/2.09
96. A 589-pound shipment is sent by motor freight at a rate of $11.56 per 100 pounds. What are the
shipping charges?
A. $68.09 C. $66.08
B. $67.08 D. $69.09
SE:116/2.09
97. A customer purchased dining room furniture that retails for $750.00 at 33% off. The sales tax rate is
5%, and delivery is $25. What is the total cost of the purchase?
A. $527.50 C. $527.63
B. $553.88 D. $552.63
SE:116/2.09
98. How much should be charged to ship a 47-pound package to California from Utah based on the
delivery chart provided?
ZONES ZONES
Weight
Not to
Exceed
48
States
12
*Alaska
& Hawaii
14
Puerto
Rico
15
*Alaska
(Rural)
16
Weight
Not to
Exceed
48
States
12
*Alaska
& Hawaii
14
Puerto
Rico
15
*Alaska
(Rural)
16
Letter $ 5.75 $ 9.00 $ 8.50 $ 12.50
1 lb 6.00 10.25 9.75 20.25 41 lbs $ 48.75 $ 60.25 $57.25 $66.25
2 7.00 11.50 11.25 22.25 42 50.00 61.25 58.25 67.25
3 7.75 12.75 12.75 24.00 43 51.00 62.25 59.25 68.25
4 8.25 14.00 14.25 24.75 44 52.00 63.25 60.25 69.50
5 9.00 15.25 15.50 25.50 45 53.00 64.00 61.25 70.50
6 10.25 16.75 16.75 26.25 46 54.25 64.75 62.25 71.50
7 11.50 18.25 18.00 27.25 47 55.25 65.50 63.25 72.25
8 12.75 19.75 19.25 28.50 48 56.50 66.25 64.25 73.00
9 14.00 21.25 20.50 29.75 49 57.50 67.00 65.25 74.00
10 15.25 22.75 21.75 31.00 50 58.50 68.00 66.25 75.00
A. $72.25 C. $65.50
B. $63.25 D. $55.25
SE:116/2.09
99. How much should be charged to ship a 42-pound package to Puerto Rico from North Carolina based on
the delivery chart provided?
A. $50.00 C. $61.25
B. $58.25 D. $67.25
SE:116/2.09
100. How much should be charged to ship a 10-pound package to Hawii from New Jersey based on the
delivery chart provided?
A. $15.25 C. $22.75
B. $21.75 D. $31.00
SE:116/2.09
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1. B
New personnel regulations. Most businesses prepare a variety of internal reports that are intended to
inform employees about changes in policies and procedures. These internal reports often explain new
personnel regulations. If employees analyze the reports, they will be able to understand and comply
with the new personnel policies and procedures. Businesses do not share customer profiles with all
employees. Internal business reports concerning policies and procedures usually do not explain
industry research data or list former local competitors.
SOURCE: CO:057/n/a to Blueprint
SOURCE: Locker, K.O., & Kaczmarek, S.K. (2007). Business Communication: Building critical skills
(3rd ed.) [p. 307]. New York: McGraw-Hill/Irwin.
2. C
The use of company property. Businesses often develop employee handbooks, which provide
information about their general policies and procedures. Employee handbooks are usually given to new
employees when they are hired. Employee handbooks usually provide information about overtime and
vacation policies, disciplinary and grievance procedures, pay schedules, dress codes, and behavioral
expectations in its employee handbook. Many employee handbooks include information about
employees and their personal use of company property. Company-property issues that the handbook
might address include making personal long-distance phone calls on the company phone and using the
office copy machine or laser printer for non-business purposes. Lists of the company's current job
openings and personal information about vacation days are usually available through the humanresources
department, and are not included in the employee handbook. Additionally, the company's
annual report is not usually included in the employee handbook. Often, corporations post their annual
reports on the company's web site.
SOURCE: CO:057/n/a to Blueprint
SOURCE: SmallBusinessNotes.com. (n.d.). Employee handbook. Retrieved May 17, 2011, from
http://www.smallbusinessnotes.com/managing-your-business/employee-handbook.html
3. A
State provided
2.01
4. A
Make sure the mistake is corrected. The customer wants you to resolve the problem. To do this, you
must find solutions and correct the mistake without getting as upset as the customer, being defensive,
or placing blame. You must find out what happened so that you know what to do next. Calling the
customer's supervisor is inappropriate. You should look at this problem as an opportunity to discover
how you can improve your customer-service skills.
SOURCE: CR:004/2.01
SOURCE: Odgers, P. (2004). The world of customer service (pp. 50-51). Mason, OH: South-Western.
5. B
Devote their full attention to customers. Maintaining a customer-service mindset requires employees to
set their minds on customers. They should not become distracted by other things around them, such as
songs on the radio, conversations with coworkers, the amount of work piling up on their desks, or what
they will be doing after work or during breaks. Distractions turn their focus away from customers and
prevent them from providing quality service.
SOURCE: CR:004/2.01
SOURCE: Odgers, P. (2004). The world of customer service (pp. 118-120). Mason, OH: South-
Western.
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6. B
By requesting input through employee and customer surveys. Service-oriented companies are
generally committed to providing exceptional service levels. Service-oriented companies are always
looking for ways to improve their service levels. Requesting feedback from employees and customers
regarding service levels is one way businesses can evaluate and improve service. Testimonials are
statements by identified users of a product proclaiming the benefits received from the use of a product.
Distributing testimonials, evaluating product development procedures, and conducting a feasibility
analysis are not methods that businesses generally use to improve their service levels.
SOURCE: CR:005/2.01
SOURCE: Rokes, B. (2002). Customer service: Business 2000 (p. 139). Mason, OH: South-Western.
7. B
Builds positive relationships with customers. A service orientation is the business philosophy of
providing quality service. One way to do this is to communicate effectively with customers so they trust
the business. The benefit of creating trust by providing accurate and credible information is that it tends
to build positive relationships with customers. Customers often remain loyal to a business if they have
confidence that the business will treat them well and provide quality service. The purpose of reinforcing
service orientation through communication is not to promote the sale of new products, reward
customers for their support, or encourage employees to be aggressive.
SOURCE: CR:005/2.01
SOURCE: Weitz, B.A., Castleberry, S.B., & Tanner, J.F. (2007). Selling: Building partnerships (6th ed.)
[pp. 40-41]. New York: McGraw-Hill.
8. D
Make sure you clearly understand customers' inquiries. Customers' inquiries are not always phrased in
such a way that employees can easily determine what customers want to know. Employees should find
out exactly what the customers are asking in order to give them the most accurate answers. Inquiries
should be handled as courteously as sales, which means spending whatever time is needed to answer
them. In many cases, it would be inappropriate to try to sell something to a customer who asks a
question. Employees who are busy with a sale can often take a moment to answer a single question for
another customer without being rude to the first customer. If the second customer has additional
questions, s/he should be asked to wait until you can give those questions your full attention.
SOURCE: CR:006/2.01
SOURCE: Bovée, C.L., & Thill, J.V. (2008). Business communication today (9th ed.) [pp. 225-226].
Upper Saddle River, NJ: Pearson Prentice Hall.
9. D
State provided
2.01
10. B
Ask the customers when it would be convenient to call them. When employees must gather information
requested by customers and call them later, the employees should ask the customers when the
customers would like to be called. The call should be scheduled to suit the customers' convenience, not
that of the business. The employees should explain that the information is not available at the moment
but will be obtained. Explaining how much effort will be required to obtain the information sounds like a
complaint about the customers' request. Employees should make sure that they follow through on their
promise of a return call, rather than asking customers to call back if they don't receive a call.
SOURCE: CR:006/2.01
SOURCE: United Concordia. (n.d.). Enhanced customer service experiences. Retrieved May 18,
2011, from http://www.tricaredentalprogram.com/tdptws/info/enhanced_tools.jsp
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11. A
Offend the clients. Businesspeople should try to learn as much as they can about a client's culture,
customs, and social values. By understanding and being aware of cultural differences, businesspeople
can adapt their communication styles to make a positive impression on their clients, earn their clients'
trust, and persuade their clients to buy. Businesspeople who adapt their communication styles are
aware of actions that a particular client might view as hospitable, as well as behaviors that the client
might find offensive. Offensive behaviors can hinder the ability to build long-term relationships with
international clients.
SOURCE: CR:019/2.01
SOURCE: Buckler, C., & Moore, K. (n.d.). Module 3: Cross-cultural communication. Retrieved May 17,
2011, from http://www.ookpik.org/pdf/cross_cultural_coms.pdf
12. A
State provided
2.01
13. D
Being patient, flexible and empathetic. So that businesspeople don't do something that will offend their
clients, they should adapt their communication styles with clients from different cultures. To develop
positive relationships with international clients, businesspeople should try to learn as much as they can
about their clients' cultures, customs, and social values. Adapting communication styles requires
businesspeople to be patient, flexible, empathetic, respectful, confident (but not overly so), honest
(transparent), and sensitive to their clients' cultures and customs. Projecting biased, demanding,
manipulative, or indifferent attitudes may offend the clients.
SOURCE: CR:019/2.01
SOURCE: Buckler, C., & Moore, K. (n.d.). Module 3: Cross-cultural communication. Retrieved May 17,
2011, from http://www.ookpik.org/pdf/cross_cultural_coms.pdf
14. C
Nature of the business. A business's policies must be appropriate for the type of business. For
example, a policy that might be appropriate for an investment business might be inappropriate for a
hardware store. Not all business policies are written, and it would not be necessary to display them.
The personal preferences of management should not be a consideration. Employees who lack good
communication skills can receive training that will improve their skills in communicating policies to
customers.
SOURCE: CR:007/2.01
SOURCE: Rue, L.W., & Byars, L.L. (2006). Business management: Real-world applications and
connections (pp. 241-242). Woodland Hills, CA: Glencoe/McGraw Hill.
15. B
To make sure the business's actions are consistent. Business policies keep the day-to-day operations
running smoothly and consistently. Policies ensure that employees will handle the same situations in
the same manner, rather than making decisions regarding each customer, because the policies provide
guidelines for employees to follow. Business policies cannot ensure profits. Policies usually set rules for
exchanges of goods, but they do not encourage customers to make exchanges frequently.
SOURCE: CR:007/2.01
SOURCE: Rue, L.W., & Byars, L.L. (2006). Business management: Real-world applications and
connections (pp. 241-242). Woodland Hills, CA: Glencoe/McGraw Hill.
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16. C
Listen patiently and try to stay calm. In order to keep the channel of communication open, the employee
must remain calm and courteous. S/He should listen carefully to the individual and give him/her plenty
of time to say what s/he feels. Proving someone else is wrong seldom improves a situation and may
make it worse. Speeding up the sale is not an effective way to deal with disagreeable individuals and
may even make them more disagreeable.
SOURCE: CR:009/2.02
SOURCE: CR LAP 3—Making Mad Glad (Handling Difficult Customers)
17. C
State provided
2.02
18. C
Slow/Methodical. Slow/Methodical customers require a lot of time to make a purchase because of
shyness or difficulty in making a choice or buying decision. Disagreeable customers are unpleasant and
hard to help because they are argumentative, complaining, irritable/moody, insulting, impatient, and/or
have a leave-me-alone attitude. Dishonest customers intentionally attempt to avoid paying part or all of
the cost of a good or service. Suspicious customers question everything and may want facts and proof
before being convinced that something is true.
SOURCE: CR:009/2.02
SOURCE: CR LAP 3—Making Mad Glad (Handling Difficult Customers)
19. D
Loss of sales. When customer complaints are handled improperly, the salesperson stands to lose the
customer's current and future purchases. In addition, the unhappy customer often expresses the
dissatisfaction to friends, to relatives, and to coworkers. This can also result in loss of sales. Only in
rare cases would additional advertising be used to respond to customer complaints since most
businesses would prefer that complaints not be made public. Markup on inventory is a routine
procedure not connected to customer complaints. Higher commissions would be a cost associated with
increased sales.
SOURCE: CR:010/2.02
SOURCE: Odgers, P. (2004). The world of customer service (p. 51). Mason, OH: South-Western.
20. B
Product quality. Poor quality products that do not perform properly or break are a common cause for
complaint. Other causes include the business itself, its policies, and its personnel. Price reductions are
usually pleasing to customers. Extended hours give customers more time to shop. Institutional ads
promote the image of the business and are not likely to be the subject of complaints.
SOURCE: CR:010/2.02
SOURCE: Odgers, P. (2004). The world of customer service (p. 51). Mason, OH: South-Western.
21. C
Restate the complaint. Restating the complaint involves putting the customer's complaint into your own
words. Including all relevant facts when you restate the complaint helps to ensure that you fully
understand the customer's complaint. This also provides the customer an opportunity to correct any
errors in your understanding of the problem. Explaining company policy and taking action should be
done after you restate the complaint. Thanking the customer for bringing the problem to your attention
helps to calm the customer's anger.
SOURCE: CR:010/2.02
SOURCE: Odgers, P. (2004). The world of customer service (pp. 52-54). Mason, OH: South-Western.
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22. C
State provided
2.02
23. B
Yes, because the salesperson does not have an opportunity to handle the complaint. Salespeople are
not able to satisfy noncomplainers because they do not express their dissatisfaction to anyone
associated with the business. They do, however, express ill feelings to friends, to relatives, and to
coworkers. In this way, they create a poor image of the business. Because of this, they are a much
bigger problem than complainers. Once salespeople know the source of customer complaints, they can
seek ways to satisfy the complainers within company guidelines.
SOURCE: CR:010/2.02
SOURCE: Odgers, P. (2004). The world of customer service (pp. 22-25). Mason, OH: South-Western.
24. A
Making a brand promise. A brand promise is a business's agreement, spoken or unspoken, with
customers that it will consistently meet their expectations and deliver on its brand characteristics and
values. In the example, the brand promise is to provide all customers with quick, courteous service.
Developing a campaign platform, stating industry policies, and establishing product position are not
activities in which a business is making a pledge or promise to customers.
SOURCE: CR:001/2.05
SOURCE: Ubrander. (2006, August 31). How do I create a brand marketing plan? Retrieved May 17,
2011, from http://ubrander.wordpress.com/2006/08/31/how-do-i-create-a-brand-marketingplan/
25. A
State provided
CR:001/2.05
26. A
Lose credibility. A brand promise is a business's agreement, spoken or unspoken, with customers that it
will consistently meet their expectations and deliver on its brand characteristics and values. An example
of a brand promise is a large company that pledges to deliver backorders within 24 hours. If the
company consistently fails to deliver backorders within 24 hours, customers are likely to become upset,
which may cause the company to lose its credibility. A business that loses credibility with its customers
tends to lose sales and market share because its customers will likely find new sources to fulfill their
needs. Liability refers to a debt, (e.g., money), that the company owes and does not always affect a
company's ability to fulfill its brand promise.
SOURCE: CR:001/2.05
SOURCE: Ubrander. (2006, August 31). How do I create a brand marketing plan? Retrieved May 17,
2011, from http://ubrander.wordpress.com/2006/08/31/how-do-i-create-a-brand-marketingplan/
27. C
Jack politely asks if his customer would like a beverage while s/he waits for car service. The manner in
which employees perform their tasks is an important factor that affects how customers view a business.
When an employee is polite and asks a customer if s/he would like a beverage while waiting for service,
the employee is reinforcing a positive view or image of the business. On the other hand, placing a
customer on hold, especially if it happens often, might anger the customer and reinforce a negative
image of the business. There is not enough information to determine if preparing a newsletter or telling
a customer that an item is only available by special order is reinforcing or creating a certain image.
SOURCE: CR:002/2.05
SOURCE: Odgers, P. (2004). The world of customer service (pp. 6-7). Mason, OH: South-Western.
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28. A
Requiring employees to respond to customer inquiries within 24 hours. A business's employees can
have a dramatic impact on the ways in which customers view the business. If one customer has a poor
experience with one employee, that customer often develops a poor attitude about the entire business.
And, that customer often shares those negative opinions with others. Therefore, a business should take
steps to ensure that its employees understand how their actions affect the business's image.
Businesses often develop policies to ensure that employees are engaging in behaviors that support the
company's image. Because WNJ wants to project an image of being responsive to its customers'
needs, it developed a policy that employees must respond to inquiries within 24 hours. This may
include a quick phone call just to tell the customer that the business is working on a problem or issue.
Requiring signed timecards is a personnel policy rather than a way to reinforce the business's public
image. Although clean uniforms can affect the business's image, the uniforms do not indicate how
responsive the business is in meeting its customers' needs. Because individuals often have different
perspectives about excellent service, it is not a good idea to allow employees to set their own service
standards.
SOURCE: CR:002/2.05
SOURCE: Kotler, P., & Armstrong, G. (2008). Principles of marketing (12th ed.) [pp. 222, 244-245].
Upper Saddle River, NJ: Prentice-Hall.
29. A
To develop new products. Businesses need to obtain and analyze a wide variety of marketing
information in order to make decisions for the future. One way that businesses use this information is to
develop new products and improve existing products in order to satisfy customers' needs. In order to
make marketing decisions that will keep them competitive, businesses are constantly gathering
information about customers' preferences and why customers buy certain products. Businesses do not
use marketing information to prepare sales invoices. Businesses obtain marketing information in order
to monitor economic trends, but they are not able to change those trends. Credit scoring is a function of
finance that helps a company determine a customer's credit worthiness.
SOURCE: IM:012/1.03
SOURCE: Etzel, M.J., Walker, B.J., & Stanton, W.J. (2007). Marketing (14th ed.) [pp. 170-171].
Boston: McGraw-Hill/Irwin.
30. B
Identify problems. Marketing information is data available inside (internal) and outside (external) the
business. Internal marketing information that businesses monitor include inventory reports, customers'
sales records, customers' feedback from surveys, etc. Comparing current and past marketing
information can often reveal problems, such as a sudden drop in sales of a particular product. A drop in
sales may indicate that the business needs to provide new or improved products or increase
promotional efforts. Businesses need to review various forms of external marketing information to
effectively investigate competitors, evaluate market share, and analyze economic changes.
SOURCE: IM:012/1.03
SOURCE: Kotler, P., & Armstrong, G. (2008). Principles of marketing (12th ed.) [p. 98]. Upper Saddle
River, NJ: Prentice-Hall.
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31. C
To improve the effectiveness of salespeople. Sales reports contain a variety of marketing information
that businesses often use to improve the effectiveness of salespeople. This includes information about
number of new customers, number of lost customers, cost of selling, time spent with each customer,
etc. By reviewing the information, a business can determine if the salesperson is effective, or might
need assistance or more training to be better able to market the business's products to customers. For
example, a sales call report might reveal that customers want detailed product information that the
salesperson does not have. Then, the business can develop materials to provide the detailed
information. This will help the salesperson to more effectively work with customers. Businesses do not
use the marketing information contained in sales reports to qualify potential new customers or to
develop negotiating techniques. Expense accounts are types of sales reports that often contain
marketing information.
SOURCE: IM:184/1.03
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (p. 594).
Woodland Hills, CA: Glencoe/McGraw-Hill.
32. A
Popular products. A business that monitors its sales and customers' buying habits over time can
determine which products are popular and which products are not selling. By knowing which products
are moving well and not so well, the business can make informed decisions about its product mix. For
example, a business may decide to offer popular products in other colors or sizes, or it may decide to
delete slow-moving items from its product mix. Research methods are the ways in which a business
obtains marketing information. Economic resources are the human and natural resources and capital
goods used to produce goods and services. Monitoring its sales and its customers' buying habits will
not help the business identify research methods, economic resources, or competitors' activities.
SOURCE: IM:184/1.03
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (pp. 640, 742).
Woodland Hills, CA: Glencoe/McGraw-Hill.
33. A
State provided
1.03
34. D
Quarterly inventory status. By monitoring inventory, a business can determine how well a product is
selling. If the status report indicates that the inventory for the item is turning slowly, then the business
knows that sales are down. By monitoring the inventory status report over time, the business might
decide to drop items from the product line that are not selling. Accounts-payable reports summarize
data related to monies that the business owes others. An income statement is a financial summary that
shows how much money the business has made or lost over a certain period of time. A demographics
analysis provides a business with information about a market segment's physical and social
characteristics (e.g., age, gender, education). An accounts-payable summary, an annual income
statement, and a market demographics analysis will not indicate changes in a product's sales.
SOURCE: IM:184/1.03
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (pp. 510-515).
Woodland Hills, CA: Glencoe/McGraw-Hill.
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35. C
Customers' product preferences. Internal records provide businesses with information about their
customers' buying habits and product usage. By reviewing inventory reports, a business can determine
which products are selling well and which products are moving slowly. This information may prompt the
business to phase out the slow moving product and increase promotional efforts for the products that
are selling well. Customers' invoices provide information about an individual customer's buying
preferences and habits. For example, invoices might reveal that certain customers buy a certain
quantity of a particular product four times a month. By knowing this type of information, the business
can customize promotions for its customers and take steps to ensure that it has sufficient product on
hand when it is needed. Financial reports provide information about customers' credit status and limits.
Customer invoices do not provide information about a product's level of quality. Businesses need to
analyze industry and competitors' data and compare them with internal data to evaluate its market
share.
SOURCE: IM:184/1.03
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (pp. 594-595).
Woodland Hills, CA: Glencoe/McGraw-Hill.
36. A
Offer products that consumers want to buy. Businesses that implement the customer-orientation
element of the marketing concept base their decision making on customer wants and needs. They
determine what customers want and offer that, rather than deciding on their own what they want to sell.
Promotional activities help the business to persuade customers to buy. Providing more products than
consumers need would not benefit a business. Having a customer orientation does not coordinate a
business's marketing activities.
SOURCE: MK:001/1.01
SOURCE: MK LAP 4—Have It Your Way! (Nature of Marketing)
37. C
Improved the quality of life. Marketing has improved the quality of life by encouraging the development
of safer, better goods and services. In addition, marketing has increased awareness of the need for
environmental controls to protect our physical surroundings, which has led to an improvement in our
existence. Making people aware of the need for environmental controls does not add usefulness to
products or make buying more convenient, although those are other benefits of marketing. Marketing
does not regulate the standard of living but usually helps to raise it by improving the general conditions
in which people live.
SOURCE: MK:001/1.01
SOURCE: MK LAP 4—Have It Your Way! (Nature of Marketing)
38. C
State provided
1.01
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39. C
Setting aside funds to research what customers want. Company commitment involves everyone in the
organization embracing the marketing concept and putting customers' interests first. One way to
demonstrate a commitment to the marketing concept is to set aside money to fund the research needed
to develop a product according to customers' wishes. Leaving marketing to the marketing department
prevents the rest of the company from being involved in marketing. Teaching marketing to college
marketing students is honorable, but it does not demonstrate the marketing concept's theme of
company commitment. Pricing a product to maximize profitability per item allows the company to earn
as much money as it can, but customers may not be willing to purchase the product at that high of a
price. Pricing a product to maximize profitability per item puts the company's interests before the
customers', which goes against the marketing concept.
SOURCE: MK:001/1.01
SOURCE: MK LAP 4—Have It Your Way! (Nature of Marketing)
40. A
Market planning. Market planning is a marketing function that addresses the principles and tools used
to determine and to target marketing strategies to a select audience. Risk management is not a
marketing function. Promotion involves communicating information about goods, services, images,
and/or ideas to achieve a desired outcome. Channel management is the processes by which marketers
ensure that products are distributed to customers efficiently and effectively.
SOURCE: MK:002/1.01
SOURCE: MK LAP 1—Work the Big Six (Marketing Functions)
41. A
State provided
1.01
42. B
Product/Service management. This is a marketing function that involves obtaining, developing,
maintaining, and improving a product or service mix in response to market opportunities. This includes
selecting products that help to promote a certain image for the business. Selling is a marketing function
that involves determining client needs and wants and responding through planned, personalized
communication that influences purchase decisions and enhances future business opportunities.
Promotion is a marketing function that communicates information about goods, services, images,
and/or ideas to achieve a desired outcome. Channel management is the processes by which marketers
ensure that products are distributed to customers efficiently and effectively.
SOURCE: MK:002/1.01
SOURCE: MK LAP 1—Work the Big Six (Marketing Functions)
43. B
State provided
1.01
44. C
Contacting customers. The selling function is very important because it involves contact with
customers. If customers are not satisfied with the sales experience, they often will not buy even if they
need the product and the price is right. The selling function does not necessarily involve displaying
products, setting high prices, or feedback from vendors.
SOURCE: MK:002/1.01
SOURCE: MK LAP 1—Work the Big Six (Marketing Functions)
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45. B
Achieving planned goals. The business's goals and strategies for achieving those goals may change
frequently. Changing the business's image, increasing its profits, or improving management techniques
might be specific goals at any point in time.
SOURCE: MP:001/1.02
SOURCE: MP LAP 2—Pick the Mix (Nature of Marketing Strategies)
46. A
Product. Before a company introduces a new product, it should determine if there is a market for the
product. The investors should first determine if there is a market for a new type of tennis ball before
creating a company. After product is considered, the investors would have to think about how to price
the new ball, where and how it should be promoted, how to ship the product, and where it should be
sold.
SOURCE: MP:001/1.02
SOURCE: MP LAP 2—Pick the Mix (Nature of Marketing Strategies)
47. A
State provided
1.02
48. A
Tactic. Because e-mailing the coupon is a specific action to increase short-term sales, it is a marketing
tactic. Marketing tactics are used to carry out the business's marketing strategies, which are broader in
scope and serve as “road maps” to achieve the business's marketing goals. A trend is the general
direction in which people or events are moving. Businesses evaluate trends when setting marketing
objectives, determining marketing strategies, and executing marketing tactics.
SOURCE: MP:001/1.02
SOURCE: MP LAP 2—Pick the Mix (Nature of Marketing Strategies)
49. A
State provided
1.02
50. C
No, she is not financially able to purchase the Ferrari. To be part of a market, the customer must have
an unfulfilled desire and be financially able and willing to satisfy that desire. Sue lacks the financial
ability to purchase a Ferrari.
SOURCE: MP:003/1.02
SOURCE: IM LAP 9—Have We Met? (Market Identification)
51. A
Geographic. Geographic segmentation groups people by the areas in which they are located. This
includes customers in cold climates. Occupations are a basis for demographic segmentation.
Psychographic segmentation groups people by lifestyles and personalities. Behavioral segmentation
groups people by their response to a product.
SOURCE: MP:003/1.02
SOURCE: IM LAP 9—Have We Met? (Market Identification)
52. B
State provided
1.02
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53. C
By demographics. Demographics are the physical and social characteristics of the population. A
business that segments the market on the basis of demographics considers factors such as the age,
gender, and ethnicity of the population. Psychographic segmentation is the division of a market on the
basis of consumers' lifestyles and personalities, which are influenced by their behavior. Geographic
segmentation involves dividing a market on the basis of location (e.g., zip code).
SOURCE: MP:003/1.02
SOURCE: IM LAP 9—Have We Met? (Market Identification)
54. A
It enables customers to buy without having to inspect each product. The use of grades and standards
speeds up the buying and selling process because customers can buy without having to inspect each
product. It also furnishes information that salespeople can use to justify price, to sell benefits, and to
meet customer needs. The use of grades and standards enables salespeople to recommend products
that best meet customer needs. Although grades and standards provide product information, they do
not address unsafe products. Unsafe products should not be offered since they are a business liability.
Product prices will vary based on the product's grade. Therefore, the prices will not necessarily be high.
SOURCE: PM:019/2.04
SOURCE: PM LAP 8—Raise the Bar (Grades and Standards)
55. D
To promote product safety. Many professional organizations develop standards for their members to
follow in order to promote safety. These specifications guarantee that the materials used to make
goods, or the goods themselves, meet certain standards for safety. The safety standards also benefit
customers who are ensured of purchasing safe goods. Professional organizations do not develop
standards in order to promote their activities, to create influence, or to establish control.
SOURCE: PM:019/2.04
SOURCE: PM LAP 8—Raise the Bar (Grades and Standards)
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56. A
A customer buys a toaster and assumes it will toast bread. An implied warranty is an unwritten warranty
understood by the consumer and the seller that the product will perform as expected. The television
carries a guarantee—a promise made by the seller to refund the consumer's purchase price if the
product does not perform as expected. The other alternatives are examples of express warranties that
are either written or expressed verbally.
SOURCE: PM:020/2.04
SOURCE: PM LAP 4—Promises, Promises (Warranties and Guarantees)
57. D
State provided
2.04
58. A
Express. An express warranty is a promise expressed in a specific statement concerning the quality of
the product. It may be in written or oral form. An implied warranty is an unwritten warranty that is
understood by the consumer and the seller that the product will perform as expected. Not enough
information is given to determine the extent of the promise; therefore, we do not know whether the
promise covered all repairs (a full warranty) or only specific parts of the product (limited warranty).
SOURCE: PM:020/2.04
SOURCE: PM LAP 4—Promises, Promises (Warranties and Guarantees)
59. C
To protect the producer and the seller. A purpose of warranties and guarantees is to protect the
producer and the seller. Producers and sellers are protected by well-written warranties and guarantees
because the irresponsibilities to the consumer are clearly defined. The customer is informed at the
time of the purchase of the way in which any problems will be handled. This helps to prevent
purchasers from making unreasonable claims against producers or sellers. Reduced anxiety about
purchases is a customer benefit received from warranties and guarantees. Benefits to the business
from warranties and guarantees include attaining a customer-oriented focus for the business and
obtaining feedback from customers.
SOURCE: PM:020/2.04
SOURCE: PM LAP 4—Promises, Promises (Warranties and Guarantees)
60. C
Product liability. Harrison Stroller Company will be held responsible for any injuries the product caused
the children. Product liability refers to the producer's responsibility for any injury that the business's
product may cause. Product deletion involves removing a product from the product line. Instead of
removing the stroller from its product line, Harrison may decide to improve the stroller's safety by
making changes to the product, which may involve issuing a product recall to fix or replace the faulty
strollers. Consumer protection involves all the efforts to safeguard consumers from any kind of injury
they might suffer in the process of purchasing and/or using consumer products. The Consumer Product
Safety Act was passed in 1972. It gave the Consumer Product Safety Commission jurisdiction over the
safety of consumer products.
SOURCE: PM:017/2.04
SOURCE: Meyer, E.C., & Allen, K.R. (2006). Entrepreneurship and small business management
(pp. 167-168). New York: Glencoe/McGraw-Hill.
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61. B
Product recall. Lakeview Manufacturing should alert the public and recall all the consumer tuna-fish
products that were improperly labeled. Product recall is the removal from the marketplace of a product
that is defective or hazardous to consumers. Product liability refers to the producer's responsibility for
any injury that the business's product may cause. Guarantee is a promise to the consumer that a
product's purchase price will be refunded if the product is not satisfactory. It is often called a moneyback
guarantee. Warranty is a promise to the purchaser that a product will be repaired or replaced if it
proves to be defective.
SOURCE: PM:017/2.04
SOURCE: BNET. (2009). Product recall. Retrieved May 17, 2011, from
http://dictionary.bnet.com/definition/product+recall.html
62. B
To promote one-stop shopping. A business with a broad product mix offers many product lines. This
provides them many opportunities to make sales, allows them to appeal to consumers with a variety of
needs, promotes one-stop shopping, and often reduces the costs of the goods they buy for resale.
Assuring that product lines are related refers to consistency. The use of a narrow product mix helps a
business relate its products to the target market. The use of a broad product mix does not decrease
legal liabilities. In fact, its use may increase legal liabilities since the business is responsible for a larger
variety of product lines.
SOURCE: PM:003/2.04
SOURCE: PM LAP 3—Mix & Match (Nature of the Product Mix)
63. A
To keep up with changing consumer preferences. Customers' attitudes toward products change over
time, and their preference for a product may change. Altering the product in some way can renew
customers' interest. Making room for other products is a reason for using the contraction strategy. By
adding products to the product mix, businesses are able to spread risk over a wider area. A limitation to
the alteration strategy is that businesses cannot predict the success of altered products.
SOURCE: PM:003/2.03
SOURCE: PM LAP 3—Mix & Match (Nature of the Product Mix)
64. D
Learn the features unique to the brands s/he sells. Typically, all products have unique features with
which the salesperson should be familiar. Not all products have related items. Asking management to
limit the number of brands the business carries would indicate the salesperson is not willing to learn
about other brands. It is a better selling technique to point out the advantages of the brands you sell
than to describe the disadvantages of competing brands.
SOURCE: SE:017/2.01
SOURCE: SE LAP 117—Sell Away (The Nature and Scope of Selling)
65. C
Joe, because he will get more repeat business. In the long run, Joe will be more successful because he
makes a sincere effort to satisfy the customer's needs, which will establish repeat clients. He will not
establish repeat clients just because he is nice. Joe is not too timid to close a sale; he just has the
customer's best interests in mind. Because sales situations differ, attempts to close a sale do not
always result in a sale. Carol may get more sales initially, but will probably have very little repeat
business.
SOURCE: SE:017/2.01
SOURCE: SE LAP 117—Sell Away (The Nature and Scope of Selling)
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66. C
Live up to their promises. An important part of providing quality customer service involves salespeople
doing what they say they will do. By living up to their promises, salespeople will be able to maintain
good relationships with existing customers. Customers will know that they can rely on salespeople and
that they will receive the service and support that they need. Breaking promises is a sure way to lose
valuable customers. Businesses sometimes use customers in advertisements but that is not a way of
maintaining good relationships. Salespeople often ask for referrals from customers with whom they
have good relationships, but asking for referrals does not maintain the relationships. It is usually
considered inappropriate to send customers expensive gifts that may be misinterpreted as bribes.
SOURCE: SE:076/2.01
SOURCE: Futrell, C. M. (2006). Fundamentals of selling: Customers for life through service (9th ed.)
[pp. 458-459]. New York: McGraw-Hill/Irwin.
67. B
Calling to make sure the products are satisfactory. Following up with customers is one way to provide
good service and develop strong relationships. There are several effective follow-up activities and one
is to call customers to make sure the products are satisfactory. Customers appreciate knowing that their
business is important and that salespeople care enough to call to check on the products they sell.
Salespeople who follow up usually create goodwill, and develop strong relationships with customers
who often continue to buy from the salespeople. Asking for referrals is a way of identifying potential new
customers. Salespeople usually do not explain the company's business plan. Salespeople might follow
up by sending information about the company and new products, but they would not send articles about
local competitors.
SOURCE: SE:076/2.01
SOURCE: Clark, B., Sobel, J., & Basteri, C.G. (2010). Marketing dynamics: Teacher's edition (2nd ed.)
[p. 612]. Tinley Park, IL: Goodheart-Willcox Company, Inc.
68. B
State provided
2.01
69. A
Providing ample product information. Providing ample product information is a pre-sale opportunity for
salespeople to provide customer service. Successful salespeople make sure that customers have all
the information they need to make sound, well-informed decisions. This occurs during the sales
presentation. Shipping and delivery, maintenance and repair, and technical assistance and support are
all post-sale aspects of customer service.
SOURCE: SE:076/2.01
SOURCE: SE LAP 130—Go Beyond the Sale (Customer Service in Selling)
70. D
Follow the business's selling policies. Selling policies are the general rules set down by management to
guide the personal-selling effort, and they include service policies that are designed to govern the
support a company provides to customers after the sale. Policies governing the return of goods are
covered under a business's selling policies. A salesperson should know the accepted procedure for
handling returns and not refer the customer to the manufacturer or consult the buyer. The customer
may not want to exchange the item but obtain a credit or refund.
SOURCE: SE:932/2.01
SOURCE: Greene, C. (2003). Selling: Business 2000 (pp. 350-351). Mason, OH: South-Western.
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71. C
Financial resources. Financial resources are categorized as an internal factor over which a business
has some control. If a firm has limited financial resources, its selling policies may contain strict
requirements for credit approval. Actions of competitors, government legislation, and customer requests
are examples of external factors operating in the business environment over which the business has
little or no control.
SOURCE: SE:932/2.01
SOURCE: Rue, L.W., & Byars, L.L. (2006). Business management: Real-world applications and
connections (pp. 241-242). Woodland Hills, CA: Glencoe/McGraw Hill.
72. A
How the product is made. Manufacturers' representatives can provide salespeople with detailed
information about the manufacturing process. They can explain why certain materials and procedures
are used. Salespeople who understand how products are made are better able to pass on this
information to customers and encourage them to buy. The salesperson's company would decide what
type of credit terms to make available and what inventory method to use. A manufacturer's
representative might not know how a product became popular.
SOURCE: SE:062/2.06
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (pp. 266, 268).
Woodland Hills, CA: Glencoe/McGraw-Hill.
73. D
Ask an available, experienced employee. Experienced employees such as coworkers, supervisors, or
buyers are generally willing to help new employees by sharing product information. This enables the
new salesperson to serve customers more effectively and to give accurate answers to their questions.
Salespeople who tell their customers to contact the manufacturer are not providing good customer
service. New salespeople should not make excuses for their lack of knowledge or try to help customers
without having the right information.
SOURCE: SE:062/2.06
SOURCE: Anderson, R.E., & Dubinsky, A.J. (2004). Personal selling: Achieving customer satisfaction
and loyalty (p. 311). Boston: Houghton Mifflin.
74. D
State provided
2.06
75. D
Provides a quick reference to the salesperson about the product. In creating the feature-benefit chart, a
salesperson can be better prepared in the selling process. Preparing a chart will help salespeople
remember the features and benefits and should aid in developing meaningful selling sentences. A
feature-benefit chart does not help a salesperson to determine which features and benefits appeal to
each customer, evaluate customer reaction to the sales presentation, or explain the business's
compensation rate.
SOURCE: SE:109/2.06
SOURCE: SE LAP 113—Find Features, Boost Benefits (Feature-Benefit Selling)
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76. B
Pre-installed software saves money. Customers buy benefits; they do not buy features. Therefore,
salespeople must be able to translate the features of their products into benefits. Explaining to a
customer that the pre-installed software on a computer will save money is an example of pointing out
benefits. The feature is the pre-installed software, but the benefit is the savings. Features of a computer
might include a nonglare monitor screen, print capability, and models available in many colors.
SOURCE: SE:109/2.06
SOURCE: SE LAP 113—Find Features, Boost Benefits (Feature-Benefit Selling)
77. D
What's in it for me? A benefit is the personal satisfaction or advantage that a customer wants from a
technical product. It is how a feature helps a particular buyer. For customers, it answers the question of
"What's in it for me?" An example is explaining that the benefit of GPS tracking systems is that they
provide directions so drivers reach their destinations without getting lost. Explaining features answers
the question of "What is it?" Explaining the benefits of a technical product does not answer the
questions of "What is the price?" and "What is the warranty?"
SOURCE: SE:109/2.06
SOURCE: SE LAP 113—Find Features, Boost Benefits (Feature-Benefit Selling)
78. D
State provided
2.06
79. B
Suggesting a specific computer to the customer. After learning about the customer's needs, the next
step is to prescribe a solution (specific computer). The salesperson should be well informed about the
products s/he sells in order to suggest the most appropriate product. Price should be discussed as part
of prescribing a solution to the customer's need, but giving the customer a price list at this point would
disrupt the selling process. Making the customer feel relaxed and at ease is part of establishing a
relationship with the customer. The salesperson should not try to reach closure before a suitable
product has been recommended and demonstrated.
SOURCE: SE:048/2.07
SOURCE: Clark, B., Sobel, J., & Basteri, C.G. (2010). Marketing dynamics (2nd ed.) [pp. 590-591].
Tinley Park, IL: Goodheart-Willcox.
80. C
Product and the client. The different phases of the selling process can be made more or less important
according to what kind of product is being sold and according to the client to whom it is being sold. The
part of the country in which the sale occurs, the economic situation at the time, and the state/local laws
would not affect the situation.
SOURCE: SE:048/2.07
SOURCE: SE LAP 126—Set Your Sales (The Selling Process)
81. B
First impressions are difficult to change. When customers receive a negative first impression from the
salesperson, it may become permanent. This often results in lost sales. Therefore, the salesperson
must attempt to make a positive first impression with customers and establish good rapport, or
understanding. This should include offering the customer whatever assistance might be needed since
customers do not usually like to ask for help.
SOURCE: SE:110/2.08
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (p. 279).
Woodland Hills, CA: Glencoe/McGraw-Hill.
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82. C
Acknowledge the second customer as soon as possible. All customers should be acknowledged as
soon as possible after entering the selling area. Even if the salesperson is busy with another customer,
some form of acknowledgement should be given. It may be a smile, a nod, or some other gesture to let
the waiting customer know that the salesperson is aware of his/her presence. It is not appropriate,
though, to leave the first customer until proper service has been provided and apologizing to the first
customer would not make it correct.
SOURCE: SE:110/2.08
SOURCE: Ogden, J.R., & Ogden, D.T. (2005). Retailing: Integrated retail management (pp. 388-389).
Boston: Houghton Mifflin.
83. C
"Brand X is on sale today." This is an example of a merchandise approach—a comment or question
that helps direct the customer's attention to the merchandise. It usually refers to goods on display in
which the customer seems to be showing an interest. The other alternatives are different versions of the
greeting, or welcome, approach—a warm, friendly greeting that makes the customer feel welcome and
important.
SOURCE: SE:110/2.08
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (p. 282).
Woodland Hills, CA: Glencoe/McGraw-Hill.
84. A
Use questioning statements. These are statements used to gain a response from the customer, but
they are not stated in question form. Asking questions at a slower or faster pace would not reduce the
number of questions. It is the salesperson's responsibility, not the customer's, to ask questions that will
help to determine the customer's needs.
SOURCE: SE:111/2.08
SOURCE: Futrell, C.M. (2006). Fundamentals of selling: Customers for life through service (9th ed.)
[p. 325]. New York: McGraw-Hill/Irwin.
85. A
State provided
2.08
86. D
Pace of the customer's responses to your questions. A customer who is quick to answer may be asked
more direct questions at a faster pace. A customer who is slow in answering questions may be
frustrated or become confused by your asking him/her questions too quickly. The number of other
customers waiting, the type of product being sold, or the amount of time left before the business closes
should have no bearing on treating the customer with courtesy and respect and making every attempt
to satisfy a need or want.
SOURCE: SE:111/2.08
SOURCE: Four techniques when asking questions. (2010, December 29). Retrieved May 17, 2011,
from http://callcentertoday.com/callcentermagazine/2010/12/29/four-techniques-whenasking-
questions/
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87. B
Ask impersonal questions. Salespeople should ask general questions because personal questions are
inappropriate. The number of questions should be limited. If asked too many questions, customers may
feel that the salesperson is trying to control or quiz them. The questions should be tailored to the type of
customer: decided, undecided, or just-looking. Customers should not feel compelled to answer
questions.
SOURCE: SE:111/2.08
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (pp. 285, 287).
Woodland Hills, CA: Glencoe/McGraw-Hill.
88. C
Comparable features. When recommending a substitute item, salespeople should point out the features
and benefits so that the customer can make a buying decision. Salespeople will need to tell the
customer how the features of the item are like those of the item requested. Customers usually will not
purchase substitute items unless they are comparable to the items originally requested. Exchange
policies are a business's guidelines for replacing goods with goods of an equal price. Fringe benefits
are nonmonetary payments that workers receive in addition to wages. Buying motives are customers'
reasons for buying goods or services.
SOURCE: SE:114/2.08
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (p. 295).
Woodland Hills, CA: Glencoe/McGraw-Hill.
89. C
State provided
2.08
90. C
Criticized the original request. Customers may be insulted when sales representatives criticize the
requested item. Instead, the sales representative should have discussed the similarities between Ms.
Garcia's request and the suggested item. The sales representative suggested trading-up, rather than
down, to a more expensive scanner than requested. The sales representative should point out features
and benefits of products; however, the sales representative should not refer to an item as being a
substitute.
SOURCE: SE:114/2.08
SOURCE: Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2009). Marketing essentials (p. 295).
Woodland Hills, CA: Glencoe/McGraw-Hill.
91. D
Offer to call the printer's manufacturer to check availability and delivery dates. If the printer is in stock at
the manufacturer's location and can arrive when the customer needs it, the sales representative
provides extra service and possibly makes a sale. The customer wants to purchase a printer, not a
computer; offering free merchandise for purchasing an item that is not requested will not meet the
customer's needs. Taking the customer's telephone number and calling if the business decides to stock
the printer does not satisfy the customer's immediate need. Quite likely, the customer will purchase the
printer from another computer business that stocks the item. Recommending another computer
business is a final option. If the sales representative has tried and cannot meet the customer's needs, it
builds goodwill to let the customer know where the printer can be purchased. Chances are the
customer would be very appreciative for the information and may come back to the business when
making a purchase at another time.
SOURCE: SE:009/2.09
SOURCE: McCalla, P. (2005). Retailing (p. 242). Woodland Hills CA: Glencoe/McGraw-Hill.
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92. A
Hold the item for the original customer, and offer to place an order for the new customer. It would not be
fair to the original customer to make him/her wait an additional amount of time to receive the special
order. Both current and prospective customers should be treated in a fair and honest manner. Offering
to order the item for the new customer is treating both customers in the same way. Customers do not
return to a business that, in their view, does not fulfill promises or tries to deceive them.
SOURCE: SE:009/2.09
SOURCE: Berman, B., & Evans, J.R. (2004). Retail management: A strategic approach (9th ed.)
[p. 357]. Upper Saddle River, NJ: Prentice Hall.
93. D
Obtaining customer's name. One of the first steps in processing an incoming telephone order usually
involves obtaining the customer's name. Many businesses that accept telephone orders maintain
computerized customer files. When a customer calls, an order processor obtains the name, types the
name into the computer, and accesses additional information, such as the mailing address. If a
business does not have a computerized file or the customer is new, the processor needs to obtain the
customer's name in order to begin the paperwork that will be needed to process the customer's order.
After order processors obtain a customer's name, they may describe each item being ordered, explain
the pricing policy, and check for availability.
SOURCE: SE:835/2.09
SOURCE: Clark, B., Sobel, J., & Basteri, C.G. (2010). Marketing dynamics (2nd ed.) [pp. 567-568].
Tinley Park, IL: Goodheart-Willcox.
94. D
State provided
2.09
95. C
Checking product availability. When customers place telephone orders, the order processors should
make sure that the items are in stock and available. In most cases, order processors have access to
the business's computerized inventory and can quickly check on product availability. They can
immediately inform customers if their orders can be shipped or if the items they want are on back order
and will be shipped as soon as possible. Telephone order processors are concerned with correctly
handling a customer's order rather than ending the call quickly. Order processors calculate the total
amount of the order, not the gross profit. Telephone order processors should not ask customers
personal questions.
SOURCE: SE:835/2.09
SOURCE: Clark, B., Sobel, J., & Basteri, C.G. (2010). Marketing dynamics (2nd ed.) [pp. 567-568].
Tinley Park, IL: Goodheart-Willcox.
96. A
$68.09. To determine freight charges, divide the total weight by 100 to obtain the number of 100
pounds units present in the shipment (589 ÷ 100 = 5.89). Then, multiply this number by the rate per 100
pounds to obtain the shipping charges (5.89 x $11.56 = $68.088 rounded up to $68.09).
SOURCE: SE:116/2.09
SOURCE: Burton, S., & Shelton, N. (2005). Practical math applications (2nd ed.) [pp. 265-266]. Mason,
OH: South-Western Cengage Learning.
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97. D
$552.63. To calculate the cost of the total purchase, first multiply the retail price by the discount to
determine the amount of discount ($750 x .33 = $247.50). Subtract the discount amount from the retail
price to determine the cost before tax ($750 - $247.50 = $502.50). Multiply the cost by the sales tax
rate to determine the amount of tax ($502.50 x 5% or .05 = $25.13). Add the cost, the sales tax, and the
delivery charge to determine the amount of the total purchase ($502.50 + $25.13 + $25.00 = $552.63).
SOURCE: SE:116/2.09
SOURCE: Burton, S., & Shelton, N. (2005). Practical math applications (2nd ed.) [pp. 279-280]. Mason,
OH: South-Western Cengage Learning.
98. D
$55.25. Based on the shipping chart provided, it would cost $55.25 to ship a 47-pound package to
California from Utah. To determine this amount, locate the weight of the package and find the
appropriate shipping zone. In this case, the package is being shipped within the 48 states; therefore,
the cost is located in column 1. It would cost $65.50 to ship the package to Alaska and Hawaii, $63.25
to ship the package to Puerto Rico, and $72.25 to ship the package to a rural area in Alaska.
SOURCE: SE:116/2.09
SOURCE: Burton, S., & Shelton, N. (2005). Practical math applications (2nd ed.) [pp. 265-266]. Mason,
OH: South-Western Cengage Learning.
99. B
State provided
2.09
100. B
State provided
2.09
