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1.
Marsha wants to invest her savings in a service business. However, she wants to protect all of her personal assets. Which type of business ownership would be most appropriate for Marsha?
A.
Corporation 
C.
Partnership
B.
Franchise 
D.
Sole proprietorship

 2.
Spartan Trucking Company delivers goods to several small businesses in our city. This company is engaged in
A.
promotion. 
C.
distribution. 
B.
leasing. 
D.
warehousing.

 3.
Why is it usually considered unethical for businesses to buy products through the gray market?
A.
Employees are expected to work longer hours for less pay. 
B.
Transportation charges are reduced or eliminated. 
C.
Manufacturers and authorized distributors ultimately lose money. 
D.
Quality of items is lower than established criteria. 

 4.
Cooperative relationships with third-party organizations, such as trucking companies and warehouses, that are intended to reduce marketing channel costs and improve service and customer satisfaction are known as
A.
market research. 
C.
outsourcing. 
B.
electronic data interchange.
D.
shipping terminals.

 5.
Listening carefully should enable the employees of a pet-grooming business to
A.
earn frequent raises. 
C.
avoid criticism.
B.
become good speakers. 
D.
follow directions.

 6.
Why is it important for service businesses to include logical evidence in a persuasive letter?
A.
To explain the idea in strong language 
C.
To make the message more convincing
B.
To present interesting information 
D.
To force the recipient to respond 

 7.
Which of the following is an example of an unethical communication technique that some businesses use to sell services:
A.
Giving a discount in exchange for sponsoring a new member
B.
Advertising one low price for a family membership
C.
Offering a free valuable membership for a processing fee 
D.
Promoting a two-for-one membership for a limited time only

 8.
A customer telephoned to complain that the window repairperson had not arrived and wants to find out when the repairperson will arrive. You say that you will check and call back. How do you show a customer-service mindset?
A.
By helping to organize the service department  
B.
By talking about the problem with coworkers
C.
By calling back as soon as possible with an answer
D.
By following up to see if the customer is satisfied with your company's service

 9.
Service businesses often evaluate and change their policies as a result of ____________ customers.
A.
acquiring new 
C.
getting feedback from
B.
satisfying their 
D.
creating good relations with

10.
What are two factors that service businesses must take into account when developing and selecting a channel of distribution?
A.
What transportation method to use and whether to change the service 
B.
The location of customers and the number of customers who want the service
C.
Where competitors are located and how they are shipping their services 
D.
What channel members to select and what time of the year it is

11.
Which of the following is an example of a service business intermediary:
A.
Broker 
C.
Retailer
B.
Manufacturer  
D.
Wholesaler

12.
A group of businesspeople purchased land to build an office complex or a condominium development. After much research and discussion, they agreed to build the office complex. The alternative that was given up is referred to as a(n)
A.
economic activity. 
C.
trade-off.
B.
decision-making factor. 
D.
opportunity cost. 

13.
Selling goods and services to customers in their homes is an example of
A.
retailing. 
C.
discounting. 
B.
wholesaling. 
D.
producing.

14.
Economic freedom in a private enterprise system is limited by the laws which have been created to
A.
control competition. 
C.
establish prices.
B.
regulate profit. 
D.
protect everyone.  

15.
Which of the following is a situation in which people are out of work and can't afford "extra" purchases:
A.
Unexpected event 
C.
Bad investment 
B.
Bad economy 
D.
Negative circumstance 

16.
Specialization by trade or profession, specialization by stage of production, and specialization by task are three main forms of specialization of
A.
natural resources. 
C.
human resources. 
B.
capital goods. 
D.
division of labor.

17.
High levels of inflation often have a negative effect on a service business's
A.
credit rating. 
C.
import quota. 
B.
purchasing power. 
D.
secondary market. 

18.
Which of the following is a characteristic of a service-based economy:
A.
Sale of intangibles dominates. 
C.
Technology develops slowly.
B.
Most jobs require advanced degrees.  
D.
Exports are mainly physical goods.

19.
Assuming that all people of a certain nationality will work long hours for low pay is an example of
A.
stereotyping. 
C.
prejudice.
B.
discrimination. 
D.
harassment.

20.
If people can count on you to do what you say, you possess the trait of
A.
dependability. 
C.
adaptability. 
B.
assertiveness. 
D.
industriousness.

21.
A way in which honesty and integrity benefit both service businesses and individuals is in
A.
making career advances. 
C.
building a clientele. 
B.
earning raises or bonuses.
D.
changing employment easily.

22.
When a supervisor gives you evaluative information about yourself, s/he is providing you with
A.
feedback. 
C.
motivation.
B.
personal assistance. 
D.
external training.

23.
One of the things that empathy can help you to do is to
A.
select an appropriate career. 
C.
avoid personal conflicts.
B.
develop technical skills.
D.
interact with other people.

24.
Not liking conflict of any kind and avoiding it at all costs are _____________ being assertive.
A.
methods of 
C.
barriers to 
B.
reasons for 
D.
advantages of 

25.
Which of the following is an example of people having vision:
A.
Writing a mission statement 
C.
Setting goals to accomplish 
B.
Dreaming about tomorrow 
D.
Seeing a future they want to create 

26.
Which of the following is a true statement about dealing with coworkers in an engineering firm:
A.
Coworkers need to establish personal friendships with each other.
B.
Getting acquainted with coworkers helps you to treat them fairly.
C.
The best way to learn about coworkers is to ask them personal questions.
D.
Once you know your coworkers, you don't need to speak to them every day.

27.
Which of the following is one of the functions of money:
A.
Process of accounting 
C.
Method of investment 
B.
System of cash 
D.
Medium of exchange 

28.
Which of the following would determine a carpet-cleaning company's need for funds to carry out its marketing activities:
A.
Promotion 
C.
Pricing  
B.
Financing
D.
Purchasing 

29.
Which of the following is an example of a business using technology in the financing function:
A.
Ordering specialized checks 
C.
Sending payment to vendors
B.
Reviewing account balances online
D.
Contacting tellers for information

30.
Theresa is a new cashier who received training in handling point-of-sale activities for the dry-cleaning business. Her supervisor referred to these activities as
A.
transactions.  
C.
investments. 
B.
credits. 
D.
quotas. 

31.
Budgets can be described in terms of
A.
desires, debt, and discipline. 
C.
money, maps, and management. 
B.
account books, bills, and bankruptcy. 
D.
savings, sales, and success. 

32.
What type of information would a law office post on a client's record?
A.
Scheduled meetings 
C.
Financial transactions 
B.
Court appearances 
D.
Personal characteristics 

33.
When a health-care facility transfers charges from one account to another, there is a credit to one account and a __________ to another account.
A.
debit 
C.
rebate 
B.
discount 
D.
cancellation 

34.
Which of the following is a reason that marketers gather information:
A.
Competition in general has decreased.
B.
Today's consumers are easy to please.
C.
Marketers are decreasing their geographic scope.
D.
The marketing environment is constantly changing.

35.
Which of the following is an example of an ethical issue that may make it difficult for service businesses to gather data:
A.
Ensuring the anonymity of all participants 
B.
Selling consumer information without consent 
C.
Explaining research procedures in detail
D.
Identifying the sponsor of the research project 

36.
One advantage to a service business manager of using the Internet to do research and gather data is that the process is
A.
regulated. 
C.
inexpensive.
B.
restrictive. 
D.
protected. 

37.
When a pest-control business decides to use marketing research to help it solve a problem, the pest-control business should make sure that it
A.
explains the problem it wants to solve to the researcher.
B.
asks the researcher to gather as much data as possible.
C.
authorizes the researcher to spend whatever amount is needed.
D.
lets the researcher decide whether the business has a problem.

38.
Service businesses collect marketing information from other sources in order to find out what is happening in the
A.
external environment.  
C.
parent corporation.
B.
research department. 
D.
internal organization.

39.
In an overall sense, where does marketing occur?
A.
Wherever stores are 
C.
Wherever trucks are
B.
Wherever advertisements are 
D.
Wherever customers are

40.
One characteristic of services marketing is that the service generally is produced and __________ at the same time.
A.
sold 
C.
priced
B.
used 
D.
inventoried

41.
A carpet-cleaning company's marketing strategy is important because it shows how its
A.
prices will be lowered.  
C.
tactics will be organized. 
B.
goal will be reached.  
D.
marketing mix will be blended. 

42.
The customers or potential customers for a good or service are known as a(n)
A.
market. 
C.
economic system. 
B.
corporate chain. 
D.
cooperative.

43.
An important part of an architecture firm's overall business plan is the __________ plan.
A.
credit 
C.
emergency 
B.
marketing 
D.
training 

44.
Which of the following would estimate what a barber shop's dollar sales volume would be for a specified period of time:
A.
Sales forecast 
C.
Demand analysis
B.
Dollar control 
D.
Stock-turnover ratio

45.
Which of the following is a computer-software technology that helps a carpet-cleaning business automate and track its sales, marketing, and service efforts:
A.
Automated Clearinghouse (ACH) 
C.
Computer-aided engineering (CAE) 
B.
Materials requirements planning (MRP) 
D.
Customer relationship management (CRM) 

46.
A service business is able to search the World Wide Web and jump from one page that is connected to another page by clicking on the
A.
software. 
C.
hyperlink.  
B.
attachment. 
D.
password.

47.
As the use of marketing information systems continues to grow, it is important for insurance companies to be concerned with their clients'
A.
level of service. 
C.
rights to privacy. 
B.
access to credit.  
D.
need for information.

48.
When service marketers follow the trend of doing business over the telephone, face-to-face, and online, the result is that customers
A.
cannot be identified and selected. 
C.
become more dissatisfied.
B.
experience fewer conveniences. 
D.
have more choices. 

49.
One way a carpet-cleaning business can reduce the risk of accidents in the workplace is by providing its employees with
A.
fitness guidelines. 
C.
supply manuals. 
B.
safety training. 
D.
health tips. 

50.
Which of the following would be most effective in improving a pet-grooming business's security:
A.
Setting fewer appointments 
C.
Using closed-circuit television
B.
Raising prices 
D.
Establishing longer hours of operation

51.
Which of the following is a follow-up activity in production:
A.
Making sure that production deadlines were met
B.
Projecting sales for the company's products
C.
Estimating the number of steps in the production process
D.
Making sure that production steps follow proper sequence

52.
What housekeeping activity should a business's employees complete on a regular basis?
A.
Washing  windows  
C.
Cleaning receiving areas
B.
Straightening up personal workstation 
D.
Vacuuming carpets 

53.
What procedure can a small beauty shop follow to eliminate the possibility of bad-check losses?
A.
Require photo identification 
C.
Verify account information 
B.
Accept only cash and credit cards 
D.
Obtain home and work phone numbers 

54.
A hair salon's employees usually check the waiting area and rest rooms for lingering clients when the employees are preparing to
A.
change shifts. 
C.
close the facility. 
B.
dismantle displays.  
D.
clean up the workstations. 

55.
A group of an engineering firm's employees get together to share ideas in order to solve problems. This is an example of
A.
brainstorming. 
C.
visualizing.
B.
concept mapping. 
D.
role-playing. 

56.
A time-management technique that helps to ensure that the most important tasks get done is to prepare a(n)
A.
lead list. 
C.
daily schedule. 
B.
estimated budget. 
D.
job description.

57.
What is one method of approaching prospective employers in order to look for a job?
A.
Prepare a résumé to send to local businesses. 
B.
Contact associates to serve as references.
C.
Visit personnel offices to pick up applications.
D.
Obtain copies of school transcripts.

58.
Which of the following is a technique for effectively beginning an employment interview:
A.
Tell a joke  
C.
Speak loudly
B.
Give name clearly 
D.
Take the initiative

59.
What type of information can applicants list in the employment section of their résumés if they have never had paying jobs?
A.
Volunteer experience 
C.
Industry awards
B.
Honorary memberships 
D.
Technical training 

60.
Professional organizations and trade associations are groups formed by people who have similar needs and interests based on their common
A.
background or education. 
C.
nationality or religion.
B.
business interests or careers.
D.
practical experience or hobbies.

61.
Which of the following is a trait that employees should possess in order to be successful in many of the jobs available in the business-services industry:
A.
Manual dexterity 
C.
Outgoing personality
B.
Defensive attitude 
D.
Aggressive behavior 

62.
A dry cleaner deciding to charge $7 to clean a shirt because customers are willing and able to pay that amount has determined a(n) __________ price.
A.
optimum 
C.
exchange 
B.
competitive 
D.
flexible 

63.
Which of the following is a reason why some home security businesses use predatory pricing:
A.
To mislead customers 
C.
To form agreements
B.
To drive out competitors  
D.
To appeal to advertisers 

64.
Which of the following expenses is considered a fixed cost:
A.
Insurance 
C.
Sales commissions
B.
Shipping charges 
D.
Cost of goods sold

65.
What is one way that services businesses are using the information that they are able to obtain due to the advances in Internet technology?
A.
To prepare operating policies 
C.
To develop production systems
B.
To interview potential employees
D.
To compile customer databases

66.
When a lawn-care business reduces the use of the toxic chemicals it uses to maintain green spaces, the lawn-care company is exhibiting a(n) _________ attitude.
A.
authentic 
C.
ethical 
B.
logical 
D.
conservative 

67.
Which of the following statements is true regarding the use of group creative-thinking techniques to facilitate the idea-generation process in the business-services industry:
A.
The Six Thinking Hats technique is generally the most effective idea-generation technique.
B.
Groups are usually more effective when each member uses mind-mapping techniques.
C.
The brainstorming technique usually generates the best ideas.
D.
Group members most often generate new ideas by altering or building upon another idea.

68.
A hair salon asks its employees and customers to provide suggestions for new services. This process is known as
A.
product testing. 
C.
idea screening. 
B.
idea generation. 
D.
product evaluation. 

69.
Which of the following is a trend in new-service development that often helps a business set itself apart from the competition:
A.
Offering supplementary services 
C.
Using service intermediaries 
B.
Monitoring pricing strategies 
D.
Joining professional organizations 

70.
Which of the following is most likely to result if workers fail to meet time standards:
A.
Increased quality of products provided 
C.
Reduced costs 
B.
Increased promotion 
D.
Reduced number of products available

71.
The two classifications of warranties based on whether the promises are stated or simply understood are __________ and __________ warranties.
A.
full and limited 
C.
limited and implied
B.
full and express 
D.
express and implied

72.
What strategy can make or break a beauty salon's product mix?
A.
Expanding 
C.
Altering
B.
Contracting 
D.
Positioning 

73.
What elements of the marketing mix are being used when a rental business positions a product by using high price as a sign of quality?
A.
Price only 
C.
Price and product 
B.
Price and promotion 
D.
Price and place

74.
The stages of brand loyalty through which brands usually pass are, in order,
A.
brand recognition, brand preference, and brand insistence.
B.
brand insistence, brand recognition, and brand preference.
C.
brand recognition, brand insistence, and brand preference.
D.
brand preference, brand recognition, and brand insistence.

75.
Which of the following is an example of a product that a service business might sell to customers:
A.
Delivering packages overnight 
C.
Taking customers' orders
B.
Providing pricing information  
D.
Resolving credit problems

76.
A business's positive service culture strives to meet or exceed its __________ needs and expectations.
A.
customers' 
C.
employers' 
B.
competitors' 
D.
vendors' 

77.
Which of the following best describes the set of procedures that a service business uses to handle customers' complaints and problems in a consistent and fair way:
A.
Response-maintenance program 
C.
Continuous-improvement plan 
B.
Customer-retention effort 
D.
Service-recovery process 

78.
What internal marketing factor should a local dry cleaner consider when deciding how to promote a new delivery service that will be available only to customers in the downtown area?
A.
Social 
C.
Legal
B.
Price 
D.
Place 

79.
Why would a pest-control business use the same promotional mix that other pest-control businesses in town were using?
A.
To reduce expenses 
C.
To send messages
B.
To explain its services  
D.
To compete for customers

80.
When governments develop and enforce laws relating to deceptive advertisements, they are regulating a health-care business's __________ activities.
A.
research 
C.
financial 
B.
distribution 
D.
promotional 

81.
When placing an ad on local television, what should the owner of a small dry-cleaning business know?
A.
Most people from all across the United States will see the ad. 
B.
The mix of local ads varies based on the cable provider. 
C.
Cable providers located within the same city show different network ads. 
D.
Choices for advertising include Fox, WB, and UPN. 

82.
A disadvantage to service businesses that use e-mail as a direct-mail strategy is that recipients may not get the message because many computers have 
A.
spam filters. 
C.
reply options. 
B.
invalid home addresses. 
D.
promotion controls. 

83.
Which of the following parts of a print advertisement often creates an image that people come to associate with a specific service business:
A.
Headline 
C.
Logotype  
B.
Illustration 
D.
Photograph

84.
A carpet-cleaning company's primary purpose in developing a promotional plan is to
A.
attract new customers. 
C.
increase its sales and profits. 
B.
create a specific image.  
D.
even out sales throughout the year.

85.
An effective technique for coordinating promotional activities is to create displays that __________ advertisements.
A.
contrast with 
C.
compete with
B.
carry out the theme of 
D.
take the place of

86.
A service business effectively uses integrated communications by coordinating all of the elements that make up the __________ mix.
A.
marketing 
C.
sales 
B.
management 
D.
product 

87.
Which of the following situations is an example of word-of-mouth promotion for a service business:
A.
Marco asks Ali how she likes the sound quality of her new car stereo system. 
B.
Kate needs legal advice and conducts an Internet search to locate local attorneys. 
C.
Kelly tells Kyle that her dentist is using a new, pain-free technique to fill cavities. 
D.
Jake's computer keeps crashing, so he purchases a new system from a reputable retailer. 

88.
Selling should be viewed as a __________ to customers or clients.
A.
service 
C.
favor
B.
courtesy 
D.
bonus 

89.
What do 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

90.
Selling policies not only benefit the company by providing guidelines for sales activities, employee actions, and services provided, they also help managers to
A.
assist in determining regulations. 
C.
assess sales staff performance. 
B.
direct salespersons' responses. 
D.
explain policies to potential customers.

91.
A service business salesperson who moonlights or attends classes on company time is guilty of
A.
misusing assets. 
C.
violating laws. 
B.
wasting their time. 
D.
unethical behavior.

92.
In which of the following situations might a customer take legal action against a company for misrepresentation:
A.
Salesperson describes an obvious benefit. 
C.
Salesperson points out a feature.  
B.
Salesperson offers a standard discount. 
D.
Salesperson says the lawn treatment is safe. 

93.
A good source of information that business-services salespeople can use in selling is the company's
A.
personnel records. 
C.
advertising materials. 
B.
news releases. 
D.
financial reports.

94.
What do home-security salespeople need to explain to customers to persuade them to buy services?
A.
Uses 
C.
Features
B.
Benefits 
D.
Warranties

95.
A consumer who looks for the lowest priced service is making a buying decision based on
A.
past experience. 
C.
basic wants.
B.
economic needs. 
D.
current information.

96.
Pete enters Clips and Snips Hair Salon and asks a salon employee if Beth has time to cut his hair. Beth is on vacation, so the salon employee tells Pete that another hair stylist, Wanda, is available to cut his hair. The salon employee is using a sales technique called
A.
substitute selling. 
C.
optional selling. 
B.
trading-down. 
D.
trading-up. 

97.
The best way for a business-services salesperson to find out a customer's real objection to buying a service is to
A.
get the customer talking. 
C.
wait for the customer to explain.
B.
ask the customer personal questions. 
D.
tell the customer to be truthful.

98.
An important characteristic of suggestion selling is that it should be
A.
reasonably high pressured in order to be successful.
B.
limited to goods and services related to the primary purchase. 
C.
passive and follow the lead of the customer.
D.
a sincere effort to be of service to the customer.

99.
The most appropriate type of question to ask during the probing process is a(n) __________ question.
A.
sensitive 
C.
personal 
B.
open-ended 
D.
closed-end

100.
A business can reduce its customers' perceptions about the financial and performance risks of purchasing its services by
A.
using consistent, clear, and friendly communication. 
B.
developing and maintaining a company web site. 
C.
distributing customer satisfaction surveys after a service is performed. 
D.
creating customer-service policies and procedures. 

1.
A
Corporation. A corporation is a form of ownership owned by stockholders who have purchased stock. The liability of each owner is limited to the amount invested. A franchise is an agreement between a parent company and a franchisee to distribute goods and services. A partnership is a form of business ownership owned by two or more persons. A sole proprietorship is a form of business ownership in which the business is owned by one person.
SOURCE:
BL:003
SOURCE:
BA LAP 7—Own It Your Way

 2.
C
Distribution. Distribution is all the activities involved in moving, storing, locating, and/or transferring the ownership of goods or services. Leasing is contracting to use property which belongs to someone else for a specific period of time and a specific rate of payment. Promotion is a marketing function which communicates information about goods, services, images, or ideas to achieve a desired outcome. Warehousing is placing goods in safe locations until they are needed or are ready to be sold.
SOURCE:
CM:001
SOURCE:
Clark, B., Sobel, J., & Basteri C.G. (2006). Marketing dynamics (pp. 335-337). Tinley Park, IL: Goodheart-Willcox.

 3.
C
Manufacturers and authorized distributors ultimately lose money. Businesses that buy products from unauthorized distributors often are able to obtain the goods at a lower price and save money, or pass that savings on to customers. The practice usually is considered unethical because the manufacturer and its authorized distributors ultimately lose money. Businesses and consumers also may suffer because purchases made from unauthorized dealers may not be covered by the manufacturer's warranty or be eligible for service. Buying products through the gray market does not reduce or eliminate transportation charges, or affect the hours that employees work and their pay. The quality of gray market items is not always lower than established criteria. In some cases, the quality may be the same.
SOURCE:
CM:006
SOURCE:
Boone, L.E., & Kurtz, D.L. (2004). Contemporary marketing (11th ed.) [pp. 446-447]. Mason, OH: Thomson/South-Western.

 4.
C
Outsourcing. At times, it is more efficient to use an outside company that specializes in a service needed by the manufacturer to deliver the product. Third-party organizations, such as trucking companies and warehouses, often are able to handle products faster and more cost-effectively than the manufacturer. EDI is the electronic sharing of information between businesses. Market research does not involve relationships with trucking companies or warehouses. Shipping terminals are the areas from which products are shipped to other locations.
SOURCE:
CM:008
SOURCE:
Pride, W.M., & Ferrell, O.C. (2000). Marketing: Concepts and strategies (2000e) 
[pp. 382-384]. Boston: Houghton Mifflin.

 5.
D
Follow directions. In order to follow directions or instructions, the person receiving them must listen carefully. Listening is an important skill for everyone, but it is especially important to workers who receive directions from supervisors about their job duties. Good listeners are often effective workers who are less likely to receive criticism and more likely to earn raises. However, listening skill does not enable workers to avoid all criticism, to earn frequent raises, or to become good speakers themselves.
SOURCE:
CO:119
SOURCE:
Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (2006). Marketing essentials (pp. 179-182). New York: Glencoe/McGraw-Hill.

 6.
C
To make the message more convincing. Messages usually are more persuasive if they are supported by logical evidence. Logical evidence is based on fact rather than on opinion. If businesses are writing persuasive messages to encourage customers to do something, such as buy a product, they should include logical evidence to make the message more convincing. Logical evidence is factual; however, it may not be interesting. Strong language may offend the recipient rather than help to explain the idea. Logical evidence is intended to be persuasive. It does not force the recipient to respond.
SOURCE:
CO:031
SOURCE:
Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1999). Communicating for success (2nd ed.) [pp. 335-336]. Cincinnati: South-Western Educational.

 7.
C
Offering a free valuable membership for a processing fee. Some businesses try to sell their services by telling customers that valuable services are free—when the cost of the service actually has been included in an additional fee. In many cases, these businesses value the service at an inflated price. This type of communication is unethical because it attempts to deceive customers and make them believe that they are receiving an expensive service at no charge. In fact, customers are unable to obtain the "so-called" free services unless they agree to pay the additional fee. Promoting a two-for-one membership, giving a discount in exchange for sponsoring a new member, and advertising a low-price family membership are examples of ethical communications.
SOURCE:
CO:050
SOURCE:
CO:050; Locker, K.O. (2000). Business and administrative communication (5th ed.) [p. 284]. Boston: Irwin/McGraw-Hill. 

 8.
C
By calling back as soon as possible with an answer. Do what you say you are going to do in order to show a customer-service mindset. If you have told customers you will get back with them, do it as soon as possible. Don't just give lip service. Customers deserve real service. In this case, the customer's immediate concern is finding out when the window repairperson will arrive—not in providing feedback about the quality of your company's service. Talking about the problem with coworkers might provide some insight into where the repairperson is, but it does not show customers that you are taking action and following through. Although your help with organizing the service department might be appreciated by coworkers, it is not what you told the customer that you would be doing to resolve the problem.
SOURCE:
CR:004
SOURCE:
Rokes, B. (2000). Customer service: Business 2000 (pp. 107-110). Mason, OH: South-Western.

 9.
C
Getting feedback from. Service businesses use the comments, suggestions, and other feedback from customers to help them decide if certain policies need to be revised or changed. Feedback also helps businesses know if their policies are meeting customers' wants and needs. Businesses would not change policies that have helped them to acquire new customers, to satisfy current customers, or to create good relations with customers.
SOURCE:
CR:007
SOURCE:
Rue, L. W., & Byars, L. L. (2006). Business management: Real-world applications and connections (pp. 241-242). Woodland Hills, CA: Glencoe/McGraw Hill.

10.
B
The location of customers and the number of customers who want the service. Where the customers are located and how many of them wish to purchase the service is important when selecting how long the distribution channel will be and who needs to participate. If most customers are centrally located, a business might be able to provide services directly rather than using intermediaries to provide services to customers who are located worldwide. Competitors' location is not important when selecting a channel of distribution. Transportation and time of year usually are not issues because of the intangible nature of services. The important consideration is to deliver when and where the customers need the service.
SOURCE:
DS:071
SOURCE:
Everard, K.E., & Burrow, J.L. (2001). Business principles and management (11th ed.) 
[pp. 576-577]. Cincinnati: South-Western. 

11.
A
Broker. A broker often purchases intangible products, such as investment stocks, from vendors on behalf of their clients. Manufacturers, retailers, and wholesalers sell goods (tangible products).
SOURCE:
DS:072
SOURCE:
Zeithaml, V. A., & Bitner, M. J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [pp. 348-349]. Boston: Irwin/McGraw-Hill.

12.
D
Opportunity cost. Opportunity cost refers to the benefit that is lost when a decision is made to use scarce resources for one purpose rather than another. Before a decision is made, the results of giving up other alternatives must be considered. Decision making entails choosing among alternatives. A trade-off is giving up all or part of something in order to obtain something else. Economic activities include consumption, production, exchange, and distribution.
SOURCE:
EC:001
SOURCE:
Soloman, M. R., Marshall, G. W., & Stuart, E. W. (2008). Marketing: Real people, real choices (5th ed.) [pp. 337-338]. Upper Saddle River, NJ: Pearson Prentice Hall.

13.
A
Retailing. Whenever a sale of goods or services to the ultimate consumer takes place, retailing has occurred. Retailing can take place anywhere —in a store, over the phone, by mail, on the street corner, in a customer's home, etc. Discounting is reducing the price of a good or service. Wholesaling is the process of buying goods from producers and selling them to retailers. Producing is the process of making goods and services.
SOURCE:
EC:070
SOURCE:
EC LAP 20—Business Connections (Business and Society)

14.
D
Protect everyone. There are certain limits to economic freedoms, and one is the laws which have been created to protect everyone. These laws safeguard the public health, forbid industrial pollution, and prohibit the sale of illegal drugs and stolen property. The laws were not created to regulate profit, control competition, or establish prices. These factors are considered economic freedoms in a private enterprise system.
SOURCE:
EC:009
SOURCE:
EC LAP 15—People Power (Private Enterprise)

15.
B
Bad economy. In a bad economy, people are out of work and can't afford "extra" purchases. A bad economy may be considered a negative circumstance, but not all negative circumstances affect work availability and buying power. A bad investment may create a negative circumstance. Unexpected events can be positive or negative.  
SOURCE:
EC:010
SOURCE:
EC LAP 2—Risk Rewarded

16.
C
Human resources. There are three main forms of specialization of human resources: specialization by trade or profession, specialization by stage of production, and specialization by task. Natural resources are resources found in nature, such as water, oil, and iron ore. Capital goods are manufactured resources used to produce goods and services. Division of labor is dividing a large job or large workforce into smaller unit parts in order to accomplish the job faster and easier.
SOURCE:
EC:014
SOURCE:
EC LAP 7—Specialization of Labor

17.
B
Purchasing power. Inflation, which is a rise in prices, often has a negative effect on a service business's purchasing power because now it takes more money to buy the same item. As a result, the service business is able to buy less with the same amount of money. For example, as the inflation rate increases, $1 might only be able to buy $.90 or $.80 worth of goods. The service business spends more money to buy the same items. High levels of inflation do not have a negative effect on a service business's credit rating, import quota, or secondary market. 
SOURCE:
EC:083
SOURCE:
O'Sullivan, A., & Sheffrin, S.M. (2003). Economics: Principles in action (p. 342). Upper Saddle River, NJ: Prentice Hall.

18.
A
Sale of intangibles dominates. The main characteristic of a service-based economy is that its growth and prosperity depends on the sale of intangibles rather than on the sale of manufactured products. The United States is a service-based economy with the majority of workers being employed in areas such as financial services, information management, hospitality, health care, telecommunications, computing services, etc. Most of the jobs in a service-based economy do not require advanced degrees. A service-based economy usually relies on technology which develops quickly. Services are the main exports of a service-based economy.
SOURCE:
EC:092
SOURCE:
Zeithaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [pp. 5-6]. Boston: Irwin/McGraw-Hill.

19.
A
Stereotyping. A stereotype is a set image or an assumption about a person, a group of people, or a thing. Assuming that all people of a certain nationality will work long hours for low pay is stereotyping because it makes a judgment about a group as a whole rather than about individuals. Discrimination is unfair treatment of a person or a group based on the person's or group's characteristics. Prejudice is opinion or judgment that is based on feeling or hearsay, rather than fact. Harassment is any kind of behavior toward another person that is carried out for the purpose of annoying or threatening the individual.
SOURCE:
EI:017
SOURCE:
Miculka, J.H. (1999). Speaking for success (pp. 75-76). Cincinnati: South-Western Educational.

20.
A
Dependability. If people can count on you to do what you say, you possess the trait of dependability. Being dependable means carrying your own weight. Industriousness, adaptability, and assertiveness are other desirable personal traits that will contribute both to your ability to get along with others and to the caliber of your job performance; however, they are not necessarily associated with dependability. 
SOURCE:
EI:018
SOURCE:
EI LAP 9—You've Got Personality (Personality Traits in Business)

21.
C
Building a clientele. A clientele is a group of regular customers. It is very beneficial for the individual and the service business to have regular customers whose business you can count on. Earning raises or bonuses, making career advances, and changing employment easily are ways that honesty and integrity benefit individuals.
SOURCE:
EI:022
SOURCE:
Clark, B., Sobel, J., & Basteri C.G. (2006). Marketing dynamics (p. 69). Tinley Park, IL: Goodheart-Willcox.

22.
A
Feedback. Feedback is evaluative information given to you about the things you say and do. It is a supervisor's responsibility to give you feedback from time to time in the form of constructive criticism that will enable you to improve your job performance. This is work related and not personal assistance. It also is not external training, which is training provided by persons or organizations outside the business. Motivation is the process of trying to get employees to strive to achieve management's objectives because they want to achieve them.
SOURCE:
EI:003
SOURCE:
Kimbrell, G., & Vineyard, B.S. (2006). Succeeding in the world of work (p. 179). New York: Glencoe/McGraw-Hill.

23.
D
Interact with other people. Empathy helps you to interact with other people because you are sensitive to their feelings and keep an open mind. Empathy should help you to handle personal conflicts, but not all conflicts can be avoided. Developing technical skills requires specialized training unrelated to empathy. Selecting an appropriate career depends upon gathering an adequate amount of information about yourself and about career opportunities.
SOURCE:
EI:030
SOURCE:
EI LAP 12—Have a Heart (Empathy)

24.
C
Barriers to. There are barriers to being assertive even though being assertive is the way to go. For one, some people do not like conflict of any kind and often try to avoid it at all costs. They are afraid that being assertive will ruin friendships. They do not want to appear to be aggressive so they do not stand up for themselves. Not liking conflict of any kind and avoiding it at all costs are not reasons for being assertive, methods of being assertive, or advantages of being assertive.
SOURCE:
EI:008
SOURCE:
QS LAP 4—Speak Up

25.
D
Seeing a future they want to create. Vision is the future you desire to create and involves making positive changes to make it happen, which requires determination and hard work. Having vision involves not only wanting to create positive change, but taking the steps necessary to bring about change. A vision is more than a dream and involves putting forth effort to achieve that dream. Goals are more specific and more measurable than visions. A mission statement deals with a situation right now, whereas a vision deals with the future.
SOURCE:
EI:063
SOURCE:
QS LAP 11—Picture This!

26.
B
Getting acquainted with coworkers helps you to treat them fairly. In order to know what would be fair to coworkers, you first need to become acquainted with them. This doesn't mean that you should ask them personal questions but general questions that will provide a basis for understanding. It is not necessary to establish personal friendships with coworkers, but you should speak to them every day.
SOURCE:
EI:036
SOURCE:
HR LAP 24—Treating Others Fairly at Work

27.
D
Medium of exchange. A medium of exchange is something of value that can be used to obtain goods and services. The most common form is money. Money is what individuals, businesses, and governments use to buy what they need and pay expenses. Money is the thing of value. It is not a system of cash, a method of investment, or a process of accounting.
SOURCE:
FI:060
SOURCE:
McConnell, C.R., & Brue, S.L. (2005). Economics: Principles, problems, and policies 
(16th ed.) [pp. 232-233]. Boston: McGraw-Hill/Irwin.

28.
B
Financing. Financing is a marketing function that involves understanding the financial concepts used in making business decisions. One aspect of financing is determining the need for and availability of financial resources to aid in marketing activities. These activities would include buying for resale, developing products, or getting the product(s) to market. Pricing is determining and adjusting prices to maximize return and meet customers' perceptions of value. Promotion communicates information about goods, services, images, and/or ideas to achieve a desired outcome. Purchasing is a business activity that involves the planning and procedures necessary to obtain goods and services for use in the carpet-cleaning company or for resale.
SOURCE:
FI:001
SOURCE:
Everard, K.E., & Burrow, J.L. (2001). Business principles and management (11th ed.) 
[p. 547]. Cincinnati: South-Western.

29.
B
Reviewing account balances online. Online banking allows businesses to perform many of the transactions that previously required the help of bank employees. Because of computer technology, a business's computer can connect with a bank's computer system by way of the Internet. Then, the business can perform various transactions, such as review balances in checking and savings accounts, transfer funds from one account to another, and pay bills. This technology makes its possible for a business to access its financial information at any time without contacting the bank. Ordering specialized checks and contacting tellers for information are not examples of using technology in the financing function. Electronically sending payment to vendors is a use of technology; however, sending payment by way of conventional checks is not a use of technology.
SOURCE:
FI:038
SOURCE:
Eggland, S.A., Dlabay, L.R., & Burrow, J.L. (2004). Intro to business (5th ed.) [p. 340]. Mason, OH: South-Western. 

30.
A
Transactions. A transaction is a business activity, such as a sale or a return. These transactions must be recorded accurately as part of the accounting information. Credit is the arrangement by which businesses or individuals can purchase now and pay later. Investments involve using money (e.g., to purchase stock) to generate a profit. A quota is a specific goal to be met.
SOURCE:
FI:085
SOURCE:
FI LAP 5—Show Me the Money

31.
C
Money, maps, and management. Budgets can be described in terms of money, maps, and management. Budgets are about money, can be compared to maps, and are great management tools. Account books, bills, and bankruptcy; desires, debt, and discipline; and savings, sales, and success are all related to certain aspects of budgeting, but none describes its main characteristics as well as money, maps, and management.
SOURCE:
FI:106
SOURCE:
FI LAP 3—Money Tracks

32.
C
Financial transactions. Posting occurs when accounting information is listed on a client's record. The purpose of posting is to record financial transactions and keep track of charges and payments. For example, a client might pay a retainer to obtain the services of a law firm. The firm posts this amount to the client's record to indicate that the client is entitled to a certain dollar amount of services. When services exceed that amount, the firm posts charges on the account. When another payment is received, it is posted on the client's record. The posting process updates the financial transactions. Law firms do not post court appearances, scheduled meetings, or personal characteristics on a client's record.
SOURCE:
FI:312
SOURCE:
Vallen, G.K., & Vallen, J.J. (2000). Check-in: Check-out (6th ed.) [p. 331]. Upper Saddle River, NJ: Prentice Hall.

33.
A
Debit. A debit is the opposite of a credit. When a health-care facility transfers charges from one account to another, there is a credit to one account and a debit to another account. The amount of credit and debit must be equal. For example, if one account is credited with $50, the other account must be debited by $50. Transferring charges from one account to another does not involve crediting one account and discounting, rebating, or canceling another account.
SOURCE:
FI:318
SOURCE:
Vallen, G.K., & Vallen, J.J. (2000). Check-in: Check-out (6th ed.) [pp. 345-346]. Upper Saddle River, NJ: Prentice Hall.

34.
D
The marketing environment is constantly changing. Marketers need information in order to keep up with these rapid changes. Other reasons that marketers must gather information include an increasing geographic scope for businesses, hard-to-please consumers, and increasing competition.
SOURCE:
IM:001
SOURCE:
Soloman, M. R., Marshall, G. W., & Stuart, E. W. (2008). Marketing: Real people, real choices (5th ed.) [p. 107]. Upper Saddle River, NJ: Pearson Prentice Hall.

35.
B
Selling consumer information without consent. Some service businesses (e.g., landscape companies, pet-grooming services) engage in unethical practices when gathering marketing information, such as selling consumer information without consent. When this occurs, it makes it difficult for other businesses to obtain data because consumers are reluctant to provide personal information that may be sold to others without their consent. Ethical service businesses always tell research participants how their information will be used and give them the opportunity to indicate that they do not want it to be sold to others. Ethical service businesses explain research procedures in detail, identify the sponsor of the research project, and ensure the anonymity of all participants.
SOURCE:
IM:025
SOURCE:
Soloman, M. R., Marshall, G. W., & Stuart, E. W. (2008). Marketing: Real people, real choices (5th ed.) [p. 126]. Upper Saddle River, NJ: Pearson Prentice Hall.

36.
C
Inexpensive. Compared to traditional methods of conducting research, the process of using the Internet to access information is inexpensive. Internet service providers charge service businesses and individuals a fee to use their services and access the Internet, but these fees are small compared to the costs involved in doing the research by hand. Service business managers can access data worldwide in a short period of time for a fraction of the cost of paying researchers to visit libraries and sort through volumes of material. The process of using the Internet to do research and gather data is not protected, restrictive, or regulated.
SOURCE:
IM:183
SOURCE:
Hair, J.F., Jr., Bush, R.P., & Ortinau, D.J. (2000). Marketing research: A practical approach for the new millennium (pp. 120-124). Boston: Irwin/McGraw-Hill.

37.
A
Explains the problem it wants to solve to the researcher. The pest-control business should explain the problem it wants to solve because researchers must understand not only what data are needed but why the data are needed. The researcher should gather only the data the pest-control business needs without looking for too much data or more data than the pest-control business can afford to gather. The pest-control business should allocate specific funds for research, not leave the costs up to the researcher.
SOURCE:
IM:010
SOURCE:
Soloman, M. R., Marshall, G. W., & Stuart, E. W. (2008). Marketing: Real people, real choices (5th ed.) [pp. 113-114]. Upper Saddle River, NJ: Pearson Prentice Hall.

38.
A
External environment. It is important for service businesses to collect marketing information from other sources in order to find out what is happening in the external environment. They need to know about the economy in general, any changes in demographics, legal or political situations, etc. This type of information is not available from within the service business but must be collected from outside sources, such as industry or trade organizations, government agencies, and consumer reports. Service businesses use both external and internal information in order to make marketing decisions and solve problems. Service businesses collect internal information from their own research departments. Internal information is also available from the parent corporation and the organization itself.
SOURCE:
IM:187
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2009). Marketing essentials (pp. 612-614). Woodland Hills, CA: Glencoe/McGraw-Hill.

39.
D
Wherever customers are. In an overall sense, marketing occurs wherever customers are. Advertisements, stores, and trucks are part of marketing and can be present when marketing occurs. But marketing occurs where customers live, work, study, recreate, etc.
SOURCE:
MK:001
SOURCE:
BA LAP 11—Have It Your Way!

40.
B
Used. Because of the nature of most services, they generally are produced and used at the same time. For example, a cab ride is a service that takes place while the customer is experiencing it. The customer is an important part of the service and participates in it. The same is true of most other types of services, such as health care, consulting, and lodging. The service is produced by the service provider at the same time the consumer uses it. Services are generally sold before they are produced and used. Services are not produced and priced at the same time. Services cannot be inventoried.
SOURCE:
MK:011
SOURCE:
Zeithaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [pp. 13-14]. Boston: Irwin/McGraw-Hill.

41.
B
Goal will be reached. Although the marketing strategy may involve lowering prices or organizing the tactics, a carpet-cleaning company's strategy is important because it shows how its goal will be reached. The marketing mix is blended after the marketing strategy is selected.
SOURCE:
MP:001
SOURCE:
IM LAP 7—Pick the Mix

42.
A
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:
MP:003
SOURCE:
IM LAP 9—Have We Met?

43.
B
Marketing. A marketing plan is a set of procedures or strategies for attracting the target customer to a business. The marketing plan is one part of the overall business plan that identifies the nature of the company, how it will operate, and what its goals and objectives are. The purpose of the marketing plan is to identify how the architecture firm will achieve its goals. An architecture firm does not usually does not include a credit plan, an emergency plan, or a training plan in its business plan.
SOURCE:
MP:007
SOURCE:
Zikmund, W., & d'Amico, M. (2001). Marketing: Creating and keeping customers in an 
e-commerce world (7th ed.) [pp. 632-633]. Mason, OH: South-Western.

44.
A
Sales forecast. The sales forecast predicts what a barber shop's sales volume should be at a predetermined level of marketing support and economic conditions. Accurate sales forecasts are important tools used for marketing strategy and financial strategy decision making. Demand analysis is a process that involves using various sources of information to guide the development and adjustment of merchandise offerings. A stock-turnover ratio is a comparison of the number of units sold to the average units of stock. Dollar control is keeping track of inventory according to the dollar value of the stock.
SOURCE:
MP:013
SOURCE:
Burrow, J.L. (2006). Marketing: Instructor's wraparound edition (2nd ed.) [pp. 538-539]. Mason, OH: Thomson/South-Western.

45.
D
Customer relationship management (CRM). A variety of computer software helps carpet-cleaning businesses streamline their business processes and increase their efficiency levels. CRM software organizes and stores information about the business's customers and prospective customers. The software facilitates the business's ability to build ongoing relationships with their customers. A business's manufacturing or production functions use materials requirements planning (MRP) software. Computer-aided engineering (CAE) software is useful for product development. Businesses use automated clearinghouse (ACH) software for financial purposes, particularly banking activities.
SOURCE:
NF:003
SOURCE:
Ivancevich, J.M., & Duening, T.N. (2007). Business principles, guidelines, and practices 
(2nd ed.) [p. 179]. Mason, OH: Thomson.

46.
C
Hyperlink. Many pages on the World Wide Web are connected by hyperlinks. A service business's home page may include hyperlinks that users can click on to jump to other pages on the service business's web site. Some service businesses include hyperlinks from their web sites to other related sites. For example, a service business searching government agencies might be able to jump from the FBI's site to the CIA's site by clicking on the hyperlink for that agency. An attachment is an electronic file attached to an e-mail message. Software are programs that instruct computers to perform specific operations. A password enables a user to gain access to certain sites.
SOURCE:
NF:006
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [pp. 82-84]. Cincinnati: South-Western College.

47.
C
Rights to privacy. More and more insurance companies are using marketing information systems to collect personal information about clients. What insurance companies do with this information is important because they risk violating their clients' rights to privacy. Insurance companies need to protect their clients' rights to privacy because clients who feel that insurance companies have misused their private information may stop doing business with those insurance companies or go so far as to take legal action. Clients' access to credit, level of service, or need for information are not affected by a business's use of a marketing information system.
SOURCE:
NF:013
SOURCE:
Miller, R.L., & Jentz, G.A. (2002). Management and e-commerce: The online legal environment (p. 80). Cincinnati: West Legal Studies in Business, South-Western College Publishing. 

48.
D
Have more choices. Customers have more choices when they are offered multiple methods for making a purchase or getting their questions answered. In the long run, this provides more conveniences because customers can shop online from their computers at home, 24 hours a day, seven days a week. More choices combined with better conveniences actually result in higher customer satisfaction levels. Service marketers can still identify and select target markets, regardless of the methods (i.e., telephone, face-to-face, or online) they use to communicate with customers.
SOURCE:
NF:044
SOURCE:
Zeithaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [p. 215]. Boston: Irwin/McGraw-Hill.

49.
B
Safety training. Safety training is formal instruction about ways to prevent danger or injury. Carpet-cleaning businesses can reduce the risk of accidents by instructing employees about how to use equipment properly, how to spot hazardous conditions, and the procedures to follow if safety is compromised. Fitness guidelines, supply manuals, and health tips will not reduce the risk of accidents in the workplace.
SOURCE:
OP:004
SOURCE:
Educational Institute of the American Hotel & Motel Association. (1999). Lodging management program: Year one (pp. 320-324). Lansing, MI: Author.

50.
C
Using closed-circuit television. Closed-circuit television can be used to monitor customer activity in a pet-grooming business's reception area as well as vendor and/or employee activity in other areas of the facility. This system helps prevent or detect theft as well as other types of unethical behavior that could possibly occur. Raising prices and setting fewer appointments would reduce customer traffic, which might improve security but would also reduce the pet-grooming business's income. Establishing longer hours could increase risk.
SOURCE:
OP:013
SOURCE:
Kimiecik, R. C., & Thomas, C. (2006). Loss prevention in the retail business (p. 56). Hoboken, NJ: John Wiley & Sons.

51.
A
Making sure that production deadlines were met. Follow-up is the last production activity. Its purposes include making sure production was carried out according to plan, that production schedules met customers' deadlines, and products met company standards. Projecting sales for products is sales forecasting. Estimating the number of steps in the production process is part of scheduling. Making sure that production steps follow the proper sequence is routing.
SOURCE:
OP:017
SOURCE:
BA LAP 1—Nature of Production

52.
B
Straightening up personal workstation. A routine housekeeping activity that employees should perform on a regular basis is straightening up of his/her personal workstation. If an employee's workstation and floor are cluttered with books, papers, and other supplies, the area around the employee's workstation can create a hazard for other employees because they might trip over the items and injure themselves. A business's maintenance staff is responsible for washing windows, vacuuming carpets, and cleaning the receiving area.
SOURCE:
OP:032
SOURCE:
Educational Institute of the American Hotel & Motel Association. (1999). Lodging management program: Year one (pp. 320-321). Lansing, MI: Author.

53.
B
Accept only cash and credit cards. Small beauty shops decide the forms of payment they will accept. Some shops decide to accept only cash and credit cards because they do not want the problem of losing money because of bad checks. Accepting only cash and credit cards eliminates the possibility of bad-check losses because the shop does not accept checks. When accepting personal checks, there is always the risk that the check is bad and the shop will not be paid. Requiring photo identification, verifying account information, and obtaining home and work phone numbers are ways to reduce bad-check losses. However, these procedures will not eliminate the possibility. 
SOURCE:
OP:114
SOURCE:
Berman, B., & Evans, J.R. (2004). Retail management: A strategic approach (9th ed.) 
[p. 322]. Upper Saddle River, NJ: Prentice Hall.

54.
C
Close the facility. A hair salon's employees generally check the waiting area and rest rooms for lingering clients when they are preparing to close the facility. Since cash drawers are counted and checked after the closing, the hair salon's employees walk through the facility to look for unauthorized individuals, lowering the risk of robbery. It is also the reason that the hair salon's entry doors are locked when conducting closing procedures. A hair salon's employees do not check the waiting area and rest rooms for clients before dismantling displays, changing shifts, or cleaning up the hair stylists' workstations.
SOURCE:
OP:131
SOURCE:
Berman, B., & Evans, J.R. (2004). Retail management: A strategic approach (9th ed.) 
[p. 385]. Upper Saddle River, NJ: Prentice Hall.

55.
A
Brainstorming. Brainstorming is a creative thinking technique involving the identification of as many different ideas as possible during a certain time frame. Brainstorming can be done by one person but is used most often in a group setting, such as employees getting together to share ideas in order to solve problems. Engineering firms often encourage employees to brainstorm to generate new approaches and solutions. Role-playing involves acting out a situation. Concept mapping involves drawing a map of your ideas so that you can see how one idea relates to another. Visualizing involves picturing something in your mind.
SOURCE:
PD:012
SOURCE:
PD LAP 2—Creativity

56.
C
Daily schedule. After you identify your activities, estimate how much time they will take, and identify their importance, you need to schedule when the activity will be completed during the day. A scheduled activity is much more likely to be carried out than one that has not been put on the schedule. A budget estimates what income and expenses will be for a specific period of time. A lead list is a list of organizations or individuals who might be interested in a salesperson's good or service. A job description is a written record of the duties and responsibilities associated with a particular job.
SOURCE:
PD:019
SOURCE:
OP LAP 1—About Time (Time Management in Business)

57.
C
Visit personnel offices to pick up applications. Visiting personnel offices to pick up application materials is one method of approaching prospective employers in order to look for a job. Personnel officers usually won't spend a lot of time with applicants who stop by, but they will be willing to provide information and answer simple questions. In some cases, an applicant may be able to schedule an interview for a later time. Before visiting personnel offices, applicants usually organize their information by preparing résumés, contacting associates to serve as references, and obtaining copies of school transcripts.
SOURCE:
PD:026
SOURCE:
Kimbrell, G., & Vineyard, B.S. (2006). Succeeding in the world of work (pp. 113-114). 
New York: Glencoe/McGraw-Hill.

58.
B
Give name clearly. Effectively beginning the interview is very important because first impressions are often long-lasting. One technique for getting off to a good start is to smile and give your name clearly when you greet the interviewer. This sends a positive signal to the interviewer and creates a good impression. It is inappropriate to tell jokes because the applicant probably does not know the interviewer personally. Interviewees should speak in a normal tone of voice. The interviewer should take the initiative.
SOURCE:
PD:028
SOURCE:
Kimbrell, G., & Vineyard, B.S. (2006). Succeeding in the world of work (pp. 136-317). New York: Glencoe/McGraw-Hill.

59.
A
Volunteer experience. Many teenagers entering the job market for the first time have never had paying jobs that they can list in the employment section of their résumés. It is acceptable for these people to list any volunteer experience that they might have had. Volunteer work is a substitute for paid work because it indicates that they have had experience following directions and completing tasks. Technical training, honorary memberships, and industry awards are types of information often listed in the education section of a résumé.
SOURCE:
PD:031
SOURCE:
Bailey, L.J. (2003). Working: Career success for the 21st century (3rd ed.) [p. 49]. Mason, OH: South-Western.

60.
B
Business interests or careers. Professional organizations and trade associations are formed specifically to unite people with similar business interests or careers. Members of individual organizations or associations may also have other factors in common such as training, education, or experience.
SOURCE:
PD:036
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2009). Marketing essentials (pp. 789-790). Woodland Hills, CA: Glencoe/McGraw-Hill.  

61.
C
Outgoing personality. Many jobs in the services marketing industry require frequent contact with customers; therefore, it is important for employees in these positions to have outgoing personalities. They need to enjoy working with people, be friendly, and be able to communicate effectively. Businesses have found that they need to recruit employees who have outgoing personalities because it is an intrinsic trait that cannot be easily taught. Aggressive behavior is conduct that ignores the rights of others or exploits them in order to achieve personal goals. A defensive attitude involves having a negative feeling toward criticism or suggestions. Manual dexterity is skill in using your hands.
SOURCE:
PD:049
SOURCE:
Lovelock, C., & Wright, L. (1999). Principles of service marketing and management 
(pp. 332-334). Upper Saddle River, NJ: Prentice Hall.

62.
C
Exchange. The exchange price is the amount of money that the buyer is willing to pay and the seller is willing to accept for a good or service. When a  dry cleaner decides to charge $7 to clean a shirt, it is because customers are willing and able to pay that amount. The exchange price indicates that the dry cleaner and the customers have agreed on a value for dry cleaning a shirt. A dry cleaner considers several factors when determining an exchange price. First, a dry cleaner needs to be flexible with its pricing and adjust the price depending on the amount that its target market is willing and able to pay. Also, a dry cleaner considers the prices that other dry cleaners are charging for the same service in order to remain competitive. Both the dry cleaner and the customers want the optimum value from the dry-cleaning service.
SOURCE:
PI:001
SOURCE:
PI LAP 2—The Price is Right (Pricing)

63.
B
To drive out competitors. 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. Predatory pricing is unethical because its only purpose is to drive out the competition. Home security businesses that engage in predatory pricing usually do so for only the amount of time it takes to drive out competitors, and then they raise the prices. Deceptive pricing is intended to mislead customers. Businesses that form agreements concerning prices are involved in price fixing. Businesses do not use predatory pricing in order to appeal to advertisers.
SOURCE:
PI:015
SOURCE:
Churchill, G.A., Jr., & Peter, J.P. (1998). Marketing: Creating value for customers (2nd ed.) [pp. 326-327]. Boston: Irwin/McGraw-Hill.

64.
A
Insurance. Fixed costs are those costs of doing business that do not change with changes in sales volume. They also include rent, mortgage payments, and utilities. Shipping charges, sales commissions, and cost of goods sold fluctuate directly with fluctuations in sales and are considered variable costs.
SOURCE:
PI:002
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2009). Marketing essentials (p. 767). Woodland Hills, CA: Glencoe/McGraw-Hill.

65.
D
To compile customer databases. Services businesses often use Internet technology to obtain valuable information about customers. Today, many businesses maintain web sites that are visited by many users who may be potential customers. When users visit the sites, the businesses often ask them to register in order to access the site. Then, the registration process involves answering a series of questions, such as name, street address, e-mail address, personal interests, business associations, etc. The businesses compile this information into customer databases that they can use to send additional information to those visitors who fit the criteria of their target markets. Businesses do not use the information that they are able to obtain due to the advances in Internet technology to develop production systems, interview potential employees, or prepare operating policies.
SOURCE:
PM:039
SOURCE:
Zikmund, W., & d'Amico, M. (2001). Marketing: Creating and keeping customers in an 
e-commerce world (7th ed.) [pp. 127-128]. Mason, OH: South-Western.

66.
C
Ethical. When a lawn-care business exhibits ethical behavior, it is being socially responsible because it is considering society's well-being. A lawn-care business that reduces its use of toxic chemicals is exhibiting an ethical attitude because it is taking steps to preserve the natural environment and not damage the atmosphere. A lawn-care business that reduces its use of toxic chemicals is not necessarily exhibiting logical, authentic, or conservative attitudes or beliefs.
SOURCE:
PM:040
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2002). Marketing essentials (3rd ed.) 
[pp. 312-313]. Woodland Hills, CA: Glencoe/McGraw-Hill.

67.
D
Group members most often generate new ideas by altering or building upon another idea. When more than one person is involved in the creative-thinking process, different types of ideas are often generated because each member has a unique point of view. Often, one member contributes an idea. When this occurs, another member might come up with another idea based on the original idea. The success of group creative-thinking processes depends on many factors including each member's contribution and the situation requiring idea generation. Therefore, it cannot be assumed that one technique is more effective or generates more ideas than another technique.
SOURCE:
PM:127
SOURCE:
PM LAP 11—Unleash Your Oh! Zone

68.
B
Idea generation. Idea generation is the process of thinking up or creating new plans, schemes, or thoughts. Businesses use the process to create new products and to modify existing products. Service businesses (e.g., hair salons) get ideas for new services from many sources, including employees, trade associations, and their customers. For example, a customer might tell his/her hair stylist that s/he would like the business to offer facials and other spa services. Product testing, idea screening, and product evaluation are steps in product development that occur after generating the ideas for new products.
SOURCE:
PM:071
SOURCE:
Clark, B., Sobel, J., & Basteri, C.G. (2006). Marketing dynamics (p. 637). Tinley Park, IL: Goodheart-Willcox.

69.
A
Offering supplementary services. Supplementary services are services that are outside of the core services that the business offers to customers. These supplementary services often help businesses set themselves apart from the competition. Because many services are basically the same regardless of the business that provides them, customers may not have a preference for one business over another. If a business can offer supplementary services that appeal to customers, customers may choose that business rather than its competitor(s). Monitoring pricing strategies, using service intermediaries, and joining professional organizations are not trends in new-service development.
SOURCE:
PM:072
SOURCE:
Hoffman, K., & Bateson, J. (2002). Essentials of services marketing: Concepts, strategies, 
& cases (2nd ed.) [pp. 70-71]. Orlando, FL: Harcourt.

70.
D
Reduced number of products available. Time standards monitor the amount of time needed to complete an activity. Not completing activities on time often results in fewer products' being produced or being available for sale. This can increase costs to the point that businesses have a financial loss. The effects on product quality and promotion cannot be determined.
SOURCE:
PM:019
SOURCE:
PM LAP 8—Grades and Standards

71.
D
Express and implied. The two classifications of warranties based on whether promises are stated or simply understood are express and implied warranties. Express warranties are stated orally or in writing, while implied warranties are simply understood. Full and limited warranties are two classifications of warranties based on the extent of the promises made.
SOURCE:
PM:020
SOURCE:
PP LAP 4—Warranties and Guarantees

72.
D
Positioning. Positioning is a product mix strategy in which a beauty salon creates a certain image or impression of a product in the minds of consumers. Beauty salons must determine the best position to seek for their products because correct positioning is necessary to sales and profits. Positioning can make or break a salon's product mix. Contraction is a product mix strategy in which a beauty salon removes, or deletes, product items or product lines from its product mix. Alteration is a product mix strategy in which a salon makes changes to its products or product lines. Expansion is a product mix strategy in which a business expands its product mix by adding additional product items or product lines.
SOURCE:
PM:003
SOURCE:
PM LAP 3—Mix and Match (Product Mix)

73.
C
Price and product. The marketing elements of price and product are being used to position the product by emphasizing the quality that is available at a high price. The rental business is combining product and price. The business is not using promotion or place to position the product.
SOURCE:
PM:042
SOURCE:
Burrow, J.L. (2002). Marketing (pp. 171-173). Mason, OH: South-Western.

74.
A
Brand recognition, brand preference, and brand insistence. Companies try to create brand loyalty to increase sales. The usual stages of brand loyalty are brand recognition, in which the brand is introduced and becomes recognized by consumers; brand preference, in which consumers prefer to purchase the brand because of their positive experience with it; and brand insistence, in which customers insist on buying the brand and will not accept a substitute.
SOURCE:
PM:021
SOURCE:
PM LAP 6—It's a Brand, Brand, Brand World! (The Nature of Branding)

75.
A
Delivering packages overnight. A service business performs intangible activities that satisfy the wants of consumers or industrial users. These intangible acts and processes are the business's products. Delivering packages overnight is the product of a business that sells transportation and delivery services. Although the business is transporting a physical package, the act of delivering it is the service, or product. The services a business sells to customers should not be confused with the services that a business provides to customers. Providing pricing information, resolving problems, and taking orders are customer-service activities that support the sales operation of the business.
SOURCE:
PM:080
SOURCE:
Zeithaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [pp. 2-5]. Boston: Irwin/McGraw-Hill.

76.
A
Customers'. A service business performs specialized, intangible activities that satisfy the needs and wants of consumers or industrial users. A service culture refers to the collective attitudes and behaviors that influence the way that a service business carries out its activities. To create a positive service culture, a service business must create and maintain an environment that fosters positive customer relationships. Although it is important to consider the business's employees and vendors, the customers' needs and expectations are the most important priority. A service business is not concerned about its competitors' needs and expectations.
SOURCE:
PM:168
SOURCE:
Clark, B., Sobel, J., & Basteri, C.G. (2006). Marketing dynamics (pp. 622-626). Tinley Park, IL: Goodheart-Willcox.

77.
D
Service-recovery process. The guidelines that a business establishes and uses to resolve customers' complaints and problems with a product are called the service-recovery process. Service businesses that try to resolve problems efficiently and fairly so that the customer is satisfied with the outcome is using an efficient service-recovery process. For example, if a customer complains that a janitorial service did not clean the bathrooms to his/her satisfaction, the janitorial service might offer a discount or provide a free supplemental service as a way to appease the customer. A continuous-improvement plan is a set of procedures that a company uses to improve its performance in many areas of the business. Customer-retention efforts often include activities to build and develop positive sales relationships but do not focus entirely on resolving customers' complaints or problems. Response-maintenance program is a fictitious term. 
SOURCE:
PM:169
SOURCE:
Zeithaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus across the firm (2nd ed.) [pp. 166-167, 175]. Boston: Irwin/McGraw-Hill.

78.
D
Place. Place is the internal marketing factor that involves promoting a product only where and when it is available. A local dry cleaner that will be offering a new delivery service in only one area should consider targeting customers in that section of town. It would be useless for the dry cleaner to promote the service in a place where customers are unable to use it. Price is a marketing element requiring marketers to determine the amount of money they will ask in exchange for their products. Legal and social are external factors that a business should consider when deciding which promotional tools to use.
SOURCE:
PR:001
SOURCE:
PR LAP 2—Promotion

79.
D
To compete for customers. In many cases, competing pest-control businesses use very similar promotional mixes. This can be attributed to the fact that many of the factors affecting the promotional mix will have the same effect on all pest-control businesses. If couponing and newspaper advertising are effective for one pest-control business, other pest-control businesses will use the same promotion to avoid losing customers to the competition. A pest-control business would not use the same promotional mix as other pest-control businesses to reduce expenses. Promotion is intended to send messages and explain services, but those are not reasons for using the same promotional mix as competitors.
SOURCE:
PR:003
SOURCE:
PR LAP 1—Promotional Mix

80.
D
Promotional. Promotion is the marketing element that involves the various types of communications that marketers use to inform, persuade, or remind customers of their products. Advertising is a nonpersonal, paid form of promotion. To protect consumers from misleading or deceptive advertising, governments develop and enforce laws that regulate how businesses can promote their products. Distribution refers to the activities that involve moving or transferring ownership of products from producers to consumers. Financial activities involve the allocation of funds to operate a business. Research activities involve collecting and analyzing data.
SOURCE:
PR:101
SOURCE:
Semenik, R.J. (2002). Promotion and integrated marketing communications (pp. 192-195). Mason, OH: South-Western.

81.
B
The mix of local ads varies based on the cable provider. Time Warner Cable airs a different mix of local advertising than Wide Open West, which means that the owner of the small dry-cleaning business would need to purchase ads with both cable providers to get the most local coverage. National network ads remain the same regardless of what cable provider is used. Fox, WB, and UPN are network channels rather than local channels; therefore, these options would be excluded as an advertising choice. People from all across the United States will only see the ad if it is broadcast on network, cable, or satellite television.
SOURCE:
PR:007
SOURCE:
PR LAP 3—Ad-quipping Your Business (Types of Promotional Media)

82.
A
Spam filters. Direct mail is a promotional medium that comes to consumers' homes and businesses. E-mail is a form of direct mail that service businesses send by computer. Spam is junk e-mail that the recipient does not request and does not allow the recipient to request removal from the subscriber list. To reduce the amount of spam recipients receive, service businesses and consumers are installing software programs that filter the spam, which keeps it from reaching the intended recipients. Invalid e-mail addresses, rather than home addresses, would prevent e-mail recipients from receiving e-mail. Reply options do not keep e-mail from reaching the intended message recipients. Promotion control is a fictitious term.
SOURCE:
PR:089
SOURCE:
Arens, W.F. (2004). Contemporary advertising (9th ed.) [p. 574]. Boston: Irwin/McGraw Hill.

83.
C
Logotype. The logotype is the name and/or symbol used by a service business. Service businesses believe that having a unique logotype creates an image that people will come to recognize and associate with a specific service business. The logotype clearly identifies the product's brand or advertiser to consumers. An illustration is a photograph, drawing, painting, or graphic such as a chart, table, or graph. A headline is text set in large type and usually positioned at the top of an advertisement. A photograph is an illustration.
SOURCE:
PR:014
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2009). Marketing essentials (pp. 427-428). Woodland Hills, CA: Glencoe/McGraw-Hill.

84.
C
Increase its sales and profits. This is the carpet-cleaning company's ultimate goal—what it hopes the promotional plan will help it to accomplish. The other alternatives are objectives that may be part of the overall plan. The carpet-cleaning company may also use promotion to create or to maintain a specific image, which appeals to its target market. All of these factors are part of the effort to increase sales and profits.
SOURCE:
PR:073
SOURCE:
Zikmund, W.G., & d'Amico, M. (1999). Marketing (6th ed.) [pp. 463-464]. Cincinnati: South-Western College.

85.
B
Carry out the theme of. Displays should be built around the same theme as that of the firm's advertisements. The theme of the ads and the displays should be clear to viewers and give them the same message about the product(s). Displays cannot take the place of advertisements since they serve different functions. Displays should not contrast or compete with advertisements but serve as reinforcements in the overall promotional program.
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.

86.
A
Marketing. The marketing mix is the combination of the four elements of marketing—product, place, promotion, and price.  Integrated marketing communications refers to the coordination of clear and unified messages that a business distributes through various message channels to its customers and to the public about itself and its products. Successful integrated marketing communications make sure that each message channel (e.g., brochures, web site, broadcast advertisement) conveys the same information to provide clear, unified (consistent) messages. Management is a business activity. Sales are part of the marketing function. Product mix is the particular assortment of goods and services that a business offers in order to meet its market's needs and its company's goals.
SOURCE:
PR:216
SOURCE:
Semenik, R.J. (2002). Promotion and integrated marketing communications (p. 24). Mason, OH: South-Western.

87.
C
Kelly tells Kyle that her dentist is using a new, pain-free technique to fill cavities. Promotion is the various types of communications that marketers use to inform, persuade, or remind customers of their products. Word-of-mouth promotion occurs when people discuss or recommend certain products to others, while in an informal setting. When Kelly tells Kyle about an innovative, pain-free process that her dentist uses, she is promoting a specific business service. A service business performs specialized, intangible activities that satisfy the needs and wants of consumers or industrial users. Kyle might decide to go to Kelly's dentist upon hearing about the dentist's services. Kate is engaging in research when she conducts an Internet search to locate local attorneys. Although Marco and Jake might make purchases based on recommendations, a stereo system and a computer are goods rather than services.
SOURCE:
PR:217
SOURCE:
Clark, B., Sobel, J., & Basteri, C.G. (2006). Marketing dynamics (p. 210). Tinley Park, IL: Goodheart-Willcox.

88.
A
Service. Most businesses feel customers (clients) are entitled to this service, rather than considering it as a courtesy, a favor, or a bonus. Through well-trained, well-informed salespeople, selling provides the client with valuable product knowledge that can aid in making sound buying decisions.
SOURCE:
SE:017
SOURCE:
SE LAP 117—Sell Away (The Nature and Scope of Selling)

89.
B
Product knowledge. 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.

90.
C
Assess sales staff performance. By assessing sales staff performance, managers can determine the success of the employees and the selling policies. Salespeople interact with potential customers and explain policies. Regulations are determined by federal and state governments along with regulatory agencies. Salespersons' responses are directed by the established selling policies.
SOURCE:
SE:932
SOURCE:
Levy, M., & Weitz, B. A. (2007). Retailing management (6th ed.) [pp. 251-252]. Boston: McGraw-Hill/Irwin.

91.
D
Unethical behavior. Unethical behavior involves acting in a way that is wrong. A service business salesperson who moonlights or attends classes on company time is behaving unethically because s/he is not working during the time for which s/he is being paid. In fact, these activities are ways of stealing (wages) from the service business. Some service businesses allow employees to hold second jobs, however, these jobs should be performed on their own time and should not interfere with their primary job responsibilities. Unless the class is related to the salesperson's job, a service business usually expects  the salesperson to attend class on his/her own time. Misusing company assets involves using company cars for personal activities or padding expense accounts. Salespeople who moonlight or attend classes on company time are not wasting their time, but are using company time for personal activities. Moonlighting or attending classes on company time are not violations of the law.
SOURCE:
SE:106
SOURCE:
Futrell, C.M. (1999). Fundamentals of selling: Customers for life (6th ed.) [pp. 87-88]. Boston: Irwin/McGraw-Hill.

92.
D
Salesperson says the lawn treatment is safe. Misrepresentation involves exaggerating the capabilities of a good or service or promising more than a good or service can provide. To avoid misrepresenting a good or service, salespeople should understand the difference between making factual statements and simply praising a good or service. Saying that the lawn treatment is safe is usually considered a factual statement. If that proves to be incorrect because the chemicals used harm the lawn or make people sick, a customer might take legal action against a company and the salesperson for misrepresentation. It would be better for the salesperson to say the service is safe in most situations when used correctly, or that studies have found the service to be safe most of the time. Then, the salesperson has not promised that the lawn treatment is always safe. It is not misrepresentation to offer a standard discount, point out a feature of a service, or describe an obvious benefit.
SOURCE:
SE:108
SOURCE:
Futrell, C.M. (1999). Fundamentals of selling: Customers for life (6th ed.) [pp. 92-93]. Boston: Irwin/McGraw-Hill.

93.
C
Advertising materials. Advertising is any paid form of nonpersonal presentation of ideas, goods, or services. Business-services salespeople should be familiar with all of the company's brochures, ads, and other promotions in order to use the information they contain in selling to customers. News releases generally present information of general interest that may or may not be useful in selling. The information found in personnel records and financial reports is often confidential and not meant to be shared with customers.
SOURCE:
SE:062
SOURCE:
Burrow, J.L. (2002). Marketing (pp. 465-466). Mason, OH: South-Western.

94.
B
Benefits. Customers do not buy features; they buy benefits. In order to persuade customers to buy, home-security salespeople need to be able to translate the features of their services in terms of benefits to the individual customer. By explaining the benefits of those services, salespeople will enable customers to understand the differences between their services and those of their competitors. A feature is a fact or characteristic of the product. Warranties and uses are product features.
SOURCE:
SE:109
SOURCE:
SE LAP 113—Find Features, Boost Benefits (Feature-Benefit Selling)

95.
B
Economic needs. Most buying decisions are affected by economic needs and what consumers think is the best way to spend their money. Consumers buy certain services and pay certain prices for a variety of reasons, such as to save money, get the best quality, or save time. Some consumers always look for the lowest priced services because saving money is important to them. Others will spend more to get the best quality or to save time. A consumer who looks for the lowest priced service is not making a buying decision based on past experience, basic wants, or current information.
SOURCE:
SE:112
SOURCE:
O'Sullivan, A., & Sheffrin, S.M. (2003). Economics: Principles in action (p. 3). Upper Saddle River, NJ: Prentice Hall. 

96.
A
Substitute selling. Substitute selling involves suggesting services other than the original request. The salon employee uses substitute selling by telling Pete that Wanda can cut his hair because Beth is on vacation. Optional selling is not a sales technique. Since the price of the product is not given, it is not possible to determine whether trading up to a higher priced product, trading down to a lower priced product, or buying the same price product has been suggested.
SOURCE:
SE:114
SOURCE:
SE LAP 111—Using Substitute Selling

97.
A
Get the customer talking. The best way to find the real objection is to get the customer talking. By asking questions pertaining to the service and then by carefully listening to the customer, the real objection may surface. Once business-services salespeople have uncovered the real objections, they can provide the answers that might encourage customers to buy. Business-services salespeople should never ask customers personal questions. Waiting for customers to explain may not uncover their real objections. Business-services salespeople should not suggest that customers are not being truthful.
SOURCE:
SE:874
SOURCE:
SE LAP 100—Converting Objections

98.
D
A sincere effort to be of service to the customer. Suggestion selling should offer items that will increase the customer's satisfaction with his/her purchase. People react negatively to high-pressure methods. Passiveness will not bring items to the attention of the customer. Suggestion selling might include unrelated items, greater quantities, and higher priced items.
SOURCE:
SE:875
SOURCE:
Farese, L. S., Kimbrell, G., & Woloszyk, C. A. (2009). Marketing essentials (pp. 321-323). Woodland Hills, CA: Glencoe/McGraw-Hill. 

99.
B
Open-ended. The purpose of probing is to get the customer talking. An open-ended question requires more than a "yes" or "no" answer. A closed-end question is a question that is structured so that it can be answered "yes" or "no." Personal and sensitive questions should not be asked as they may offend the customer.
SOURCE:
SE:113
SOURCE:
SE LAP 120—Probing

100.
A
Using consistent, clear, and friendly communication. Customers who buy services often perceive the purchase to be a greater risk to them because services are intangible, one-time experiences. To help customers feel comfortable about purchasing services, service businesses should use a consistent, clear, and friendly communication mix to inform customers about their products, philosophies, and policies. For example, a doctor might tell his/her patients (customers) that s/he he believes in providing medical care in a certain way. The doctor might print brochures to communicate information about his/her medical philosophy and medical credentials. The doctor might also rely on positive word-of-mouth referrals from his/her patients to build trust and goodwill. By using a combination of communication methods, the doctor can often help to reduce the patients' risk perceptions. Developing and maintaining a web site is one way that service businesses can communicate consistent, clear, and friendly information about services. Service businesses use customer satisfaction surveys to evaluate services rather than to reduce customers' risk perceptions. Most service businesses create and implement customer-service policies and procedures; however, it is the way the information is communicated that will help customers feel comfortable about purchasing services from the business.
SOURCE:
SE:187
SOURCE:
Hoffman, K., & Bateson, J. (2002). Essentials of services marketing: Concepts, strategies, 
& cases (2nd ed.) [pp. 201-202]. Orlando, FL: Harcourt.
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