Chapter 5

Ethics: The Foundation for

Relationships in Selling

True/False

1. Most Edward Jones brokers never considered what they were doing to be questionable because “revenue sharing” is common in the industry.

T
106

2. One of the “half-truths” that has influenced the erosion of character in business is that: “Corporations exist to maximize shareholder value.”

T
108

3. The salesperson should use a standard entertainment activity for all customers to avoid the appearance of favoritism.

F
115

4. The primary focus of trust in transactional sales is trust in the person who sells the product.

F
122

5. The major outcome of a business agreement based on reciprocity is a mutual exchange of benefits.

T
113

6. The role of the salesperson is to diagnose buyer need and determine how to extract value from the situation.

F
121

7. The Uniform Commercial Code is a legal guide to a narrow range of transactions between the seller and the buyer.

F
119

8. Many business organizations, professional associations and certification agencies have established written codes of ethics.

T
107

9. If you are not breaking the law, then you are acting in an ethical manner.

F
120

10. Kickbacks and payoffs may be acceptable practices to the vice president of sales and marketing, yet may be viewed as unethical by members of the sales force, the board of directors, investors, and the general public.

T
107

11. A majority of the states have passed legislation establishing a cooling-off period during which the consumer may void a contract to purchase goods and services.

T
119

12. People employed in the fast-paced business world, which is constantly changing, will adopt or discard values quickly.

F
117

13. Ethical standards tend to filter down from the top of a business organization.

T
111

14. Product disparagement constitutes a type of business defamation.

T
116

15. It is almost impossible for management to develop guidelines for sales personnel regarding the giving of gifts to customers.

F
114

Multiple Choice

Select the response that best answers the question or completes the statement.

16. Teresa Fallon sends a written proposal to a customer.  In the proposal, she compares the specifications of her product and a competing product.  If the information about the competing product is not true, she is using a form of defamation called _______.

a. business slander

b. product disparagement

c. bribery

d. business libel   * 116

17. All of the following can serve as general guidelines in forming a foundation for a personal code of ethics EXCEPT:

a. personal selling must be viewed as an exchange of value.

b. relationships come first, task second.

c. the government provides plenty of rules to use as guidelines.   * 121-122

d. be honest with yourself and others.

18. Which of the following is true of doing business in China?

a. Chinese business people make deals quickly.

b. Handshakes are followed by hugs when meeting a high ranking person.

c. The rules for business gift giving are similar to those in the West.

d. Business entertaining is frequently done banquet style.   * 111

19. Which statement best reflects the “Responsibility to Clients” section of 

NASP’s Standards of Professional Conduct?

a. I will act in the best interest of my clients.   * 107

b. I will serve as a model of good citizenship.

c. I will act with the highest degree of professionalism.

d. I will disclose potential conflicts of interest.

20. If you view your employer’s instructions or influence as improper, then you should:

a. keep your concerns to yourself.

b. voice opposition to the practice if it is in conflict with your value system.   * 118

c. consider the need to compromise your values in order to keep your job.

d. follow the path of least resistance.

21. This form of business defamation arises when an unfair and untrue oral statement is made about a competitor.

a. business slander   * 116

b. business libel

c. reciprocity

d. bribery

22. When a customer reveals confidential information about a competitor to a salesperson, the preferred course of action is for the salesperson to:

a. accurately relate the details to his/her top management. 

b. inform the competing company about the useful information. 

c. request that the customer not comment further because of the conflict of interest.

d. preserve the confidentiality of information they receive.   * 112

23. Which of the following would be the best application of principles regarding gift giving to customers?

a. Give gifts before doing business with a customer.

b. Once begun, maintain a regular and consistent pattern of gift giving.

c. Determine the gift-receiving policy of the customer’s company.   * 115

d. Clearly explain the conditions you expect of the customer who accepts a gift.

24. Which of the following is a true statement regarding the relationship between attitudes, behavior and values?

a. Values influence attitudes, which in turn influence behavior.   * 117

b. Attitudes influence behavior, which in turn influences values.

c. Behavior influences attitudes, which in turn influence values.

d. Although all three are related, there is no established sequence of influence.

25. Which of the following is NOT a general guideline that serves as a foundation for a personal code of business ethics?

a. Personal selling must be viewed as an exchange of value.

b. Your values should not be in conflict with those of your employer.   * 121-122

c. Be honest with yourself and with others.

d. Relationships come first, task second.

26. Yukie, a salesperson for a North American car manufacturer, told one of her prospects that Honda was being investigated in Japan for unfair labor practices. Although she had heard the rumor from someone else, she was confident it was false.  Yukie is guilty of:

a. slander   * 116

b. libel

c. product disparagement

d. false advertising

27. Harold Timmons is in a position to close a large sale if he conceals certain information that the customer needs to make an intelligent buyer decision.  His sales manager encourages him to withhold the information and says, “You will not be breaking any law.” In this case, the salesperson must be guided by the following ethical guideline:

a. Caveat emptor.
b. A salesperson’s ethical sense must extend beyond the legal definition of what is right and wrong.   * 120

c. The code of ethics established by the company should guide all ethical decisions.

d. The organization’s moral tone is established primarily by salespeople who have daily customer contact.

28. Which of the following would be the least important deterrent to unethical behavior by salespeople?

a. Sales managers who model high ethical standards.

b. Written company policies that spell out standards of “rightness” and “wrongness.”

c. Leaders within the company (top management) who model high ethical standards.

d. National laws that curb unethical business practices.   * 111-112

29. According to the author of Integrity Selling®, which of the following statements about values is true?
a. Our values change frequently throughout life.

b. A salesperson’s values contribute more to sales success than do techniques.   * 118

c. Most people find it easy to clarify their values.

d. Values have only limited influence on our behavior.

30. The practice of reciprocity: 

a. is beneficial to all parties involved.

b. is no longer legal in America.

c. is illegal when one company pressures another company to join an agreement.   * 114

d. results in improved competition among sales and marketing firms.

Completion 

31. _______ are deeply held personal beliefs and preferences.

Values   117

32. In the fields of selling, there are both _______ standards and _______ standards.

legal; ethical   120

33. Business defamation incurred when an unfair and untrue statement is made about a company in writing is known as _______ _______.

business libel   116

34. The term _______ can be defined as a mutual exchange of benefits, as when a firm buys products from its own customers.

reciprocity   113

35. The major types of business defamation are business slander, business libel and _______ _______.

product disparagement   116

Short Answer 
36. The National Association of Sales Professionals (NASP) has published a list of ten Standards of Professional Conduct. List and explain five.   107

1. Ethics and Professionalism: [The salesperson] will act with the highest degree of professionalism, ethics and integrity.

2. Representation of Facts: [The salesperson] will fairly represent the benefits of the products and services being sold.

3. Confidentiality: [The salesperson] will keep information about his/her customers confidential.

4. Conflicts of Interest: [The salesperson] will disclose potential conflicts of interest to all relevant parties and whenever possible resolve conflicts before they become a problem.

5. Responsibility to Clients: [The salesperson] will act in the best interest of his/her clients, striving to present products and services that satisfy the customers’ needs.

(The other five possible answers are: responsibility to employer, responsibility to NASP members, responsibility to the community, continuing education and laws.)
37. Respond to the following idea: “Ethics are not a matter of law alone. A salesperson’s ethical sense must extend beyond the legal definition of what is right or wrong.”   120

To view ethics only in terms of what is legally proper encourages the question, “What can I get by with?” 

A salesperson must develop a personal code of ethics that extends beyond the letter of the law.

Matching

For each descriptive phrase or statement in Group A, select the most appropriate answer from the items listed in Group B.

Group A

38. The most important single determinant of employee ethics.

B   111

39. Closest point of contact with the sales staff.

D   111

40. The customer focus shifts from the product to the person who sells the product.

G   122

41. Clearly spells out conduct related to gift giving.

C   114

42. Represents the ultimate reason salespeople act as they do.

E   117

43. Provides the basis for day-to-day ethical decisions in all professions.

E   117

44. Contributes more to sales success than techniques or strategies

E   118

45. Many employees do not have well-developed moral sensitivity and, therefore, need the guidance of these.

C   112

46. Provides guidelines for a wide range of acceptable and unacceptable behaviors through the UCC and its predecessor.

A   119

47. Cooling off provisions that are designed to give customers an opportunity to reconsider a buying decision.

A   119-120

48. The highest corporate source of ethical standards.

B   111

49. Forces management to “take a stand” and give direction to all employees.

C   112

50. The primary customer focus in this type of sale is trust in the product.

F   122

51. Not adopted or discarded quickly.

E   117

52. Serves as a foundation for acceptable and unacceptable ethical attitudes in professional and private life.

E   117

Group B

A. local, state, and federal laws

B. top management

C. company policies and practices

D. sales manager

E. salesperson’s personal values

F. transactional sales

G. consultative sales

H. strategic alliance sales
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