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When a professional football expansion team is established in a community, the

economic impact might result in

A. increased job creation and more consumer spending.

B. more tourism, lower tax rates, and high interest rates.

C. business closures, job layoffs, and high inflation rates.

D. higher tax rates and fewer financial investment opportunities.

/A

Increased job creation and more consumer spending.  When a sport/event

organization comes to town, it needs employees to conduct the tasks that keep

the business going.  For example, the organization needs sales personnel to

sell the venue to fans, and facility maintenance personnel to keep the building

in proper working condition.  Therefore, job creation usually increases.  When

more people are employed, they tend to spend more money.  A new sport/event

venue often impacts the sales of businesses (e.g., restaurants) located near

the facility.  Therefore, increases in consumer spending often occur.  In

addition, tourism often increases because more visitors are likely to come to

the area as sport/event spectators.  The economic impact of a new sport/event

venue does not usually result in business closures, job layoffs, high

inflation, or high interest rates.  With an increase in business, it is

possible that the area experiences higher financial opportunities rather than

fewer.  Tax rate changes are dependent on the community's tax initiatives.

$$1

Why do sportswear stores include social issues, such as a supplier's use of

sweatshops, as part of the vendor evaluation process?

A. So corporate buying policies are followed when purchasing on consignment

B. Because the use of sweatshops often leads to poor publicity for the store

C. To ensure that products manufactured at sweatshops are taxed at a lower rate

D. To verify that ethical issues are addressed when invoicing and billing

     customers

/B

Because the use of sweatshops often leads to poor publicity for the store.

Sweatshops are factories that often have poor working conditions and underpay

the employees.  Sometimes the employees are young children.  Because many

people feel that this is unethical and inhumane behavior, sportswear stores

often refuse to purchase goods from sweatshops.  Use of sweatshops might cause

a store to experience unfavorable publicity that might result in lost sales.

Consignment buying policies are financial arrangements in which goods are paid

for after they are purchased by the final customer.  Product taxation is

generally considered a legal issue, not a social issue.  Invoice and billing

arrangements are not generally considered social issues.

$$2

Top-Flite wanted to design a new golf ball so the company could keep up with

what its customers wanted.  Management questioned a sample of golfers to find

out what they were looking for in a golf ball.  Because of this information,

the company was able to determine what kind of ball to produce and how much to

produce.  This process is known as the __________ stage of production.

A. planning

B. purchasing

C. routing

D. production process

/A

Planning.  Top-Flite used the planning stage of production by finding out what

its customers wanted, designing new products or updating existing products,

determining how the products will be produced, and determining how much of the

product to produce.  Purchasing involves the purchase of the resources that go

into manufacturing the balls, such as the materials for the golf ball cover and

insides.  Routing determines the sequence for the steps in the production

process, such as making the inside of the ball first and then attaching the

cover.  The production process involves the company's decision about the most

appropriate production method to use, either intermittent or continuous

production of its golf balls.

$$3

What type of information often helps an event organizer to project revenues for

an annual fund-raising event?

A. Subjective

B. Historical

C. Vertical

D. Regulatory

/B

Historical.  Historical data refers to past records or information.  When an

event occurs every year, event organizers keep records of expenses, activities,

and attendance.  Previous sales, vendor receipts, and attendance figures can

help the event organizer to forecast future earnings and plan for the next

event.  Subjective is a general term used to describe judgments that are made

based on personal preferences or experiences.  Vertical is a general term used

to describe different levels of something.  Regulatory is a general term and

refers to rules that a person or group follows.

$$4

Which of the following is an example of concert hall managers dealing

unethically with employees:

A. Downsizing the workforce

B. Offering limited part-time options

C. Monitoring use of supplies

D. Disciplining a whistle blower

/D

Disciplining a whistle blower.  A whistle blower is an employee who informs on

a concert hall that is doing something wrong or harmful.  In most cases, the

employee tells an agency that has the authority to make the concert hall change

its ways.  An example is an employee reporting a safety hazard to an agency

that can make the hall correct the problem, pay a fine, or both.  If concert

halls take disciplinary action against a whistle blower, they are being

unethical because the employee has the right to report wrongdoing.  Unethical

discipline might include giving the employee bad performance ratings that are

not appropriate or denying promotions that have been earned.  Ethical concert

halls try to treat all employees equally and not punish those who point out

problems.  Downsizing the workforce is ethical if handled correctly and often

occurs when the economy is slow.  Concert halls are not required to offer

part-time positions.  Monitoring the use of supplies is a routine business

activity.

$$5

A customer wants to cancel a deposit for a ticket order that s/he charged by

credit card.  When processing the cancellation request, the sport/event ticket

representative should

A. reimburse the customer with cash or a money order within thirty days.

B. remove the charges from the credit card on which the transaction occurred.

C. advise the customer that a service fee will be charged to the credit account.

D. transfer the credit-card charges to an alternative credit card or bank

     account.

/B

Remove the charges from the credit card on which the transaction occurred.  A

deposit is often refunded to a customer by the original form of payment used by

the customer.  A sport/event organization that receives payment by a specific

credit card (e.g., American Express) works with the credit institution to

remove the charges from the same account or credit card.  Since the customer is

canceling the ticket order and requesting reimbursement, the charges would not

be transferred to another credit card or a bank account.  Because sport/event

organizations often have different reimbursement policies, refunds are not

always processed by cash or money order within thirty days.  In addition,

service fees for cancellation requests are stipulations of a reimbursement

policy and are not always charged.

$$6

The availability of registration assistance, the level of technical support,

and fees are primary considerations for sport/event marketers when they are

selecting a

A. web host.

B. domain name.

C. search engine.

D. navigation system.

/A

Web host.  A web host is a service that stores web pages on a server for a

monthly fee.  A sport/event organization uses these services if it engages in

web-based marketing activities. When sport/event marketers review and select

web hosts, they often consider monthly service charges (fees) and the amount of

technical support and assistance (e.g., registering domain name) the web host

can or will provide.  A domain name is a sport/event organization's web

address.  A search engine is a software program that automatically crawls the

Web looking for information pertaining to specified search terms and displays a

list of results.  Navigate is a general term that means to travel from site to

site.  Navigation system is not a term that is used in relation to the

selection of web hosts.

$$7

When writing e-mail messages, convention center employees should remember that

e-mails

A. are private conversations.

B. take a long time to prepare.

C. are formal correspondence.

D. can be forwarded to others.

/D

Can be forwarded to others.  When convention center employees write e-mail

messages to coworkers or customers, the recipients of the messages can forward

them to others without the sender's knowledge or permission.  Therefore,

employees should be cautious about the content of e-mail messages because they

have no control over what the recipients do with the e-mails.  It is best not

to include personal or sensitive information in e-mails, particularly if the

sender wants the information to remain private.  E-mail messages are not

private conversations, do not take a long time to prepare, and are not

considered formal correspondence.

$$8

When selecting security personnel, sport/event managers often develop written

procedures that allow the sport/event organization to

A. conduct a thorough background check on the applicant.

B. ask the applicant to provide five personal references.

C. require the applicant to provide a notarized credit report.

D. provide the applicant with a uniform to meet dress code requirements.

/A

Conduct a thorough background check on the applicant.  Security personnel often

have access to sensitive areas of the sport/event organization.  For example,

security guards are often stationed near stadium locker rooms, throughout the

facility, and areas where cash and valuables are stored.  By conducting

thorough background checks, the sport/event organization can determine if the

applicant has a history of criminal behavior or convictions.  Therefore,

conducting background checks can reduce the risk to the organization by making

sure that it is hiring an appropriate (e.g., honest) candidate.  Although many

sport/event organizations might require applicants to provide professional and

personal references, the number varies by organization.  Credit reports do not

necessarily need to be notarized or provided by the applicant.  Applicants are

usually not issued uniforms until they are hired by the sport/event

organization.

$$9

When developing incident-reporting procedures, sport/event organizations often

address issues such as personal injury, ticket scalping, security threats, and

A. poor merchandise sales.

B. projected weather conditions.

C. stock hazards.

D. property damage.

/D

Property damage.  An incident is an unexpected action or activity that occurs.

Many incidents can occur at a sport/event activity.  For example, a fight might

break out among fans, a fan might be injured in the stands, a piece of

equipment might break, or an auto accident causing property damage might occur

in the stadium parking lot.  To make sure that all incidents are handled

consistently and appropriately, sport/event organizations develop reporting

procedures to document them.  Employees are often trained to write incident

reports in a specific way in case they are needed for legal purposes or to

process an insurance claim.  Poor merchandise sales are not considered

incidents.  Projected weather conditions are expected or anticipated events

rather than unexpected events.  Stock hazard is not a term widely used to

describe a type of incident.

$$10

When assessing risks associated with an upcoming event, sport/event

organizations should acquire input from all levels of management and

A. vertical staff members.

B. public-relations agencies.  

C. financial consultants.

D. local personnel inspectors.

/A

Vertical staff members.  Vertical staff members refers to all employees who are

not in management.  Ticket takers, security guards, guest relations

representatives, and merchandise sales personnel are examples of employees who

might provide insight when conducting risk assessment.  For example, sales

personnel can provide information regarding shoplifting and its risks.  By

gathering as much information as possible from staff members, sport/event

organizations can conduct comprehensive risk assessments in many areas and

develop appropriate procedures to handle each situation or issue.

Public-relations agencies are hired by a business to develop and manage

public-relations activities for the business.  Financial consultants are hired

by a business to manage the business's financial matters.  Local personnel

inspector is not a term widely used by sport/event organizations.

$$11

The primary reason that sport regulatory bodies enforce rules is to

A. reduce the need for member organizations to maintain institutional governing

     bodies.

B. protect the academic integrity of other institutions associated with the

     sport organizations.

C. create a sense of fairness and maintain equitable opportunities among all

     member organizations.

D. eliminate the risk of athlete misconduct and lawsuits brought forth by

     athletes who are seriously injured.

/C

Create a sense of fairness and maintain equitable opportunities among all

member organizations.  Regulatory bodies are organizations that govern a

specific group of sport organizations.  For example, the National Collegiate

Athletic Association (NCAA) develops and enforces policies (e.g., recruitment,

eligibility) for college athletic organizations that are members.  The rules

that member organizations must follow to continue their affiliation with the

governing body help to create a fair "playing field" among all members and

protect the integrity of the sport program and the governing body.  For

example, if all recruits were paid to join a sport team, the colleges with the

most financial resources might get the best players and, therefore, create an

unfair "playing field."  Regulatory bodies might be able to reduce the risk of

athlete misconduct by employing strict sanctions on certain behaviors, but the

risk is not eliminated.  Since there are regulatory bodies at the professional

level (e.g., NFL), academic integrity is not always an issue.  Institutional

governing bodies are needed within each member organization to make sure that

employees and players are following the governing bodies' rules.

$$12

When giving employees directions for performing complex assignments, it is

often effective for stadium managers to

A. use technical language.

B. describe the work quickly.

C. explain one part of the job at a time.

D. assume that employees understand the process.

/C

Explain one part of the job at a time.  Stadium managers often need to give

employees directions for performing complex assignments.  In those situations,

it is often effective to explain one part of the job at a time, make sure

employees understand, then explain the next part, and so on.  This method gives

employees the opportunity to ask questions about each part of the job and

understand what is expected of them before learning about the next part of the

assignment.  Managers should use technical language only if it is appropriate

and they are sure that all employees will understand.  Describing the work

quickly often makes it difficult for employees to understand or to be able to

ask questions.  Managers should not assume that employees will understand the

process, especially if the assignment is complex or new.

$$13

One way that sporting goods stores use technology to move products efficiently

through the distribution chain is by

A. implementing an automatic identification system.

B. developing company web sites to promote product.

C. tracking the shipping expenses in a database system.

D. encouraging the use of networked trading communities.

/A

Implementing an automatic identification system.  An automatic identification

system uses electronic bar coding symbols to transmit information.  Sporting

goods stores often use bar coding as a way to keep track of their inventory and

reorder stock.  Bar coding eliminates the need to process inventory manually,

which takes much more time and is subject to a higher rate of error.  Although

tracking shipping expenses through a database system and developing web sites

require technology to operate, products do not necessarily move through the

distribution chain more efficiently.  Use of networked trading communities can

potentially increase the efficiency of product movement.  However, merely

encouraging use of networked systems does not increase product movement

efficiency.

$$14

An exercise equipment company taking back its used products and recycling or

properly disposing of those products is an example of the ethical practice of

__________ distribution.

A. reverse 

B. internal

C. joint

D. closed

/A

Reverse.  Reverse distribution involves customers returning used products to

the manufacturer.  This process allows companies to retrieve products such as

exercise equipment, refrigerators, and glass bottles in order to reuse them,

recycle them, or properly dispose of them.  Reverse distribution is considered

ethical because it helps to save natural resources and protect the environment.

Taking back used products and recycling or disposing of them is not an example

of internal, joint, or closed distribution.

$$15

When using the distribution function to provide good customer service, sporting

goods manufacturers take into consideration the

A. structure of the warehouse.

B. organization of the inventory.

C. various receiving procedures.

D. differences between customers.

/D

Differences between customers.  Not all customers are the same or have the same

needs.  Therefore, sporting goods manufacturers should consider the differences

between customers when using the distribution function to provide good service.

For example, what is good service to one customer might not be good service to

another customer.  One customer might want products delivered in cartons or on

skids, while another customer wants products to be shrink-wrapped.  Also, for

some customers, overnight delivery is necessary while other customers are

satisfied with four-day service.  Considering all the differences will help

manufacturers distribute products in a way that meets the needs of all

customers.  Manufacturers do not need to consider the structure of the

warehouse, the organization of the inventory, or the various receiving

procedures when using the distribution function to provide good customer

service.

$$16

One strategy that professional sport teams often use to reduce massive

traffic-flow problems after a large sporting event is

A. planning a concert or fireworks display after the game.

B. scheduling a departure time for of each section of the stadium.

C. providing free taxi service for spectators upon completion of the game.

D. hiring extra security personnel to direct spectators to the parking lot.

/A

Planning a concert or fireworks display after the game.  Transportation and

traffic flow is an important consideration for sport/event marketers who plan

and coordinate large events.  Transportation plans help sport/event marketers

manage traffic flow for the arrival and departure of spectators, employees, and

performers.  Parking space, shuttle service, routes of emergency vehicles, and

the number of entrances to the facility are factors that determine how a

sport/event organization organizes transportation logistics.  Large stadiums

often attract hundreds of thousands of spectators.  By planning a concert

(e.g., college band performance) or fireworks' display to occur right after a

game, organizers hope that all spectators will not leave at once.  It would be

very difficult for organizers of large stadiums to schedule departure times

based on stadium seating.  It could be very inconvenient for spectators who

must wait for a long time.  Free taxi service is very expensive to provide to

many spectators for free.  Hiring extra security personnel to direct spectators

to the parking lot does not necessarily reduce traffic-flow problems.

$$17

How can sport/event organizations distribute large quantities of pocket

schedules in a cost-efficient manner?

A. Have managers distribute them to employees

B. Deliver in person to individual residences and businesses

C. Mail to all residences and businesses within a 100-mile radius

D. Ask local retailers and vendors to distribute them to their customers

/D

Ask local retailers and vendors to distribute them to their customers.  Pocket

schedules are an important promotional tool for some sport/event organizations

(e.g., minor league baseball).  To get the schedules out to many people in a

cost-efficient manner, some sport/event organizations ask area retailers (e.g.,

grocers) to place a display box on their counters that hold the schedules.

Sport/Event organizations might also have their vendors (e.g., beverage)

distribute the boxes to their customers (e.g., restaurants).  It is very time

consuming and expensive to deliver the pocket schedules door-to-door,

particularly in large cities.  Direct mail can be a very expensive way to

distribute pocket schedules.  Although sport/event managers can distribute the

pocket schedules to employees, the employees may not distribute them to others.

$$18

Which of the following is a reason why it is important for sports equipment

businesses to regularly evaluate channel members and make modifications:

A. Legal assistance is necessary.

B. Distribution system is effective.

C. Market share is consistent.

D. Product life cycle is changing.

/D

Product life cycle is changing.  Goods and services move through various stages

from the time they are introduced on the market until they are taken off the

market.  These changes in life cycle often make it necessary for sports

equipment businesses to evaluate channel members and make modifications because

different channels are more effective during different stages of a product's

life.  For example, trendy new products may sell better if distributed in a

specialty store, while products that have reached the maturity stage may sell

better if distributed by mass merchandisers.  To remain effective, a business

must evaluate channel members based on the product's life cycle and make

modifications when necessary.  Channel members usually do not provide legal

assistance to businesses.  If the distribution system is effective and the

market share is consistent, businesses probably would not need to modify the

way products are distributed.

$$19

When professional athletes negotiate salaries, playing conditions, and contract

terms as a single unit, their union is engaging in

A. free agency.

B. labor resistance.

C. collective bargaining.

D. competitive advantage.

/C

Collective bargaining.  Collective bargaining is defined as the negotiating

process in which union leaders and sport organization (owner) representatives

engage to determine the terms and working conditions to be provided to

athletes.  Free agency refers to an athlete's ability to renegotiate his/her

contract with his/her existing team or with another team.  Labor resistance is

a general term that might describe an unwillingness to cooperate.  Players'

unions are formed to protect the rights and interests of players, which does

not always include or result in resistance.  Competitive advantage is the

advantage achieved by a nation from specializing in and producing goods and

services at which it is relatively most efficient.

$$20

What is a pro shop calculating when it determines how much it earns from the

sale of one additional item?

A. Gross profit

B. Marginal revenue

C. Net worth

D. Disposable income

/B

Marginal revenue.  Marginal revenue is the change in revenue generated by the

sale of one additional item.  For example, a pro shop sells one item and the

marginal revenue is $2.00.  The shop sells another item and the marginal

revenue is $2.00.  Every time the shop sells another item, the marginal revenue

is $2.00.  Shops compare the marginal revenue with the marginal cost to

determine at which level the shop earns the most profit.  Gross profit is the

money left after cost of goods expense is subtracted from total income.  Net

worth is the total value of the shop.  Disposable income is the amount of money

people have to spend, or dispose of, after they have paid their taxes.

$$21

Last year, a country budgeted $125 million for spending but took in only 95% of

that amount in revenue.  If the country borrowed money to pay its budgeted

expenses, what is the amount of the country's national debt?

A. $4,750,000

B. $5,000,000

C. $5,500,000

D. $6,250,000

/D

$6,250,000.  Countries are in debt if they spend more than they take in and

borrow the money to make up the difference.  National debt is an economic

problem for many countries because they must find ways to pay the debt while

continuing to operate and provide services to their citizens.  Some countries

borrow money in order to continue to pay expenses.  To determine the amount of

a country's national debt if it budgeted $125 million for spending but took in

only 95% of that amount in revenue and borrowed the difference, multiply the

budgeted amount by the percentage received in revenue ($125,000,000 x 95% or

.95 = $118,750,000). Then, subtract the revenue from the budgeted spending to

determine the national debt ($125,000,000 - $118,750,000 = $6,250,000).

$$22

One of the benefits to a bowling alley of developing a good relationship with a

commercial bank is that the bank

A. pays quarterly dividends.

B. offers a variety of services.

C. provides debt collection.

D. handles transactions with a stock exchange.

/B

Offers a variety of services.  Commercial banks are also known as full-service

banks because of the many services they provide.  By establishing a good

relationship with a commercial bank, a bowling alley would be able to have one

institution handle most, if not all, of its financial matters.  For example, a

bowling alley could have a checking account, savings account, and loans with

one bank.  It might also receive financial, legal, and tax advice from the

bank.  The bank might provide payroll services and bill paying for the bowling

alley.  If a bowling alley has a savings account with a bank, the account earns

interest rather than a dividend, which is a sum of money paid to investors or

stockholders as earnings on an investment.  Commercial banks usually do not

provide debt collection or handle transactions with a stock exchange.

$$23

Which of the following is an example of a marina obtaining funds through equity

financing:

A. Borrowing money from friends

B. Obtaining credit from vendors

C. Selling stock to investors

D. Negotiating loans with banks

/C

Selling stock to investors.  Equity financing involves giving others a share of

the marina in exchange for receiving capital.  Equity financing is not a loan

that must be repaid.  An example of equity financing is selling stock to

investors.  The investors pay a certain amount for stock and then share in the

marina's profits.  If the marina fails, the investors lose their money.

Borrowing money from friends, obtaining credit from vendors, or negotiating

loans with banks are examples of obtaining funds through debt financing.

$$24

What type of financial documents are athletic clubs usually expected to provide

banks when completing an application for a loan?

A. Equipment lists

B. Real estate deeds

C. Stock certificates

D. Cash flow statements

/D

Cash flow statements.  A cash flow statement is a financial summary with

estimates as to when, where, and how much money will flow into and out of an

athletic club.  It is one of the financial documents that banks expect a club

to provide when applying for a loan.  Many times, a bank will request copies of

cash flow statements from previous years to determine if the club consistently

has sufficient cash to cover operating expenses and repay debts, such as a new

loan.  If a bank wanted collateral to guarantee the loan, it might ask the club

to provide equipment lists or real estate deeds.  These are assets that the

club might use to obtain a secured loan.  Stock certificates are given to

stockholders as proof that they own a share of the club.

$$25

The marketing objectives that a theater develops for its marketing plan should

lead to a(n)

A. decrease in costs.

B. increase in prices.

C. increase in sales.

D. decrease in taxes.

/C

Increase in sales.  Marketing objectives are the goals a theater seeks to reach

with its marketing plan.  The overall purpose of developing marketing

objectives is to increase sales.  If the objectives do not result in an

increase in sales, the theater should develop different marketing objectives.

For example, a goal might be to increase its customer base by 10% in one year,

which will lead to an increase in sales.  A marketing plan is a set of

procedures or strategies for attracting the target customer to a theater.

Therefore, the marketing objectives focus on customers and sales rather than a

decrease in costs, an increase in prices, or a decrease in taxes.

$$26

When assessing marketing-information needs, arena gift shops might collect and

update internal information on a routine basis.  This type of information is

most helpful when establishing short- and long-term

A. corporate regulations. 

B. technological objectives.

C. sales goals.

D. economic conditions.

/C

Sales goals.  Without generating sufficient revenue, arena gift shops do not

stay in business for very long.  Product sales and selling practices are

generally considered important factors that contribute to revenue generation.

By reviewing past and present sales data (e.g., customer purchasing activity

and product movement), shops can establish sales goals for short-term sales

programs (e.g., promotional event) and long-term goals (e.g., a salesperson's

annual budget).  Corporate regulations are rules and expectations that all

employees are expected to follow.  Although it is possible to set short-term

technological objectives, it is more difficult to establish long-term

objectives because technology is an external tool that is constantly evolving.

Economic conditions are external factors that affect a shop's goals.

$$27

What type of marketing-information management system might a golf course

develop specifically for analyzing or comparing numerical data?

A. Simulated

B. Interactive

C. Internal

D. Statistical

/D

Statistical.  Statistical data refers to information that is presented as

numbers.  For example, researchers can design a survey and assign numerical

codes to measure responses.  This information can be used to calculate the mean

or mode of the responses as well as percentage values.  Simulated means to copy

or duplicate something.  Interactive refers to two-way communication.  Although

a marketing-information management system can be interactive, it is not always

used to analyze or compare numerical data.  In business settings, internal is

used to describe situations or factors within the company.

$$28

By maintaining marketing information systems, sport/event organizations can

estimate demand and identify market trends by tracking buying behavior and

A. establishing standards.

B. analyzing consumption patterns.

C. tabulating quotients.

D. qualifying distribution channels.

/B

Analyzing consumption patterns.  A marketing information system refers to the

method in which a business gathers, accesses, synthesizes, evaluates, and

disseminates data to aid in business decisions.  To gather information about

their markets, sport/event marketers might keep records about season ticket

holders.  To estimate demand or anticipated sales, the organization might

distribute a survey to the season ticket holders to determine if they plan on

purchasing tickets for the next season. To analyze consumption patterns, the

organization might access ticket scanning information from previous events to

determine attendance habits.  Standards are specifications or statements that

are used as a basis for comparing or judging goods or services.  A quotient is

the answer or solution to a division problem.  A distribution channel is the

path a product takes from the producer to the end user.
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Which of the following is a trend in the sport/event industry:

A. Sport/Event facilities are evolving into complete entertainment centers with

     interactive activities.

B. Relationship marketing is becoming less important to sport/event

     organizations as technology evolves.

C. Due to the high level of media clutter, fewer businesses are participating

     in sport/event sponsorships.

D. Premium seating options are yielding less revenue for sport/event facilities

     than other types of seating.

/A

Sport/Event facilities are evolving into complete entertainment centers with

interactive activities.  Facilities that have traditionally been used solely

for sport events or concerts are now being used for many other activities.  For

example, the Nationwide Arena in Columbus, Ohio serves as the home playing rink

for the NHL Blue Jackets as well as the arena football team, the Columbus

Destroyers.  The facility also hosts several concerts during the year.  Some

facilities are expected to add other types of amenities such as playgrounds,

game rooms, and concessions for children.  Trends indicate that sponsorships

are continuing to increase, premium seating (e.g., luxury boxes) yields more

revenue than other types of seating, and relationship marketing to fans is

becoming more important as technology evolves.

$$30

Which of the following statements is true regarding sequential database systems:

A. Sequential database systems only allow two data fields to be paired at one

     time.

B. Sequential database systems are primarily used for information obtained from

     secondary sources.

C. Sequential databases can store a broader width of information than

     relational database systems.

D. An advantage in using sequential databases is that information can easily be

     categorized into groups.

/A

Sequential database systems only allow two data fields to be paired at one

time.  Sequential database systems organize and structure information in a very

simple manner.  To use a sequential database, only two data fields can be

linked at one time.  Once linked, the data fields can be linked to another data

field.  Secondary data are not necessarily the only type of information stored

in sequential database systems.  The width of a database refers to the number

of records it stores.  The width of a database is dependent on the number of

records the business places in the database rather than the type of database it

is using.  Sequential databases are not necessarily easy to categorize into

groups (subsets) since data fields are paired one at a time.
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A sport/event organization identifying a potential market by analyzing how

individuals spend their free time and their attitudes about various issues is

an example of market segmentation by

A. demographics.

B. psychographics.

C. geographics.

D. intelgraphics.

/B

Psychographics.  Market segmentation is the division of a total market into

smaller, more specific groups.  When dividing a group based on psychographic

factors, sport/event marketers categorize individuals in terms of their values,

attitudes, and lifestyles.  Demographic factors are physical and social

characteristics (e.g., age, income).  Geographic segmentation is market

division based on the consumers' location.  Intelgraphic is not a term commonly

used to describe a type of market segmentation.
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Once a SWOT analysis identifies an internal strength, an entertainment business

can use that strength to take advantage of a(n)

A. marketing strategy.

B. operating procedure.

C. external opportunity.

D. promotional technique.

/C

External opportunity.  A SWOT analysis is the systematic evaluation of an

entertainment business's internal strengths and weaknesses and external

opportunities and threats.  Once the analysis identifies an internal strength,

businesses generally use that strength to take advantage of an external

opportunity that has been identified.  Being able to match strengths to

opportunities is one of the advantages of conducting a SWOT analysis.  For

example, having modern production facilities is a strength that allows a

business to take advantage of the opportunity to expand into new markets.  A

marketing strategy is a plan of action for achieving marketing goals and

objectives.  Operating procedures are the steps a business follows to perform

certain tasks.  Promotional techniques are methods of achieving promotional

goals.
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One way that sportswear stores analyze the effectiveness of marketing plans is

by measuring the cost of marketing in relation to

A. sales.

B. advertising.

C. wages.

D. publicity.

/A

Sales.  Comparing the cost of implementing a marketing plan in relation to the

actual sales is an effective way to evaluate the plan.  The goal is to develop

an effective marketing plan that will achieve sales goals without being overly

expensive.  If the marketing costs are out of line with sales results, the

sportswear store is overspending and needs to make adjustments.  Advertising is

often a part of the marketing plan.  Wages are a component of operating

expenses and not a factor in analyzing marketing plans.  Publicity is any

nonpersonal presentation of ideas, goods, or services that is not paid for by

the company or individual that benefits from or is harmed by it.
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By developing and maintaining a relational database, sport/event organizations

are able to access records in different ways by linking them through a(n)

A. satellite sound card.

B. alternative market source.

C. common field.

D. selective orientation.

/C

Common field.  A database is a way to store information and can be used for

many purposes.  Databases hold information about a sport/event organization's

customers (fans), vendors, employees, and sponsors.  Relational databases allow

the information to be organized, accessed, and compared in different ways

without changing the core content.  This can be done by programming reports by

using common components or fields.  Satellite sound card, alternative market

source, and selective orientation are not common terms used to describe

functions of relational databases in sport/event organizations.
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What is one reason why soccer stadiums conduct marketing audits?

A. To account for funds

B. To identify problems

C. To target customers

D. To review procedures

/B

To identify problems.  One of the goals of a marketing audit is to identify

problems and make adjustments to improve a soccer stadium's marketing

performance.  A marketing audit involves examining all aspects of a stadium's

marketing effort to identify problems or techniques that are working

effectively.  Once stadiums have identified specific marketing problems, they

can use this information to make necessary changes.  Stadiums do not conduct

marketing audits to account for funds, target customers, or review procedures.

However, a stadium might review marketing procedures as part of the audit to

identify problems.
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Sport/Event organizations can often maintain favorable league relationships by

engaging in

A. selective feedback processes.

B. unauthorized labor negotiations.

C. two-way communication.

D. unilateral intervention.

/C

Two-way communication.  Two-way communication occurs when one entity actively

listens to another's needs, wants, and expectations and responds thoughtfully

and honestly.  It also involves seeking input from the other party.  Without

two-way communication, a relationship does not build trust over time and

creates unfavorable or ineffective relationships.  Selective feedback process

is not a common term used to describe the building of relationships in the

sport/event industry.  Unauthorized negotiations can create distrust and lead

to poor relationships.  Unilateral means one-sided.
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When Brian got a new job at the sporting goods store, he made sure he knew how

to use the cash register, became familiar with all the products and prices, and

kept his work station very organized.  In which way did Brian demonstrate the

customer-service mindset?

A. Being accurate

B. Following-through

C. Following-up

D. Being efficient

/D

Being efficient.  Being efficient demonstrates the customer-service mindset.

Specifically, this means knowing how to operate equipment, becoming familiar

with all the products the business offers, and keeping work spaces organized

for action.  Being accurate is demonstrated through double-checking work for

accuracy.  Following-through means always doing what you say you're going to

do.  Following-up with customers suggests to customers that you care about

their continued satisfaction.
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Sport/Event venues maintain positive guest relations by understanding their

guests' needs and

A. achieving organizational licensing objectives.

B. minimizing favorable publicity from the media.

C. meeting or exceeding their guests' expectations.

D. accommodating each guest's individual preferences.

/C

Meeting or exceeding their guests' expectations.  Guest relations refers to the

activities and benefits provided by a sport/event venue to its guests and fans

to create goodwill and satisfaction.  Before positive guest relations occur,

sport/event venues must know what makes the experience a pleasurable one.

Consistently clean bathrooms, organized traffic patterns, and a variety of

concession options might be some factors that influence a fan's experience at

an arena.  When the services meet or exceed the fans' expectations, it is more

likely that the fans or guests will enjoy their experiences and return for

other events.  Licensing refers to the act of issuing a legal permit that

allows another entity to use trademarked, copyrighted, or patented material.

Sport/Event venues generally want to maximize favorable publicity and minimize

unfavorable publicity.  Although sport/event venues strive to make each guest's

experience enjoyable, it is not always possible to meet every person's

preferences.  For example, a sport/event venue is unlikely to change concession

offerings based on one person's likes or dislikes.
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After a celebrity has agreed to appear at a special event, the next step the

sport/event organizers should take is to

A. contact the celebrity's agent or speaking bureau to verify appearance

     availability.

B. develop a contract that outlines the responsibilities and expectations of

     both parties.

C. make sure that the celebrity does not have any conflicts with the appearance

     time and date.

D. establish a comprehensive public-relations and publicity plan by contacting

     media outlets.

/B

Develop a contract that outlines the responsibilities and expectations of both

parties.  Once a celebrity has agreed to an appearance at an event, sport/event

organizers should document the expectations of both parties.  For example, if

the celebrity is being paid for the appearance, the amount and payment schedule

should be documented in the event of a dispute or problem.  Celebrity

availability is generally confirmed with the celebrity or his/her agent before

the celebrity agrees to the appearance, to make sure there are no conflicts

concerning time and date.  Although a public-relations and publicity plan is

often used to promote the celebrity appearance, it is usually not done by

contacting the media.  The public-relations and publicity plan is developed by

the sport/event organization or a public-relations agency.  Then, information

is distributed to appropriate media outlets.
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One aspect of delegating responsibility for job tasks to racetrack employees

involves giving them

A. authority to make decisions.

B. time to review requirements.

C. compensation for their efforts.

D. titles that reflect their status.

/A

Authority to make decisions.  Delegation involves assigning responsibility to

another person to complete a task.  One aspect of delegating responsibility

involves giving racetrack employees the authority to make decisions.  To be

effective, employees need to be able to make decisions involved with getting

the job done correctly and on time.  If employees cannot make decisions, they

really do not have responsibility because they must continually ask a manager

what to do.  Therefore, delegation involves giving employees responsibility as

well as authority.  Delegating responsibility for job tasks to employees does

not involve giving them time to review requirements, compensation for their

efforts, or titles that reflect their status.
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A large sport and entertainment business currently employs 1,500 people and

estimates that 82 will be eligible to retire within a year.  How many new

employees will the business need to hire if it expects an additional 7% will

leave for other reasons?

A. 105

B. 128

C. 150

D. 187

/D

187.  The estimated yearly turnover rate is an important factor that sport and

entertainment businesses consider when determining future hiring needs.

Businesses usually monitor possible turnover to be prepared to hire

replacements.  As a rule, businesses know in advance the number of employees

who will probably retire each year.  They also factor in the number who will

leave for other reasons based on the turnover rate for previous years.  In this

example, 82 employees will be eligible to retire.  Also, 7% are expected to

leave for other reasons (1,500 x 7% or .07 = 105).  Add the two figures to

determine the number of new employees that the business may need to hire during

the year (105 + 82 = 187).
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When determining staffing needs for a large fund-raising dinner, event

organizers consider important factors such as group size, menu selection, and

A. table and food service options.

B. floor plan and smoking regulations.

C. interior design and guest recommendations.

D. portion ratios and wait staff preferences.

/A

Table and food service options.  Dinner can be served in a variety of ways

including full service, buffet, and family style.  In addition, bar and

beverage service is offered in a variety of options including full service or

walk-up.  Each service option has different staffing needs.  A floor plan

refers to the room layout.  Smoking regulations, guest recommendations, and

portion ratios are not generally the most important considerations when

determining staffing needs.  Although it is possible for event organizers and

managers to consider wait staff preferences, it is not always a factor or

primary consideration.
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Awarding postevent parties, keepsake gifts, and free admission to some event

activities are ways that golf tournament organizers might show their __________

to volunteers.

A. creativity

B. appreciation

C. wealth

D. indifference

/B

Appreciation.  Volunteers are individuals who perform tasks related to an event

and are not paid for the work.  Many sport/event organizations rely on

volunteers to keep an event running smoothly.  For example, a golf tournament

might recruit many volunteers to run concessions and help with other tournament

activities.  To build a good relationship with the volunteers and encourage

them to volunteer in the future, event organizers try to show their

appreciation and recognize the volunteers' efforts by holding parties, giving

them keepsake gifts, and providing free admission to event activities.

Creativity refers to the ability to generate new ideas.  Wealth refers to

money.  Indifference is an attitude of not caring about something one way or

another.
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When arena managers monitor employee tardiness and absenteeism, they are using

the __________ method to assess morale.

A. interview

B. observation

C. probing

D. relational

/B

Observation.  When monitoring conduct such as tardiness or absenteeism, arena

managers are observing specific behaviors.  If several employees consistently

arrive late to work or frequently call in sick, managers might conclude through

observation that low morale exists in the workplace.  An interview is a

one-on-one conversation between two individuals that occurs to obtain specific

information.  Probing and relational are not common terms used to describe

types of methods used to assess employee morale.
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When negotiating a facility lease, a sporting goods store should consider

additional costs associated with the base rent.  What section of the lease

agreement addresses these additional costs?

A. Escalation clause

B. Articles of intent

C. Variable expense appendix

D. Inflationary provision statement

/A

Escalation clause.  An escalation clause is placed in a lease agreement to

protect the facility owner's fixed income from inflation and increases in costs

(e.g., taxes, operating) to maintain the building.  The terms articles of

intent, variable expense appendix, and inflationary provision statement are not

commonly used to describe the additional costs associated with base rent in a

lease agreement.
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The primary reason that sport/event organizations often develop mission

statements is to

A. encourage managers to create a positive work environment for employees.

B. create a sense of unity with vendors, customers, and players' associations.

C. establish public-relations, publicity, and advertising policies and

     procedures.

D. use them as the foundation for determining overall and departmental

     objectives.

/D

Use them as the foundation for determining overall and departmental objectives.

A mission statement is a brief summary that defines the purpose of the

organization.  Mission statements often reflect the philosophies, ideologies,

and beliefs of the organization's owner(s).  When a sport/event organization

develops short- and long-term goals, it often looks to the mission statement to

verify that the goals are compatible with the purpose and philosophies outlined

in the mission statement.  A mission statement can be used to provide direction

for the development of promotional activities (e.g., public-relations,

publicity and advertising policies and procedures), can encourage a certain

management style (e.g., creating a positive work environment), and promote

goodwill among its various publics (e.g., vendors, customers, players'

associations).  However, these are components of a business that might use the

mission statement as a guide for goal setting, not as a reason for developing a

mission statement.
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Pro shops often analyze selling activities before preparing their cash flow

statements so that they can

A. revise customer credit policies and procedures.

B. develop marketing-information management procedures.

C. complete tax forms and pay estimated income and property taxes.

D. estimate incoming revenues based on sales projections for a specific time

     period.

/D

Estimate incoming revenues based on sales projections for a specific time

period.  A cash flow statement is a financial summary with estimates as to

when, where, and how much money will flow into and out of a pro shop.  The

summaries help owners and managers control the shop's financial activities.

Past sales reports and sales forecasts help shops determine how much money can

be expected during certain time periods.  For example, many pro shops estimate

an increase in cash flow during the months of November and December.  The

inflow is primarily due to increases in sales during the holiday gift-giving

season.  By estimating cash inflows and outflows, shops can determine how to

designate funds to operate the shop.  Shops do not generally use sales data to

prepare cash flow statements so that they can develop marketing-information

management or credit procedures.  Completed tax forms are generally based on

actual rather than estimated income.
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People who are able to effectively communicate with others, help others solve

problems, and be the leader of a group are considered to have good __________

skills.

A. linguistic

B. interpersonal

C. creative

D. reasoning

/B

Interpersonal.  Many careers in sport/event marketing require employees to be

able to effectively communicate with others because they have regular contact

with customers and coworkers.  Also, to move up the career ladder, employees

need to be able to help others solve problems and be the leader of a group.

Employees who have these abilities are considered to have good interpersonal

skills because they interact well with others.  Interpersonal skills are

important in business, especially for employees who want to move into

supervisory or management positions because they will need to communicate

effectively, solve problems, and lead others.  Linguistic skills involve the

ability to read, write, and speak.  Creative skills involve the ability to

generate unique ideas, approaches, and solutions.  Reasoning skills involve the

ability to think logically.
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A theater deciding to charge $7 for a ticket because customers are willing and

able to pay that amount has determined a(n) __________ price.

A. flexible

B. competitive

C. optimum

D. exchange

/D

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.  A theater

that decides to charge $7 for a ticket because customers are willing and able

to pay that amount has determined an exchange price.  The exchange price

indicates that the theater and the customers have agreed on a value for the

tickets.  Theaters consider several factors when determining an exchange price.

First, a theater needs to be flexible with its pricing and adjust the price

depending on the amount that customers are willing and able to pay.  Also,

theaters consider the prices that other theaters are charging for the same

product in order to remain competitive.  Both the theater and the customers

want the optimum, or most, value from the product.
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In what stage of a sport product's life cycle might a business price goods very

low for the purpose of eliminating excess inventory?

A. Obsolescence

B. Introduction

C. Maturity

D. Initiation

/A

Obsolescence.  During the obsolescence phase of a sport product's life cycle,

the product is in a state of being outmoded or unfashionable.  Sport apparel

items experience obsolescence when clothing styles and seasons change.

Retailers often slash prices in an attempt to get rid of old stock.  Prices are

usually set higher during the introduction stage to enable the business to

recover its investment in the new product.  During the maturity stage,

businesses generally focus their efforts on stabilizing prices.  Initiation is

not a common term used to describe a phase of a product's life cycle.
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Yield management is a way that sport/event marketers address product pricing

issues when they want to maximize revenue but have

A. limited capacity.

B. unallocated resources.

C. below-market stock value.

D. few distribution intermediaries.

/A

Limited capacity.  Yield-management pricing helps sport/event organizations

with limited capacity (e.g., stadiums, arenas) to maximize revenue.  For

example, a person who purchases a ticket for a prime location seat at a later

date than a person who buys a ticket for a similar location at an earlier date

might pay more for the ticket.  If a facility charged the same amount for each

ticket, the facility limits it revenue potential.  Because facilities have

limited seating, tickets are priced differently based on time of purchase,

place of purchase, and seating location.  A resource is any item that is used

to produce goods or services.  Stock refers to shares or units of ownership in

a corporation.  Sport/Event organizations are not always legally established as

corporations.  Intermediaries are channel members operating between the

producer and the consumer or industrial user to help in the movement of goods

and services.  The use of intermediaries does not always affect product pricing

issues.
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A golf club manufacturer of an innovative new driver wishing to project quality

in the minds of the consumer would probably use what type of pricing strategy?

A. Price skimming

B. Penetration pricing

C. Bundle pricing

D. Captive pricing

/A

Price skimming.  Price skimming involves setting high prices on innovative new

golf clubs.  Because high price also indicates high quality to many customers,

price skimming is an effective way to introduce new clubs to the market where

quality is important.  Penetration pricing hopes to gain market share by

setting prices below those set by the competition.  Bundle pricing requires two

or more items be packaged together for one price.  Captive pricing allows for

low price on a basic product in the line and higher prices for products that

are required to enhance or operate that product.
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Which of following examples reflects a situation that is most likely to use a

by-product pricing strategy:

A. A lumber mill packages and distributes bark chips and sells them as

     landscaping mulch.

B. A telecommunications business offers several different cellular telephone

     plans for purchase.

C. A customer must purchase a specific ink cartridge to use with a particular

     computer printer.

D. A tennis equipment manufacturer sells several types of racquets to large

     sporting goods chains.

/A

A lumber mill packages and distributes bark chips and sells them as landscaping

mulch.  By-products are materials that are unused or left over upon the

completion of the production or manufacturing process.  By-products, such as

animal remains in meat processing, usually possess little value.  Some

businesses can take by-products and create a new use for them.  A lumber mill

that sells split logs or planks might consider selling the bark chips as

landscaping mulch.  Tennis racquets are examples of items that an equipment

manufacturer might produce in various product lines.  This business might

incorporate the product-line pricing strategy.  A company providing different

service plan combinations (e.g., cellular telephone services), is allowing

customers to choose the plan that best meets their needs.  This business is

most likely using the optional-product pricing strategy.  A product (e.g.,

computer printer) that requires another item (e.g., ink cartridge) to function

properly is an example of a business that might use a captive-product pricing

strategy.
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When negotiating royalty fees for licensed products, sport/event organizations

often base the amount due by establishing a payment rate based on a percentage

of the licensees'

A. gross profit of the licensed goods.

B. net profit of overall company earnings.

C. fixed and variable costs.

D. advertising and promotional budget.

/A

Gross profit of the licensed goods.  Royalties are fees paid to a parent

company that are often based on a percentage of the franchise's profits.  Gross

profit refers to the money left over after the cost of goods expense is

subtracted from the total income.  Licensees pay royalties to the trademark

owner for any goods that bear the trademark.  Net profit is the money remaining

after operating expenses are subtracted from the gross profit.  Licensees often

sell products other than those of a single licensor.  Therefore, licensees do

not generally pay royalties based on overall company earnings.  Advertising is

a nonpersonal paid form of promotion (e.g., television).  Promotion refers to

the types of communications that marketers use to inform, persuade, or remind

customers of products.  A budget is an estimation of income and expenses during

a specific time period.  Fixed costs are business costs that are not affected

by changes in sales volume.  Variable costs are business costs that change

according to changes in sales volume.  Licensees do not pay royalties based on

their advertising and promotional budgets, or their fixed and variable costs.
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An exercise equipment retail chain owns, develops, controls, and merchandises

its own line of treadmills.  The product line is known as a __________ brand.

A. generic

B. private

C. vendor

D. licensed

/B

Private.  A brand is defined as all the combined impressions and experiences

associated with a particular company, good, or service.  There are several

types of brands that identify products.  Many exercise equipment retailers use

different brands to market their company as a whole.  The private brand

involves the manufacturing or development of products for exclusive use by the

retailer.  A generic brand is one whose identity is often represented by plain

packaging and is sold by supermarkets and discount stores at prices

significantly lower than other types of brands.  When consumers attach certain

perspectives and expectations to particular labels in terms of quality and

performance, it is often referred to as vendor branding.  Vendor or name brands

(e.g., Levi Strauss) are widely recognized by the general public.  Brand

licensing allows one company to use another's brand name, logo, or character

for a fee.
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Which of the following is a standard that is recognized internationally:

A. SAE 10W40

B. USDA Prime

C. ISO 9000

D. NMFS Best

/C

ISO 9000.  Standards have become so important to manufacturers who trade

internationally that manufacturers are adhering to international standards for

quality known as ISO 9000.  These standards guarantee that manufacturers have

met certain requirements for producing and shipping their products.  These

standards are recognized internationally.  The alternatives are grades rather

than standards.  SAE (Society of Automotive Engineers) has developed a system

for grading automotive oil such as 10W40.  USDA Prime is a grade of meat

developed by the U.S. Department of Agriculture.  NMFS (National Marine

Fisheries Service) has a grading system for fish, such as best.
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To measure fans' perceived level of service of a sport/event facility with the

facility's desired level of service, marketers often develop standards as a

basis of

A. complexity.

B. compatibility.

C. comparison.

D. competition.

/C

Comparison.  Standards are developed and used to judge an organization's

quality and productivity goals with actual performance.  For example, a

sport/event facility might establish facility cleanliness goals.  To determine

if the goals are being met, the facility might survey fans to get their

opinions about the cleanliness of the facility.  Complexity is defined as the

level of difficulty to complete a task.  Compatibility is the level of harmony

that is achieved by two entities.  Competition is a rivalry.
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To make sure that all tasks have been completed and an event is ready for

attendees, sport/event marketers might refer to their

A. inventory agenda.

B. production checklist.

C. guest list.

D. function sheets.

/D

Function sheets.  Function sheets contain comprehensive lists of tasks that

need to be completed for an event to occur.  For example, since food needs to

be ordered and prepared for a formal fund-raising dinner, information and

activities relating to the tasks are noted on function sheets.  By reviewing

the function sheets, the sport/event personnel can verify that all steps have

been completed to carry out the event.  Inventory agenda and production

checklist are not common terms used in the sport/event industry.  A guest list

documents the names of all individuals who are attending an event.
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A baseball organization gathers its sales and marketing teams together to

generate new ideas for goods and services.  This technique is often called

A. mind mapping.

B. psycho-stimulation.

C. brainstorming.

D. idea screening.

/C

Brainstorming.  Brainstorming is an idea generation technique involving the

identification of as many different ideas as possible during a certain time

frame.  Mind mapping is a creative thinking technique that involves the

generation of ideas by associations.  Psycho-stimulation is not a term that is

widely used to describe idea generation techniques.  Idea screening is a step

in new product development that evaluates the strengths and weaknesses of each

idea.
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Concession stands, licensed merchandise, and luxury box seats are some of the

goods and services that are usually available at a(n)

A. sport industry conference.

B. formal fund-raising dinner.

C. professional football game.

D. art exhibit and street festival.

/C

Professional football game.  Events differ in terms of size, purpose, and

location.  Because of these differences, event goods and services vary, too.

Concession stands, licensed merchandise, and luxury seating boxes are often

goods and services found at professional sporting events held at large

stadiums.  A conference occurs when individuals with a common interest meet to

share information and discuss problems or trends about the common interest.

Meeting rooms and banquet accommodations are services most often provided at

conferences.  Formal fund-raising events do not generally serve food and

beverages via concession stands.  Although concession stands and licensed

merchandise might be goods and services found at an art exhibit and street

festival, luxury box seating arrangements are not usually available.
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When developing a preseason booking strategy, the most important factors for a

sport/event organization to consider are its timing, target markets, and

A. selling methods.

B. geographic origin.

C. inventory needs.

D. security issues.

/A

Selling methods.  Preseason booking is used when a sport/event organization

sells or obtains purchasing commitments from its fans/customers before a sport

season begins.  For example, professional football teams (e.g., NFL) generally

play games between September and January.  To fill the stadium and generate

revenue, teams begin selling tickets before the first game.  The teams want to

make sure they do not begin selling too early or too late, so timing is an

important factor.  Target markets might include corporate luxury box owners,

season ticket owners, and tourist groups.  Selling methods often vary by target

market.  For example, direct mail might be used to communicate with season

ticket holders.  Since luxury box owners spend more money for their seating

accommodations, personal selling techniques are often more effective to

communicate information about the sport product.  Geographic origin refers to

the part of the world and the type of area from which a person has come.

Security issues involve the safety of fans during the event.
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Handling complaints, processing returns, and arranging for repair are examples

of __________ services.

A. transaction

B. pretransaction

C. post-transaction

D. sales-transaction

/C

Post-transaction.  Most sporting goods stores offer a variety of services to

customers that typically occur either before, during, or after the sale.

Handling complaints, processing returns, and arranging for repair are services

that stores provide after the sale and are considered post-transaction

services.  Customers have already purchased products but need additional

service because there are problems with the products.  Transaction services are

offered during the sale and include services such as layaway and gift wrapping.

Offering convenient hours and various types of information are examples of

pretransaction services because they take place before the sale.  A sales

transaction is the actual sale.
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The team name, mascot, and logo are important elements that a sport/event

organization uses to create and maintain

A. market segmentation.

B. financial accountability.

C. image extension.

D. brand awareness.

/D

Brand awareness.  Brand is defined as all the combined impressions and

experiences associated with a particular person, company, organization, good,

or service.  A team name, mascot, and logo are some of the physical images that

create brand awareness or recognition among the public.  Market segmentation is

the division of a total market into smaller, more specific groups.  Financial

accountability refers to the level of responsibility an entity exhibits in

terms of money.  Image extension is not a widely used term to describe the

nature of branding in the sport/event industry.
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A primary reason that large businesses purchase the naming rights to a new

sport/event facility is because it

A. usually increases spectator fan-base loyalty levels.

B. is the least expensive way to create name recognition.

C. reduces the need to engage in other promotional activities.

D. provides exclusivity and has potential to maximize exposure.

/D

Provides exclusivity and has potential to maximize exposure.  Purchasing the

naming rights to a facility or event is very expensive.  Because it often

provides an exclusive association with the sport/event organization, the

purchaser receives high amounts of exposure.  In addition, an exclusive

relationship is more likely to reduce media clutter and increase name

recognition.  An organization purchasing naming rights generally makes the

investment to create or maintain a certain image. However, the purchase does

not guarantee that fan-base loyalty will increase.  Fan-base loyalty is driven

by many factors including team performance.  Purchasing naming rights to a

facility does not reduce the need to pursue other promotional activities.
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What factors might a concert promoter consider when conducting a facility

inspection for an upcoming event?

A. Load-in time and advertising costs

B. Storage space and hospitality options

C. Ticket design and equipment availability

D. Concession arrangement and sponsorship costs

/B

Storage space and hospitality options.  Because sport/event venues have

different needs, organizers and promoters consider several factors when

inspecting a facility for use.  For example, a high-tech rock concert might

require a lot of storage space for lighting, costumes, and musical instruments.

The availability of hospitality options (e.g., rooms, restaurants) to

accommodate VIPs and hold press parties might also be factors for promoters

when inspecting facilities.  Other considerations might include concessions,

equipment availability (e.g., lighting), and load-in time.  Load-in time refers

to the time needed to set up equipment, banners, and other items for the

concert.  Ticket design, advertising costs, and sponsorship costs are usually

not considerations when conducting a physical on-site inspection.
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Sport/Event marketers try to create value for a variety of potential sponsors

when developing sponsorship programs by

A. increasing their advertising reach to include outdoor media venues.

B. outlining the program benefits on the sport/event organization's web site.

C. targeting public-relations and advertising efforts to appeal to new fan

     bases.

D. offering several levels of sponsorship options that range in price and

     amenities.

/D

Offering several levels of sponsorship options that range in price and

amenities.  Depending on a sport/event organization's sponsorship goals,

sponsorship programs can be designed to appeal to a variety of businesses with

a variety of budgets.  By offering different sponsorship levels for price,

hospitality, and promotion options, the sport/event organization is creating a

sense of value and encouraging sponsor participation by businesses with a

variety of needs.  Posting sponsorship information and guidelines on the Web

does not necessarily communicate value.  A sport/event organization's

public-relations efforts might impact public perceptions but does not

necessarily create value for sponsors.  Advertising is any paid form of

nonpersonal presentation of ideas, images, goods, or services.  Reach is a

quantitative measure of the number of different people in the target audience

who are exposed at least one time to an advertising message.  Sport/Event

marketers do not necessarily adjust their advertising strategies to create

value for their sponsors.
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When evaluating sport/event sponsorship proposals, businesses often consider

cost, the target audience, and how the association might affect the company's

A. sales forecasts.

B. product-mix depth.

C. image.

D. segmentation.

/C

Image.  Image refers to the way a person or a group of people view something or

someone.  To maintain a consistent image, businesses tend to sponsor

organizations that support similar missions or values.  For example, a baseball

bat manufacturer is more likely to be involved in baseball sponsorship

activities than football or basketball.  A sales forecast is an estimate or

projection of anticipated sales within a set period of time.  Product-mix depth

is defined as the level or quantity of products that are in a product line.

Sales forecasts and product depth do not necessarily affect sponsorship

activities.  Segmentation refers to the grouping of people by certain

characteristics.
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What do many entertainment businesses accept on their web sites in order to

generate income?

A. Bulletins

B. Advertising

C. Licensing

D. Newsletters

/B

Advertising.  Many entertainment businesses sell advertising space on their web

sites in order to generate income.  Internet advertising is growing rapidly due

to consumers' increased use of the World Wide Web.  Businesses want to be able

to reach that vast audience, and one way to do so is to advertise on other

business's web pages.  The advertising component generates income but may

irritate some users who become annoyed each time a banner ad pops up on the

screen.  Bulletins and newsletters are e-mail messages that provide updates

about current events.  Licensing is an arrangement between a business and a

manufacturer that authorizes the manufacturer to use the business's name or

logo on various products that the manufacturer makes and distributes for sale.
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A sport/event organization can determine advertising reach of a magazine by

analyzing the publication's

A. finances.

B. billing cycle.

C. circulation.

D. response mode.

/C

Circulation.  Reach is a quantitative measure of the number of different people

in the target audience who are exposed at least once to an advertising message.

Circulation is the number of people reached by a media vehicle.  Magazine

circulation includes subscription and newsstand sales.  Finance refers to an

organization's monetary status.  A billing cycle refers to the procedures and

timing a business uses to bill its customers.  Response mode refers to the

manner in which customers reply or respond to a sales situation.
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Athletic shoe retailers generally pay more for newspaper advertisements when

purchasing space at a __________ rate.

A. run-of-page

B. preferred-position 

C. contract

D. frequency

/B

Preferred-position.  When requesting preferred positions, advertisers place

their ads in the newspaper location that generates optimal exposure for their

target market.  For example, an athletic shoe retailer might request placement

in the sports section of the newspaper instead of the home and garden section.

Because the advertiser is requesting a specific placement location, the

advertiser pays a higher rate.  Run-of-page rates do not allow advertisers to

specify advertisement placement and are generally lower than the

preferred-position rate.  Contract rates are negotiated rates and are often

lower than preferred-position rates.  When advertisements are placed more than

once, the advertiser often receives a frequency rate.  The higher the frequency

of ad placement, the lower the rate.
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When sport/event marketers use ongoing, two-way communication to build trust

and goodwill with the media, they are creating a(n) __________ relationship.

A. exclusive

B. comprehensive

C. reactive

D. interactive

/D

Interactive.  An interactive relationship occurs when both parties exchange

information with one another in a truthful, direct manner.  When both parties

engage in interactive communication over time, the trust and goodwill grow.

Exclusive relationships involve limited communication with outside parties.

Sport/Event marketers who exhibit preferential treatment to specific members of

the media can destroy trust and reduce the feelings of goodwill with other

members of the media.  Comprehensive is a general term that is defined as

complete or absolute.  Reactive means to respond to a question or allegation.
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Which of the following is an example of a sport/event community outreach

project:

A. The XYZ magazine publishes a story about a high-profile rock star who has

     survived cancer.

B. A soccer team works with local businesses and the media to create school

     mediation programs.

C. A well-known track star speaks to government legislators about athletes'

     illegal use of steroids.

D. The coordinator of an annual jazz festival applies for operating permits

     with government officials.

/B

A soccer team works with local businesses and the media to create school

mediation programs.  Community outreach projects can be short- or long-term

programs and might involve the participation and sponsorship of many entities.

For example, a mediation and conflict resolution program might involve soccer

players speaking to students at schools.  The media might sponsor the event by

providing air time for PSAs that publicize the program.  In addition, local

businesses might become a financial sponsor or donate goods for student

recognition programs, scholarships, or events promoting the mediation program.

A published story about a high-profile rock star is an example of publicity.  A

track star who speaks to government legislators is engaging in lobbying

activities.  An event coordinator who applies for operating permits is obeying

the law.
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When developing a public-relations campaign, sport/event marketers should

develop activities that incorporate

A. a wide variety of messages.

B. a central theme or mission.

C. passive publicity tactics.

D. innovative publicity stunts.

/B

A central theme or mission.  A public-relations campaign involves the execution

of a series of activities that build goodwill with the public and maintain a

particular image.  A campaign focuses on a central theme or mission.  By

incorporating a wide variety of messages, the core message is not consistent

and can confuse the intended audience.  Passive is defined as not initiating or

taking action.  By incorporating activities such as publicity, the sport/event

marketer is actively taking action.  The use of innovative publicity stunts is

highly dependent on the theme or mission of the public-relations campaign and

is not always appropriate.
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An athletic shoe company that has no association with the Olympic games runs a

television commercial congratulating a track star for winning two gold medals.

This is an example of

A. sales promotion.

B. copyright infringement.

C. ambush marketing.

D. nondesignated sponsorship.

/C

Ambush marketing.  Ambush marketing is a promotional technique whereby a

nonsponsoring business tries to associate with an event in order to gain

recognition as a sponsor.  There are many strategies businesses can use to

engage in ambush marketing.  One strategy involves associating with or

sponsoring a specific athlete, performer, or team.  Sponsoring a person or team

is often less expensive than sponsoring a large event such as the Olympics.

When a nonsponsor places advertising during a high-profile event and makes an

association (e.g., congratulating a medal winner) with someone or something

related to the event, it is engaging in ambush marketing tactics.  Sales

promotion refers to promotional activities other than advertising, personal

selling, and publicity that stimulate customer sales.  Copyright infringement

refers to individuals or organizations that use copyrighted material and are

not authorized to do so.  Sponsorship is an agreement that allows a company to

pay a fee to a team or an event for the right to affiliate itself with that

team or event.
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When a sport organization employee creates a promotional script for a sport

announcer to read during a pregame award ceremony, the employee should

A. number the copy pages in reverse chronological order.

B. identify name pronunciations that might be difficult to read.

C. make sure the final copy is single-spaced and the typeface is bold.

D. include a joke in the introduction to capture the audience's attention.

/B

Identify name pronunciations that might be difficult to read.  So the announcer

can read the script in a professional, smooth manner, s/he should be given the

script in advance to review.  The script writer and the announcer should review

words or names that have unusual or difficult pronunciations, to make sure the

announcer says the word or name correctly during the ceremony.  To make it easy

for the announcer to read the script, the text should be double-spaced, and key

points should be bold.  It is not always appropriate to include a joke when

writing the script for an award ceremony.  Copy pages are usually numbered in

chronological order rather than reverse chronological order.
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When creating tickets for a sport/event, organizations often embed special

watermarks into the ticket design to

A. reduce the tickets' printing costs.

B. discourage counterfeiting activities.

C. boost fan attendance rates.

D. communicate ticket purchase terms.

/B

Discourage counterfeiting activities.  Popular events, such as the Super Bowl,

often create a high demand for tickets.  Since the stadium can only hold a

certain amount of people, the demand is often much higher than supply.  Some

people take advantage of the situation by printing and selling counterfeit

tickets.  To reduce the risk of counterfeiting, some organizations include

special markings on the tickets that are difficult for counterfeiters to

reproduce.  Adding watermarks or special printing processes tend to increase

printing costs, rather than reduce them.  The use of watermarks is not intended

to boost attendance rates or communicate purchase terms.
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When developing a frequency marketing program for fans, sport/event marketers

should first

A. establish a reward system.

B. purchase a customer mailing list.

C. determine personal risks.

D. create a promotional strategy.

/A

Establish a reward system.  Frequency (loyalty) marketing programs are designed

to enhance or solidify relationships with repeat fans (customers) by providing

discounts, privileges, or goods to reward their purchasing behavior.  To

develop a frequency marketing program, sport/event organizations must determine

qualifications for membership and establish a reward system (e.g., points,

rebates).  A sport/event organization might purchase a mailing list to target a

new market, but frequency marketing programs are generally based on existing

fan relationships.  Therefore, sport/event organizations do not usually need to

purchase a mailing list to develop a frequency marketing program.  A

promotional strategy to communicate information about the frequency marketing

program is developed after the reward system has been established.  Personal

risks are factors that might affect the outcome of an individual's action.  An

organization generally considers overall risk in terms of marketing decisions

rather than each person's level of risk.
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A sports memorabilia store estimates that its annual sales in the next year

will be $860,000.  It plans to allocate 4% of the annual sales to promotional

activities.  How much money will the store budget for promotional activities?

A. $17,200  

B. $34,400

C. $43,000

D. $51,600

/B

$34,400.  Percentage of sales is a method that sports memorabilia stores often

use to plan promotional budgets.  The store determines how much money to spend

for promotional activities by using a certain percentage of current or

forecasted sales.  To calculate the amount, multiply sales by the percentage

($860,000 x .04 = $34,400).
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A convention center can contribute to the economic and social well-being of its

community by

A. developing a promotional program.

B. providing job training for its employees.

C. establishing a corporate crisis management plan.

D. participating in local charitable or recreational events.

/D

Participating in local charitable or recreational events.  Convention centers

often reinforce or build their brands by sponsoring and participating in

community and charitable events.  Promotion planning, job training, and crisis

management are activities related to the internal structure of the organization

rather than the external community.
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When should sport/event organizers consider hiring a promotional agency?

A. Before corporate sponsors have been secured

B. If a large event is scheduled in many cities over time

C. After a small event has established a positive reputation

D. Upon hiring additional personnel to oversee promotional efforts

/B

If a large event is scheduled in many cities over time.  Because they tend to

have extensive resources, promoters or promotional agencies are often used by

sport/event organizations to coordinate and communicate information about

various events.  Ongoing scheduled events, such as national or international

concert tours, are generally more complicated to plan and execute due to the

variety of logistics related to different venues.  If the sport/event

organization does not have the skilled personnel to execute complex promotional

activities, it might consider hiring a promotional agency.  Although it is

possible to use a promotional agency after an event has built a positive

reputation, it is not always necessary for small events.  Many times,

organizations executing first-time events will hire a promotional agency.

After a positive reputation has been established and personnel understand

procedures, the promotional agency might not be needed.  A promotional agency

is generally not hired if the sport/event organization has hired skilled

personnel to execute activities.  Because many factors (e.g., finances, event

size, personnel, event type) are considered when a sport/event organization

hires a promotional agency, the level of committed sponsorship is not always a

consideration.
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When writing a proposal for a potential sponsor, sport/event marketers should

clearly emphasize sponsorship value and

A. benefits.

B. liability.

C. deadlines.

D. confidentiality.

/A

Benefits.  Sponsorship is defined as an agreement that allows a company to pay

a fee to a team or an event for the right to affiliate itself with that team or

event.  When selling sponsorships, it is important to explain to prospective

sponsors what they will get out of their financial investment in terms of

benefits and value.  Sponsors are often concerned with factors such as their

image, amount of exposure, and the level of hospitality that they receive.

Liability is defined as the debts, usually money, that an individual or

business owes to another entity.  Deadlines often refer to due dates to make a

decision or complete an activity.  Although deadlines are often a consideration

in some situations, it is generally not the primary focus of the sponsorship

proposal.  Confidentiality refers to a level of  privacy.  Businesses generally

become sponsors to generate name recognition or reinforce brand awareness

rather than secure their privacy.
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A primary characteristic of an effective advertising campaign is that the sport

and entertainment marketer promotes products by using a variety of media

vehicles to communicate a

A. similar theme. 

B. variety of illustrations.

C. price advantage.

D. personalized message.

/A

Similar theme.  An advertising campaign is defined as a series of

advertisements planned around a central theme or idea.  For example, the "Got

Milk" advertising campaign promotes milk by depicting a variety of athletes and

other celebrities wearing milk moustaches.  Although advertising campaigns

might include a variety of illustrations, it is not a primary characteristic

among all advertising campaigns.  Personalized messages (direct marketing)

might be used in an advertising campaign as well as emphasis on price; however,

these are not characteristics of every advertising campaign.
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Before developing a promotional plan for a sportswear business, marketers must

first

A. select the appropriate budgeting method.

B. understand how the brand is viewed by its target market.

C. determine the criteria to evaluate promotional activities.

D. assess potential elements to be included in the media plan.

/B

Understand how the brand is viewed by its target market.  A promotional plan is

the guide that outlines a sportswear business's promotional objectives for a

specific period of time.  The brand or product image is an important

consideration when developing a promotional plan.  For example, a high-end,

expensive golf outfit sold in department stores has a different target market

than generic golf balls sold in discount stores.  To preserve the integrity of

the brand, the golf outfit company might not include coupons as part of its

promotional plan while the discount store would be more likely to use coupons.

Therefore, it is important for marketers to understand the nature of the

product's image before developing the promotional mix, determining the criteria

to evaluate the promotional activities, assessing the elements included in the

media plan, and selecting the budgeting method.
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Which of the following is an example of a frequency marketing program:

A. A sporting goods retailer provides free shipping for every customer's first

     order.

B. A new airline company provides a 20% discount for tickets purchased by

     senior citizens.

C. A newspaper publisher charges all its customers a flat rate for full-page

     advertisements.

D. A neighborhood bookstore gives its customers a free book for every nine

     books they purchase.

/D

A neighborhood bookstore gives its customers a free book for every nine books

they purchase.  A frequency marketing program is an ongoing, well-organized

promotional effort in which a business offers its customers certain rewards

(e.g., discounts, free products).  Reward distribution is generally based on

the frequency of the customer's purchases.  The business's goal is to increase

business and gain customer loyalty.  By giving its customers a free book upon

the purchase of nine books from the store, a book retailer is using a frequency

program to obtain and retain customers.  Flat rates for advertising space and

free shipping for an initial order do not necessarily provide customers with an

incentive to reorder products from a company.  Providing discounts for goods

and services based on market segmentation (e.g., senior citizens) is considered

a flexible pricing strategy.
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Which of the following is a function of customer service that arena supply

salespeople can use to build relationships:

A. Entertaining often

B. Showing appreciation

C. Telephoning daily

D. Evaluating performance

/B

Showing appreciation.  One way that arena supply salespeople can build

relationships with customers is to show their appreciation to customers for

their business.  Without customers, salespeople would not have jobs and

companies would not survive.  Therefore, it is important to let customers know

how important they are and that they are appreciated.  To do this, salespeople

often send thank-you cards, additional information that may be useful,

congratulatory notes if customers have received awards, etc.  The purpose is to

let customers know that salespeople are thinking of them and value their

business.  Entertaining may be appropriate occasionally but not regularly.

Salespeople should call when necessary rather than daily unless there is an

important project or issue to discuss.  Customers usually evaluate the

performance of salespeople instead of salespeople evaluating the performance of

customers.
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Which of the following stadium seating arrangements are usually the least

expensive tickets that fans can purchase:

A. Reserved

B. Festival

C. Luxury boxes

D. General admission

/B

Festival.  Festival or lawn seating is an open seating arrangement in which

spectators can sit anywhere they desire.  Some concert venues have this type of

seating arrangement.  The spectator generally pays less for the ticket and is

not close to the stage or event.  Reserved seating is often located within

close range of the event and seats are assigned or numbered.  Luxury boxes are

generally purchased by businesses and have more amenities than other seating

arrangements.  General admission allows spectators to sit anywhere in a very

specific area.  General admission seats are usually closer to the stage or

event than festival seats, but farther away than reserved seats.  Reserved,

luxury, and general admission seats usually cost more than festival seats.
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Having what type of information about a sport product tends to give a

salesperson confidence?

A. Firsthand knowledge

B. Manufacturer's publications

C. Industry data

D. Promotional materials

/A

Firsthand knowledge.  Firsthand knowledge, gained by experience, tends to give

a salesperson confidence.  For example, salespeople who use the sport products

are able to answer specific questions because they have learned about the

products by trying them.  Then, salespeople can use their own experiences to

explain the benefits of the products to customers.  They have confidence in

their answers because of personal experience.  Manufacturer's publications,

industry data, and promotional materials are other sources of product

information; but they do not give salespeople the confidence that they obtain

from firsthand knowledge.
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Which of the following selling options is one that sport/event marketers are

most likely to use to reach individual season ticket holders:

A. Personal selling

B. Product demonstration

C. Direct mail

D. Distribution outlets

/C

Direct mail.  Direct mail is defined as a promotional medium that comes to

consumers' homes and businesses.  A sport/event organization that keeps

detailed records about season ticket holders can use the information to develop

a mailing list to send out ticket application forms.  Although direct mail can

be expensive, it is less expensive than personal selling.  Personal selling is

a form of promotion that determines client needs and wants and responds through

planned, personalized communication that influences purchase decisions and

enhances future business opportunities.  As an event or experience, the sport

product is perishable and intangible.  Therefore, a product demonstration is

not an appropriate selling method.  A distribution outlet (e.g., Ticketmaster)

is an intermediary that sells tickets for the sport/event organization.

Distribution outlets are often used to purchase tickets by occasional attendees

rather than season ticket holders.
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Which of the following is an appropriate question to ask to determine a

sporting goods customer's needs:

A. "How much can you afford to pay?"

B. "How do you plan to use the item?"

C. "Are you sure that is the right size?"

D. "Would you like to see a cheaper model?"

/B

"How do you plan to use the item?"  Appropriate questions are concerned with

style or model, materials, and intended use.  Therefore, it is appropriate to

ask sporting goods customers how they plan to use the item to determine their

needs.  Inappropriate questions may make customers feel uncomfortable, hurt

their feelings, or make them angry.  Examples of inappropriate questions are,

"How much can you afford to pay," "Are you sure that is the right size," and

"Would you like to see a cheaper model?"
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Which of the following is a factor that might help a customer make the decision

to buy now:

A. One-of-a-kind item

B. Value-added services

C. Five-year warranty

D. End-of-season discount

/D

End-of-season discount.  Sales are often lost because the sports equipment

salesperson does not help the customer determine when to buy-the time decision.

One factor that often affects a time decision is financial.  A salesperson

explaining an end-of-season discount may help a customer to decide to buy now

to save money because a comparable product will be more expensive when the new

season begins.  One-of-a-kind item, value-added services, and five-year

warranty are factors that might influence the customer in reaching a price

decision rather than a time decision.
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One reason it is important for professional sport/event organizations to

develop advance ticket sales plans is because the generated revenue helps

organizations to

A. cover pre-event expenses.

B. decrease operational costs.

C. increase general admission ticket sales.

D. reduce the risk of ticket scalping activities.

/A

Cover pre-event expenses.  By selling tickets for sport/events in advance

(e.g., season ticket holders, groups), sport/event organizations obtain

revenues before the sport/event occurs.  These revenues can be used to cover

pre-event or preseason expenses such as purchasing supplies, printing costs,

and personnel salaries.  Not all sport/event organizations sell general

admission tickets.  Advance ticket sales do not necessarily reduce ticket

scalping activities or decrease operational costs to run the organization.
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When sport/event organizations want to obtain funding through charitable trusts

or foundations, they must usually follow specific guidelines to request money

by preparing a(n)

A. grant proposal.

B. sponsorship proposal.

C. executive summary.

D. petition of support.

/A

Grant proposal.  A grant refers to money that is provided by an individual,

business, or organization to another individual, business, or organization

without the expectation of financial reimbursement.  Some organizations that

provide grants have specifications or criteria that applicants must meet.  The

grant proposal is a document that is developed and submitted by the applicant.

Sponsorship refers to an agreement that allows a company to pay a fee to an

organization or event for the right to affiliate itself with the organization

or event.  An executive summary is a synopsis of the key points of a business

report.  Petition of support is not a term commonly used in the sport/event

marketing industry.
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Stan went shopping for new clothing at Cartman's Pro Shop.  Calculate the

following sales check information for Stan's purchases:  three golf shirts at

$24.95 each, two pairs of pants at $55.00 each, three sweaters at $35.95 each,

and seven pairs of socks at a cost of three pairs for $15.00.  What is the

total sale if there is a 6% sales tax?

A. $305.64

B. $327.70

C. $347.36

D. $372.70

/C

$347.36.  Calculate each of the items separately, then add up the total of

each:  shirts, 3 x $24.95 = $74.85; pants, 2 x $55.00 = $110.00; sweaters, 3 x

$35.95 = $107.85; socks, 7 x ($15.00/3) = $35.00.  Add $74.85 + 110.00 + 107.85

+ 35.00 to obtain the subtotal amount of $327.70.  Multiply the subtotal

($327.70) by the sales tax rate of 6% ($327.70 x 6% or .06 = $19.66).  Add the

subtotal ($327.70) and the tax ($19.66) to get the total sale ($347.36).
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A theater supply salesperson who determines that prospective customers have the

ability to pay for products is

A. arranging credit.

B. setting up payments.

C. qualifying leads.

D. verifying accounts.

/C

Qualifying leads.  Once theater supply salespeople have identified prospective

customers, they need to make sure these customers actually need the product and

have the ability to pay for the product.  This is part of the process of

qualifying leads.  If a lead needs a product but is unable to pay, or is a poor

credit risk, the potential customer does not qualify as a prospect.  To qualify

as a prospect, the lead must have both the need and the ability to pay for the

product.  Once salespeople qualify leads, they might arrange credit or set up

payments.  A salesperson who determines that prospective customers have the

ability to pay for products is not verifying accounts.
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Sport/Event marketers often identify the sponsorship potential of a specific

business by researching the company's sponsorship history and understanding its

A. sponsorship objectives.

B. manufacturing methods.

C. financial policies.

D. quantity standards.

/A

Sponsorship objectives.  Sport/Event organizations often qualify their

sponsorship prospects so they do not expend energy appealing to businesses that

will mostly likely not consider sponsorship options.  To determine if a

business is a potential sponsor, the sport/event organization often looks to

the business's sponsorship history (e.g., who, when, how much).  When

developing sponsorship relationships, it is important for the sport/event

organization and sponsors to have compatible images and goals.  Therefore, it

is important for the sport/event organization to understand the potential

sponsors' sponsorship goals.  Sponsors do not always manufacture or produce

goods.  Financial policies are the rules that employees must follow regarding

company financial matters.  Quantity standards are the established

specifications used to measure the amount of work produced.
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By assigning a staff member to communicate and coordinate activities with each

of its sponsors, a sport/event organization facilitates goodwill by

A. processing special orders.

B. maximizing mass-media exposure.

C. providing efficient, ongoing service.

D. creating expanded advertising opportunities.

/C

Providing efficient, ongoing service.  When a sponsorship agreement has been

signed, a sport/event organization should maintain communication with a

sponsor.  By assigning a specific person to work with the sponsor, the

sport/event organization provides a central contact for the sponsor.  The

employee works with the sponsor to coordinate promotional materials (e.g.,

signs, graphics, copy) and to answer questions.  By communicating on an ongoing

basis, the sport/event organization builds goodwill by providing good service.

Advertising is a form of nonpersonal paid promotion.  Sponsorship does not

necessarily expand advertising opportunities for sponsors because the terms of

each sponsorship agreement vary and advertising is not always a component.

Special orders are sales requests for items that are not normally stocked by a

business.  Sponsorship does not necessarily maximize mass-media exposure for

sponsors because the terms of each sponsorship agreement vary and mass-media

exposure is not always a component.
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The territory sales reports indicate that Territory A achieved 98% of quota,

Territory B achieved 99% of quota, and Territory C exceeded quota by 5%.  What

were Territory C's sales if the quota for each territory was $1,345,750?

A. $1,318,835.00

B. $1,332,292.50

C. $1,409,958.00

D. $1,413,037.50

/D

$1,413,037.50.  Exercise equipment businesses analyze territory sales reports

to determine if the territories are meeting or exceeding quota.  If territories

are not selling as much as expected, a business might review the sales

procedures and decide to make changes to improve performance.  On the other

hand, territories that exceed quota might be rewarded with bonuses or other

types of compensation.  In this example, Territory C exceeded quota by 5%.  To

determine that amount, multiply the quota by the 5% and add that figure to the

original quota ($1,345,750 x 5% or .05 = $67,287.50; $1,345,750.00 + $67,287.50

= $1,413,037.50).
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Which of the following topics might be included in refresher training for

experienced sportswear salespeople:

A. General company overview

B. Basic product information

C. Record-keeping requirements

D. Revised inventory policies

/D

Revised inventory policies.  Refresher training for experienced sportswear

salespeople is needed to reinforce previous training and keep sales

representatives current.  Sales training meetings should be held regularly,

perhaps on a monthly basis, and no less than annually.  The content of these

meetings might include updates on topics such as revised inventory policies.

The content of sales training for new recruits usually includes a general

company overview, basic product information, and record-keeping requirements.

This is information that will be known to experienced salespeople.
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A sport/event marketer develops a contract that provides concert tickets and

backstage passes to a radio station in exchange for free air time promotion.

This is an example of a(n)

A. licensing arrangement.

B. exclusive distributorship. 

C. promissory note.

D. barter agreement.

/D

Barter agreement.  Bartering is an exchange of ideas, goods, or services for

other ideas, goods, or services instead of monetary payment.  A licensing

arrangement is an agreement between the owner of copyrighted, patented, or

trademarked material to allow a licensee to use the material for a specific

activity or for a specific amount of time.  An exclusive distributorship occurs

when a manufacturer selects one intermediary to sell its product.  A promissory

note is a legal form signed by a borrower promising to repay a loan.
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