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Your Course Materials 
 
You are about to join thousands of other active people in the heating and air-conditioning 
industry who have found HARDI's workbooks a convenient way to continue their job-related 
training and education. 
 
Your course materials have been specially prepared to make distance learning easy as well as 
convenient. 
 
Your course materials include: 
 

• A text section, which includes all of your learning information, drawings, tables, and 
charts. You will read assignments in the text section to expand your knowledge of the 
subject.  
 

• Self-check quizzes, which are found in the text section at the end of each lesson. You 
should take these quizzes to monitor your progress toward learning the materials. An 
answer key provides all of the correct quiz answers, and can be found in the final 
appendix to the text section. 
 

• Online unit exams are provided separately from the text section. Every HARDI 
workbook course has a specific number (2 to 4) of exams that will officially mark and 
track your learning progress. Unlike the self-check quizzes, the unit exams are intended 
to be an official record of your course completion.  
 

• Extra resources. Some HARDI workbook courses may come with additional resources, 
such as additional workbooks, audio files, etc. These resources may be found in the 
appendixes or in separate files.  HARDI feels that these resources will be valuable to 
your learning, but the topics are usually not covered in the unit exams.  
 

• The option to consult with an instructor comes with every HARDI workbook course. If, 
at any time, you have a question about the course information, quizzes, or exams, 
please contact us at: 
 

 
HARDImail@hardinet.org 

Fax: 614.345.9161 
Phone: 614.345.4328 

mailto:HARDImail@hardinet.org�
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Learning Objectives 
The essential objective of this course is to provide an individual with an overview of the non-
technical duties and basic responsibilities of a heating/cooling/refrigeration Wholesale Counter 
Sales Associate. 
 
More specifically, the objectives of this training course are to equip the serious participant with 
sufficient information to: 
 
 1)  analyze customer needs 
  
 2)  communicate effectively with customers 
  
 3)  identify the basic procedures required to process a sale 
  
 4)  improve and maintain customer sales area 
  
 5)  differentiate between various catalogs and their uses 
  
 6)  understand the purpose of inventory control 

Student mastery of these objectives will be demonstrated by successful completion of three 
written unit examinations during the training period. 
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Learning Tips 
 
 
Many distance learning students might find these tips on how to study offered by Dr. Francis 
Robinson, The Ohio State University, worthy of consideration. 
 
Dr. Robinson recommends the SQ3R method. The SQ3R method of reading assignments helps you 
to study more effectively. SQ3R is a formula that represents the words Survey, Question, Read, 
Recite and Review. This is how to use the formula. 
 
1.  Survey - Page through the lesson. Read the title, headings, sub-headings, the first paragraph 
or two, and the last paragraph. Study the illustrations, pictures, graphs, charts, and tables. 
Relate this information to what you already know. 
 
Read notable notes found throughout the course. They are extended comments much as an 
instructor would offer when going over a lesson in class. 
 
2.  Question - Page through the lesson a second time. This time, ask questions about the material 
in the lesson. Turn the title, headings, and sub-heading into questions by adding who, how, what, 
where, when, and why. Form your own questions. 
 
3.  Read - Read the lesson and look for answers to your questions. Think along with the author; 
anticipate what the author is going to say. Use a dictionary to find the meaning of any words 
that you don't know. 
 
4.  Recite - Look away from the material and tell yourself what you have just read. Try to answer 
your questions from memory. Do this immediately after you finish each section of the lesson and 
immediately after you finish each lesson. 
 
5.  Review - Complete the self-check quizzes to see how much you remember. Use the answer key to 
see how well you did. Then, go back to the textbook to review the questions that you missed. The 
reference page where each answer can be found is also provided in the answer key. 
 
If you follow the SQ3R formula method of reading and studying, you will be well-prepared to take 
each examination. Send only the examinations to the school for grading; do not send in the 
self-check quizzes. 
 
 
 
 
 
 
 

Get Started Right Away. 
Turn to the Preview for Lessons 1, 2, and 3. 
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Preview: What Do You Do For a Living? 
  
The first section in your course on Counter Service & Sales consists of three assignments — Lessons 
1, 2, and 3 in your text. The overall objective of this section is to help you understand the industry 
from which you earn your livelihood and the important functions served by the wholesale firm 
where you work. 
  
Henry Ford was quoted as saying, “history is bunk.” Mr. Ford, however, then proceeded to build a 
mammoth museum explaining the history of technology with emphasis on the automotive industry 
— of course. 
  
What Mr. Ford meant by his statement was that history as written by outsiders — historians — 
tended to be conjecture and romance. Your first lesson is about the history of the industry, but it is 
not conjecture and romance. It is a review of the changes in technology that resulted in today's 
modern heating-cooling-refrigeration industry. 
  
Energy has been the cornerstone of our industry. The change from wood and coal to oil, gas, and 
electricity brought about great changes in heating, cooling, and refrigeration. Today’s 
environmental concerns will no doubt result in more changes. It is good to remember that in a 
dynamic industry such as ours, change is inevitable. By recognizing past changes, you'll be better 
prepared to recognize and accept future changes as they occur. 
 
Marketing is the process by which a manufacturer conceives, anticipates, and prepares for the 
demands of consumers and satisfies these demands through the physical distribution of many 
products. Retailing is the final part of the marketing process in which the goods are exchanged for 
money between the retailer and the consumer. Distribution is the route that merchandise follows 
from the manufacturer to the consumer. This route is called the channel of distribution. While there 
are many “paths” to market, the chain of distribution from manufacturer — through wholesaler — 
to retailer is the channel through which more products flow for consumer use than any other. 
 
(There is a marketing function for distributors as well. One definition: “Distributor sales is moving 
what you have in inventory. Distributor marketing is buying what your customers want and 
need.”) 
 
In Lesson 2,, you'll learn about the role of the independent wholesaler in getting heating-cooling-
refrigeration products to market. The basic structure of a wholesale business is detailed, and the 
role of counter service and sales is emphasized. You'll learn just how important efficient distribution 
of products is to our high standard of living. In Lesson 3, you'll learn about your customers — how 
important customers are to your company and why the customer is king. 
 
When you are part of an industry, it is sometimes difficult to recognize the full importance of your 
work to the well being of the country. Heating, cooling, and refrigeration is an essential part of a 
modern society. Considered a defining 20th Century technology, air-conditioning was a featured 
exhibit at the prestigious National Building Museum in Washington, DC from May 1999 to January 
2, 2000. 
 
When you have completed this first section, we believe you'll have a deeper appreciation for your 
industry, your company, and your own job. 
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Lesson 1:  An Industry Overview 
 
 

What's the most important invention of the 20th Century?  That's a sure way to start a friendly 
argument. Actually, one university economist said “air-conditioning was the most profound 
technology advance of the 20th century” — meaning its full Impact is not as apparent as it 
really has been. 

The main purpose of this first assignment called “The Heating-Cooling Refrigeration Industry,” is 
to provide you with basic background on the evolution of the HCR industry. 

When you’ve finished this assignment, you should be able to: 

1. Describe the impact of refrigeration on the North American economy. 
 

2. Trace the evolution of the coal and ice business into the heating-cooling-refrigeration 
industry of today. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Now read Lesson 1 which begins on the next page. 
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Refrigeration & Air Conditioning --- Contributing to a Higher Standard of Living 
 
 



 Counter Sales & Service 
Lesson 1 Page 3 

Lesson 1: The HC&R Industry 
 
The Heating, Cooling, and Refrigeration (HC&R) Industry is not a particularly large industry but it 
is an important industry. About 9 million central air-conditioning systems and 2.2 million heat 
pumps worth billions of dollars are installed each year. Over 5.5 million furnaces are sold 
annually as are 10.7 million domestic refrigerators. Several hundred thousand unit coolers, 
commercial refrigeration fixtures, and ice makers are sold as well. 
 
The HC&R industry has had a major impact on 
the North American economy and the way we 
live. 
 
Almost half the food sold today requires 
refrigeration or it would spoil. It is a fact that 
in non-industrialized nations, more food spoils 
than is consumed. The widespread application 
of refrigeration as used in North America could 
technically eliminate hunger in the world with 
no change in food production. 
 
Air-conditioning has literally revolutionized the 
way we live and where we live. Air-
conditioning is essential in the pharmaceutical, 
textile, and printing industries. 
Mainframe computers would cease to 
function without air-conditioning. 
 
Air-conditioning made possible the rapid 
development of the Southwest, 
Southern California and Florida. Thus, 
whole communities exist today because 
air-conditioning made areas livable. 
 
Refrigeration is used in petro-chemical 
plants and oil refineries.  
 
Dehumidifying air before it enters a blast 
furnace improves the quality of steel. 
Cold treatment of metals can improve certain needed properties. Importation of liquefied 
natural gas is made possible through the use of extremely low temperature refrigeration called 
cryogenics. 
 
Almost every new automobile is equipped with factory air-conditioning. If we are indeed a 
nation on wheels, we are also a nation on wheels that's enclosed in an air-conditioned 
environment. 



 Counter Sales & Service 
Lesson 1 Page 4 

Coal and Ice Heritage 
 
Obviously, heating, cooling, and 
refrigeration was not always a particularly 
important business in our economy. To 
understand the changes and how we got to 
be where we are today, perhaps the coal 
and ice company of the recent past can be 
used as a point of historical reference. 
 
Just as many of today's automotive 
manufacturers, dealers, and repair shops 
can trace their origin back to a carriage 
blacksmith shop, so too, a number of modern-day HC&R firms grew out of the old coal and ice 
business. 
 
Coal and ice was an essential 
business in the east and Midwest at 
the turn of the last century. 
Following the Civil War, coal had 
become the most popular fuel, and 
ice --- first natural and later 
manufactured --- was in great 
demand to preserve food. The coal 
and ice business mix afforded a 
company a year-round business 
activity. Essentially every home, 
store, and commercial building was 
a dependent customer. Coal and ice 
companies simply competed among themselves for market share. 
 
Winds of Change 
 
Steam power and gas illumination were fairly common in major cities by the time of the Civil 
War. Following the war, America entered the golden age of the mechanical arts, and numerous 
key inventions resulted. 
 
Small manufacturers were already producing parlor stoves, cook stoves, and other iron devices. 
These items were being sold by tinner/hardware stores. Ice was in great demand. Natural ice 
from the north's frozen lakes was covered with sawdust and sent south and even overseas. 
But by 1880, there were at least 3000 patent applications for ice maker ideas. The progressive 
ice company soon added refrigeration to make “artificial” ice even in the face of some 
consumer reluctance to use "man-made" ice. 
 
Coal continued as a principle heating fuel until the Second World War. However, oil burners 
were introduced early-on, and by 1930, over 500,000 homes were heated with oil. Some 
forward-thinking coal dealers became oil dealers. 
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Gas furnaces were demonstrated as early as 
1890. Gas finds in Texas and Louisiana in 
1925 helped spread the use of natural gas as 
a heating fuel. But it was World War II, and 
the enormous demands for fuel, that 
launched the natural gas boom. By 1951, the 
more than 315,000 miles of gas pipeline 
exceeded the total mileage of all U. S. 
railroads. 
 
Another source of energy, electricity, was 
introduced into homes for lighting at the 
start of the new century. In those early days, 
electricity was only supplied at night since 
there were no daytime appliances requiring 
electricity. 

 
The development of the small electric motor 
made possible the introduction of the 
automatic household refrigerator. The home 
refrigerator became popular in the 1920s 
with one manufacturer producing one 
million machines in 1929. 
 
To the coal and ice firm of the 1920s, the 
introduction of the refrigerator meant the 
demise of the residential ice market. The 
introduction of gas and oil as heating fuels 
also added new business competition. 
Some firms began to sell coal stokers to their 
customers in order to compete against 
“automatic heat” promotions of the oil and 
gas interests. The stoker business for some 
evolved in the heating equipment business. 

 
In the meantime, commercial use of ice also began to decline as commercial refrigerators and 
fixtures were marketed. The first supermarket featuring refrigerated display cases opened in 
1931. 
 
In the 1920s, another technology--combining both refrigeration and heating know-how--
emerged. Air-conditioning was first installed in movie houses and then department stores. 
Singular attempts at air-conditioning had been attempted even before the turn of the century, 
but in the 1920s, it was a proven concept. 
 
As the 1930s began, some furnace contractors began installing residential air-conditioning 
systems or systems “prepared” for air-conditioning. 
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Continuing Evolution 
 
World War II temporarily delayed the growth of all consumer product sales. But after the war, a 
sales bonanza occurred. By the mid 1950s, the heating, cooling, and refrigeration industry as we 
know it today had been clearly established. 
 
Many coal and ice companies who believed they were in the business of selling coal and ice -- 
nothing else -- simply went out of business. A few survive today to service specialized markets. 
Others made the transition along with newly formed companies in providing distribution, sales 
and service of heating, cooling and refrigeration products. 
 
Today, more than one thousand different HC&R products are marketed by over 2,000 
manufacturers. Several hundred thousand people are employed in the manufacture, 
distribution, sale, installation and service of heating, cooling, and refrigeration machinery. 
 
Even with such a remarkable history of rapid growth and progress, experts predict even greater 
growth and change for the future. New and better products based on different technologies are 
sure to arrive. 
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Self-Check, Lesson 1 Quiz 
 
You should have read all the material in Lesson 1 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.   
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 

 
1. T F The development of mechanical refrigeration has had little effect on the way we  
   live. 
 
2. T F  Air-conditioning must be considered a luxury that we could easily do without. 
 
3. T F  There was some consumer reluctance to the use of man-made ice in the 1880s. 
 
4. T F  The first supermarket featuring refrigerated display cases opened for business in  
    1945 following World War II. 
 
5. T F  Refrigeration has little application outside of comfort cooling and food  
    preservation. 
 
6. T F  Hardware stores were important in the distribution and sale of early heating  
    stoves. 
 
 
In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
7.  The residential ice delivery business declined because: 
 
a.  there was not enough natural ice available. 
b.  the automobile made it possible for people to buy their own. 
c.  of the introduction of the household refrigerator. 
d.  man-made ice was rejected by consumers. 
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8.  The rapid acceptance of residential air-conditioning was delayed because: 
 
a.  people rejected the concept. 
b.  summers were not as hot as they are today. 
c.  of technical difficulties. 
d.  of World War II. 
 
9.  Many coal and ice companies went out of business because: 
 
a.  they believed they were strictly in the business of selling coal and ice. 
b.  people no longer required energy and refrigeration. 
c.  transportation costs increased.  
d.  labor costs increased. 
 
10.  In the early days of the last century, electricity was only supplied to homes at night 
because: 
 
a.  of insufficient generating capacity. b.  there was no daytime need.  
c.  it was used for lighting only.   d.  both b & c above. 
 
 
For the completion-type questions, fill in the blanks with the word (or words) that most 
accurately completes the thought. 
 
 
11.  HC&R stands for H _____________________ C ______________ and  
R___________________. 
 
12.  The use of natural gas as a domestic fuel required the construction of a/an 
_______________ to distribute the fuel to all parts of the United States. 
 
13.  The development of the electric ________________________ was critical to the 
introduction of the household refrigerator. 
 
14.  Air conditioning was first installed in _____________________ in the 1920s. 
 
15.  Coal _____________ were often sold and installed by the coal delivery company to 
automate coal-fired boilers and furnaces. 
 
16.  Make a list of unusual or important uses of heating, cooling, and refrigeration in your own 
community. 
______________________________________________________________________________
______________________________________________________________________________ 
 
17.  Coal companies added ice to their service to have a/an _________________business. 
 
18.  Experts predict even greater __________________________ in the future for the HVACR 
industry. 
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Check Your Answers!  

  
Now compare your answers with those given in the answer key at the back of this book.  The 
answer key also directs you to a page in the lesson to review the text for any questions you may 
have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment 
which starts on the next page. 

 
Do you have any unresolved questions on this lesson? 

 
Fax your questions to 614-345-9161 or email to 

Hardimail@hardinet.org. 

mailto:Hardimail@hardinet.org�
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Lesson 2: Overview 
 

“In the United States, wholesaling probably is more vital to the economy than in any other 
country or marketplace in the world" — U.S. Department of Commerce. 
 
What are HVACR wholesalers and what do they do? Before focusing on the job of counter 
service and sales, we will first look at the economy as a whole and the functions of the 
independent wholesale firm in the marketplace. 
 
Having the right products, parts, and supplies at the right place, at the right time — and doing it 
efficiently — takes many skilled people. This assignment details how a typical wholesale 
business is organized to perform these important functions. 

Upon completing this assignment, you should be able to: 

1. Explain time and place utility. 

2. Describe the functions provided by the manufacturer. 

3. Describe the functions provided by the wholesaler. 

4. Describe the functions provided by the contractor customer. 

5. Name the essential departments in a wholesale firm. 

6. Explain the services performed by each wholesale department. 

7. List the specific duties and responsibilities of counter sales personnel. 
 
 
 
 
 
 
 
 
 
 

Now read Lesson 2 that begins on the next page. 
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Lesson 2: What a HVACR Wholesaler Does 
 
Wholesaling came into being when people began producing more items than they could use 
themselves and then wanting other items they could not produce for themselves. The Greeks 
invented wholesaling, using the term “emporia” to describe wholesaling activities in their trade 
centers — hence our word — emporium, meaning a place of trade or a store carrying a wide 
variety of products. 
 
Most wholesalers before the American Civil War carried many lines of goods; but after the war, 
some started to limit the types of merchandise carried to better serve the changing needs of 
customers. Because of the vast distances in North America, wholesaling also grew into an 
entirely separate operation from retailing and manufacturing. 
 
Wholesaling also matured at different times for different types of merchandise. Food and 
apparel wholesalers were well established in the 19th century. HVACR wholesaling had to wait 
until the 20th century. 
 
Distribution of Channel Basics 
 
The wholesaler helps to bring order and efficiency to the marketplace. Let's examine how this 
comes about by considering some very basic economic facts. We all know about American 
productivity. How Americans have a “knack” for inventing better, faster, and cheaper ways to 
make things. Henry Ford and the auto assembly line is a classic example. 
 
Economists call this Form Utility — shaping materials into a form people want and need. 
 
But no product has real value to a user until it not only has form utility, but also time and place 
utility. 
 
What value is a brand new furnace sitting at the end of an assembly line to a desperate 
homeowner 500 miles away with a worn out heating unit in the middle of winter? Absolutely 
none! For a product to have real value, it must also be in the right place at the right time as well 
as assembled correctly and functioning properly. 
 
Cutting Costs of Distributing Products 
 
While America is well known for its production know-how, we have in fact moved into another 
phase of the on-going industrial revolution — the era of logistics (distribution) and information 
management. 
 
In the mid 1960s, the number of persons employed in distributing and servicing products for 
the first time equaled those directly involved in making products. Today, more people earn 
their living distributing and servicing products than making them in the first place. Today, seven 
out of ten employed Americans work in the distribution and service industries. Only one person 
in four is directly involved in the production of goods. 
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Historians will rightly identify America's distribution efficiencies of today along with her 
manufacturing know-how as prime causes for our economic well-being. These same basic 
economic facts — form, time, and place utility — are helping to shape the growing importance 
of the wholesaler in the heating-cooling industry. Let's consider these factors in very practical 
terms as they relate specifically to the HVACR industry. 
 
In Lesson 1, we noted that the market for refrigerators began in the 1920s and for store display 
cases in the early 1930s — hence the rapid emergence of the local refrigeration parts 
wholesaler. At nearly the same time, furnace manufacturers started to shift from making cast-
iron coal furnaces for local markets to mass producing lightweight steel furnaces for regional 
and even national markets — eventually using independent wholesalers to satisfy the insatiable 
boom of the 1950s and the advent of suburban sprawl. 
 
How does the manufacturer-to-wholesaler-to-dealer-to-end-user marketing channel work in 
today's HVACR industry? Let's start with the manufacturer. 
 
The manufacturer does research and testing of new products — new compressors, air-
conditioning units, furnaces, controls, and even whole systems. The manufacturer also makes 
the products. The manufacturer may do national advertising and sell in truckload quantities to 
wholesalers.
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    Next in the chain, the wholesaler sells to dealers and 

contractors. The wholesaler buys in large quantities and 
maintains an inventory of equipment and parts from many 
manufacturers for ready availability. He extends trade credit 
and provides training in the use and installation of HVACR 
products. (See Notable Notes nearby for a practical 
interpretation of these facts.) 

 
 

What does the dealer do in today's distribution chain? The 
dealer sells direct to the end user — the consumer or a 
business entity. The dealer does local advertising, often in 
conjunction with his wholesaler. The dealer helps provide 
consumer credit. The dealer designs and installs systems 
and, importantly, services and repairs the customer's 
equipment. 

 

                              
 
 
What does the end user do in this chain? He pays — so everyone in the chain must do his part 
efficiently. Why? Because the final economic fact of life is called possession utility — making the 
product available at a price the end user is willing to pay. 
 
Notable Note:  Let's pretend for a moment there are no HVACR wholesalers. To simplify our 
example, let's pretend that there are just 200 manufacturers and just 40,000 service and 
dealer-contractor persons in our entire industry. With no wholesalers, the individual 
contractor will have 200 factory sales persons calling on him, say, once a month. That's about 
10 each day. 
 
To complicate things a bit more, for a typical job requiring a compressor, relay, overload, 
capacitor, drier, valve, tubing, fittings, refrigerant, a new electrical meter, and so forth, the 
individual contractor must place, perhaps, 15 phone calls to line up material for just one job. Of 
course, the contractor could invest in an inventory to take care of the jobs he believes he might 
get, if he knew what size compressor he might need, what sizes of everything else, and if he 
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had $100,000 available to pay for the inventory. 
 
On the manufacturer's side, to call on 40,000 customers once a month, each factory would 
need 350 salespersons and an extra payroll in the millions of dollars. How about that issue for a 
small factory just making sight glasses? 
 
Many manufacturers simply could not exist — even with the Internet! 
 
Someone has to buy the manufacturer's product, interview sales people, generate purchase 
orders, pay factory invoices, borrow money to finance the inventory, run the computers to 
control the inventory, build the warehouse to hold everything, and so forth. The logistics/ 
distribution functions cannot be eliminated. 
 
Basic Structure of a Wholesale Firm 
 
What type of organization does an HVACR wholesaler need to perform his part of the 
distribution chain? First of all, financial investment may well equal that of a manufacturer of 
just a few years back. In terms of internal organization, the HVACR wholesaler might offer 
outside sales, inside sales, engineering design, layout and quotation, and a sales counter. Let's 
take them one at a time. 
 
The outside salesperson deals with customers face-to-face at his place of business or even on 
the job site. He or she gives advice on the right product for a specific job, or suggests newer, 
more advanced methods and applications for unusual jobs. He keeps customers supplied with 
product literature and catalog information. He helps  
contractor customers conduct meetings with builders  
and architects. He's considered a good problem solver. 
 
But customers can't always wait for outside sales to call on them, so a wholesaler also has 
inside sales people who handle sales and inquiries by phone or fax and the Internet. An inside 
sales person may be a specialist in a given technical discipline — refrigeration versus air-
conditioning, commercial versus residential, controls, etc. The inside sales team must be able to 
provide detailed product knowledge to the customer. 
 
Customers at times depend on the wholesaler for actual design and layout on how heating-
cooling equipment and controls are to be applied. When customers bid on jobs, the wholesaler 
prices out  
the materials required and based on this estimate, the contractor can accurately bid a job.  
 
Quotation departments and design and layout teams can be a vital part of a wholesaler's 
customer service strategy. 
 
Value of the Counter 
 
Under customer service, many wholesalers provide a “city” counter, an area where customers 
can come in and order parts, equipment, and accessories, right on the spot. Often these 
materials are loaded into the customer's truck while he waits. A counter sales person is a 
specialized inside sales person who deals face to face with the trade. He or she knows the 
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products, what's in stock and where it is. 
 

 
 
 
As a member of the wholesaler's customer sales group, the counter sales person plays a vital 
part in keeping HVACR equipment operating and helping the firm make a profit. Almost every 
day you can solve a parts or service problem for a customer, thus making friends for your 
company and building good customer relations for continued business. To many customers, you 
are the company. 
 
Of course, solving problems for customers takes technical know-how. Each work day gives you 
an opportunity to increase that know-how. And this know-how helps solve those knotty parts 
problems and builds respect for your ability. Every day offers an opportunity to meet and deal 
with people. Your job also affords you the chance to be innovative--to plan new displays, to 
suggest related service items, to improve your counter operation, and to sell tools and supplies 
to certain customers who you know have a need for more and better equipment, and are 
receptive to new products and ideas. 
 
A counter sales person's job is unique in many ways. It is affected by the type of wholesale 
establishment in which it exists: the size, volume, product-mix, and specialization. (See Notable 
Note on Job Description.) 
 
Notable Note: Counter Job Description 
 
The job description that follows will give you a fairly representative idea of what duties a 
counter employee may be assigned. 
 
General duties: 
 
A counter person in an HVACR wholesaling company sells parts, accessories, materials, supplies, 
and chemicals, as well as tools and equipment, to customers such as dealers, contractors, 
service firms, and industrial accounts, who come to the warehouse. This requires the use of a 
computer in almost all instances. The counter person also takes orders over the phone or fax, 
recommends and advises customers regarding their needs, and may assist the owner or 
manager by performing other related duties such as putting away stock or inventory control 
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work. 
 
Specific Duties and Responsibilities: 
 

1. Greets customers courteously, determines their needs, sells merchandise or supplies, 
and writes out sales ticket. 

 
2. Takes telephone/fax orders, making recommendations and suggestions of substitute or 

related items where necessary 
 

3. Maintains catalog and any printed price sheets in an orderly manner. 
 

4. Prints out (or writes up) customers’ orders, ascertains proper price classifications, may 
extend prices for quantity and compute sales ticket. 

 
5. May accept cash, make change or process credit card, or refer customer to the credit 

manager. 
 

6. May assist in stocking shelves. 
 

7. Maintains good housekeeping; keeps counter and store area neat and orderly. 
 

8. May assist in filing sales orders. 
 

9. May relay telephone and fax orders to warehouse in order to fill special requests. 
 

10. May load merchandise in to a truck to assist customers. 
 

11. Maintains records on lost sales. 
 

12. May assist in taking inventory. 
 

13. Accepts returns goods for credit. 
 

14. May have authority to re-order merchandise within established limits. 
 

15. May assist in unloading or unpacking incoming stock, routing deliveries, or packing 
orders for out of town shipment, check packing slips, prices and quantities – often with 
the use of a bar code scanner. 

 
16. Advises sales people of customer opportunities; assists buyer with purchasing and 

inventory problems. 
 

17. May perform various clerical work; for example, sending warranty reports to 
manufacturers, preparing price quotations, filing, labeling, storing stock, pricing bills, 
and allowing return goods credit. 

 
18. May assist in putting up displays. 
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19. Attends sales, tech training, and general company meetings. 

 
20. Understands company policies, terms, and product warranties. 

 
You or others in your company could no doubt add to this list.
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The Warehouse 
 
Another major division in a wholesaler's organization is, of course, warehousing. Under this 
heading the firm could have stock maintenance, order filling, packaging and shipping, delivery, 
and perhaps even a repair service. 
 
Stock maintenance involves sorting and placing, in precise order and location, the merchandise 
that arrives from manufacturer suppliers. Visual inspection of inventory must be carried out as 
a part of normal inventory control procedures. 
 

 
 

With thousands of items involved, the storing and delivery of products has become a science 
known as materials-handling and involves special warehouse equipment such as hoists, lift 
trucks, bar code scanners and specialized shelving systems. Order pickers must know the entire 
stock and where each item is located, since it is essential that customers receive their products 
in the types, models, sizes and quantities requested. Order filling is an important function under 
the warehousing division. 
 
 
Notable Note:  The product proliferation in our country has been unbelievable.  Consider just 
the simple telephone.  Not so long ago, the telephone came in one or two styles and one color 
-- black.  Today, retailers inventory scores of phone models in many colors, styles, shapes with 
a variety of features -- answering/caller ID, camera, voice activated redial, wireless hands 
free, Internet access etc, etc, etc.  This proliferation of models and options is also true for 
heating-cooling-refrigeration products, making the wholesale-distributor even more 
important. 
 
Much of the inventory that flows through warehouses has to be packaged and shipped by 
commercial truck lines and package delivery services. In many cases special packaging is 
necessary, and some wholesalers maintain their own fleets of delivery trucks. The timing of 
deliveries is often critical to customers. Highly paid crews may be waiting to install products at a 
job site. If not delivered on time, the cost to the contractor can be substantial. 
 
Some wholesalers maintain repair service stations to handle service work on selected products 
they sell. Motors, pumps, compressors, control valves, and other items may be repaired at 
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these stations. 
 
Even More Services 
 
Another possible operation within a wholesaler's company is training and market promotion. 
 
It is obviously essential for the wholesaler to make his customers familiar with the use and 
application of all the products he inventories. It makes equally good sense to help make every 
customer a good business person. This can involve such things as conducting technical 
seminars, sales meetings, regular classroom sessions, and offering distance learning courses. 
Some wholesalers have full-time training directors involved with employee training as well as 
customer education. 
 
Under market promotion there's also advertising and cataloging. 
 
Many manufacturers offer cooperative advertising to dealers that wholesalers must administer. 
This means a wholesaler must give direct assistance in developing advertising programs for 
newspapers, radio, TV, billboards, and websites. 
 
Some wholesalers publish their own catalogs for use by their customers or feature websites on 
the Internet. Putting together these services involves a lot of detail work and close liaison with 
suppliers. This all comes under the banner of market promotion. 
 
The Office 
 
The last broad organizational category is administration. 
 
The core of a wholesale operation can include inventory control, pricing, purchasing, computer 
data processing, billing, credit and, of course, general office departments. A wholesaler's profit 
is determined by how well he controls his inventory and his expenses. With thousands of 
products to watch, persons involved with inventory control have a critical and important job to 
perform. 
 
Pricing involves knowledge of the very latest costs — a kind of stock market atmosphere can 
prevail. Very often, pricing sales assistants are used to add correct prices to orders that are 
written up by the sales staff or at the counter. This saves the customer time and also assures 
accurate, up-to-date pricing. 
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How well a wholesaler buys is as important as how well he sells. The purchasing people in a 
wholesale firm must be knowledgeable about each and every manufacturer and product lines. 
Purchasing must be on the lookout for new products, be aware of inventory stocks, pricing, and 
discontinued lines. To survive, a wholesaler must carry what his customers need and want, not 
products that gather dust in the warehouse. 
 
Wholesalers in the heating-cooling industry are turning to e-commerce and adding more 
powerful computers to provide the information a modern wholesaler needs to successfully 
manage his business. It's just such costly equipment as this that has pushed a wholesaler's 
investment cost toward that of manufacturing. 
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The wholesaler serving the heating-cooling industry must extend a line of credit to many 
customers to provide an adequate degree of business activity. A credit manager operating a 
full-time credit department plays a key role in the success of the wholesaler's business. Too 
much credit can spell disaster, just as easily as too little. The financial condition of each 
customer must be carefully monitored. 
 
Besides establishing reasonable credit policies, a wholesaler must establish a billing group to 
see that invoices are properly prepared and sent to customers. At the same time, he must also 
see that invoices received are paid and the wholesaler's own credit is kept in good order. 
 
Senior Managers 
 
At an employee/management meeting in an auto factory, an assembly line worker rose to 
question the president of the company. He stated, “I know what I do on the assembly line to 
earn my pay; what do you do?” The president replied, “we manage change.” 
 

 
 
 

No matter how well individuals within your company work at their separate tasks, to 
accomplish the assignments of their individual departments, their work and their objectives 
must be coordinated with all other departments, so that the effort of one person complements 
that of all others. Equally important, if proper goals and objectives for your firm are to be set 
and refined over time, and proper decisions made as to policy and procedures, the thinking of 
persons who understand more than any one department will be needed. 
 
Your company's senior managers fill those needs. Senior managers may include a sales 
(sometimes marketing) manager, a controller (sometimes called treasurer) to oversee both 
incoming and outgoing money transactions, an operations manager, who can make decisions 
regarding all aspects of the physical movement of merchandise, and in multi-location firms, 
perhaps a manager of branch operations. 
 
And, to insure that the thinking of these senior managers can be focused and coordinated, and 
thus proper major decisions made for the firm in the face of constantly changing business 
conditions, your company has a chief executive officer (often called president) who works, not 
only to keep the organization headed in the right direction, but also to insure that it is a good 
and responsible “citizen” of the industry and the community at large.
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Recently, an editor of a leading trade paper said that if he were permitted only one interview in 
each city he visited across the country, he would talk to the best wholesaler in town. Why? 
Because he has both detailed knowledge about manufacturers and about dealers and he also 
knows the conditions of the local economy. 
 
It's apparent then, that the same basic economic need that originally brought the wholesaler 
into existence continues today — perhaps even more dramatically with our far more complex 
economy.  
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Self-Check, Lesson 2 Quiz 
 
You should have read all the material in Lesson 2 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.   
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 

 
1. T F The need for manufacturers to expand beyond local markets led to the   
  establishment of the independent wholesaler. 
 
2. T  F An important and detailed responsibility of an order picker is to know   
   where to find items in the warehouse quickly. 
 
3. T  F Customer training is regarded as a minor service of the wholesaler. 
 
4. T  F How well a wholesaler buys is as important as how well he sells. 
 
5. T  F Easy credit terms are favored over tight credit policies. 
 
6. T  F In this country, more people earn their living distributing and servicing   
   products than actually making them. 
 
7. T  F Efficient distribution of products is as important as efficient production in   
   a modern economy. 
 
8. T  F The timing of a delivery is not important to your customers. 
 
 
In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
9.  Phone orders or, at times, fax orders from the trade are handled by: 
 
 a. outside sales.    b. inside sales. 
 c. purchasing.   d. receiving. 

 
10.  In addition to selling products, a competent outside salesperson should: 
 

 a. keep customers supplied with literature. 
 b. suggest new ideas for unusual jobs. 
 c. help conduct meetings between customers and accounts. 
 d. all of the above. 
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11.  Another name for company treasurer is: 
 
 a. bookkeeper.  b. controller. 
 c. agent   d. buyer. 
 
12.  Which of the following is not a traditional function of the wholesaler? 
 
 a. maintain an inventory of products for local sale to the trade. 
 b. extend credit to dealers and contractors. 
 c. provide dealer sales assistance. 
 d. install and service equipment for the consumer. 
 
13.  The number one responsibility of the counter sales person is to: 
 
 a. plan new displays of products. 
 b. sell up to customers who come in for a part. 
 c. accept returned goods for credit. 
 d. provide prompt courteous service. 
 
 
Fill in the blanks with the word (or words) which most accurately complete the thought. 

 
14.  The function manufacturers perform when they take raw materials and “construct” 
something people want or need is termed ____________________________ utility. 
 
15.  Having a product available immediately when a customer needs it is termed ___________ 
and ______________ utility. 
 
16.  Manufacturers typically conduct ______________________ and development of new 
products; ______________________ the products; do national advertising and _____________ 
in bulk to wholesalers. 
 
17.  Senior managers in your firm _____________________ the work of all the departments. 
 
18.  Under the general heading “Customer Service,” a wholesale organization is likely to 
include: _______________ and ____________________ sales, city ____________ plus a 
____________ and quotation service. 
 
19.  The wholesaler buys in_______________ quantities from ______________________  
manufacturers. 
 
20.  Making a product available at a price a consumer is willing to pay is called ____________ 
utility. 
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Check Your Answers!  
 
Now compare your answers with those given in the answer key.  The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 

 
Do you have any unresolved questions on this lesson? 

 
Fax your questions to 614-345-9161 or email to 

Hardimail@hardinet.org. 

mailto:Hardimail@hardinet.org�
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Lesson 3 Overview 
 
In Lesson 2, you learned that providing prompt, courteous service was the number one 
responsibility of a counter sales person. Easier said than done, right? 
 
In Lesson 3, we will cover Getting Along With Customers. It is not possible to make a human 
relations expert of you in just one session — nor is it necessary. Lesson 3 will help you apply 
common sense when dealing with customers — something you probably are already doing. 
However, after studying this chapter, you will be more conscious of — and more effective in — 
your efforts to deal rationally with all your customers. 

After completing this assignment, you should be able to: 

1. Describe what customers expect of you. 

2. List things that help develop customer buying habits. 

3. Explain why it is important to promote your company. 

4. Know how to handle complaints. 

5. Identify basic factors affecting human behavior. 

6. Handle telephone interruptions at the counter. 

7. Understand why getting along starts with your own attitude. 
 
 
 

 
 
 
 
 
 
 
 
 
 

Now read Lesson 3 which begins on the next page. 
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Lesson 3: A Customer Service Approach 
 
Customers are the reason for your firm being in business and staying in business. Not many 
firms can afford the luxury of being supported by just a few customers. Most of them need 
many customers to make a profit. 
 
Attracting and keeping customers calls for good customer relations. Good customer relations at 
the counter does not mean just filling an order, making a sale, or giving prompt delivery. These 
all help, but customer relations means the way in which you serve customers. It means finding 
out what customers like — and then doing it — and not doing what they don't like. Be known 
for your helpfulness and you'll be a successful counter salesperson. 
 
Good customer relations begin with you. To do a good job of dealing with customers and 
prospects, you should understand what customers want, what they expect, why they buy the 
way they do, and what to do when things go wrong. 
 
Experienced counter people know that they can’t behave the same way toward all customers 
because customers are so different. They know that more customers mean profits and wages. 
They know that replacements for lost customers are not easy to come by. They know for sure 
“The Customer is King.” 
 
 
Winning Over A Prospect 
 
Some of your customers are voices on the telephone. Others may be represented by orders 
received by fax or e-mail. You deal with many customers across your counter. Your customers 
have different service needs to which you need to respond in different ways. You've probably 
noticed how different they are in the way they behave, their methods of buying, and the way 
they operate their businesses. But even though customers are all different, they also have a 
number of things in common. 
 
Before they became customers they were “prospects” or potential customers. They had to be 
sold something before you could consider them customers. Some of them continue to buy and 
you call them regular customers. Others buy now and then — perhaps so seldom that you can’t 
remember their names — and, each time you see them, they must be “sold” all over again. 
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Your customers and prospects have these things in common: 
 
• Each is a potential or actual source of income to your firm. That means they have the power 

to buy. 
 
• Each of them is a person with the rights of individual dignity and the freedom to choose 

where and what he will buy. 
 
• Each represents your opportunity to serve. 
 
• Each of them expects things from you according to the “image” that you have given them of 

yourself. (More about “image” later on.) 
 
• Many do business with each other. They may talk about your brand of service amongst 

themselves. This is important to know, because if you annoy one customer, they may 
influence several other customers  

 
• Each customer is affected by your attitude, whether on the telephone or in person.  
 
• Most of them have customers of their own whom they, in turn, serve. 
 
• Most of them act favorably when sincerity, honesty, and genuine friendliness are shown. 
 
The two kinds of customers you deal with are direct (over the counter visits) and indirect 
(telephone and/or fax order). The way in which you treat either kind not only affects your firm’s 
income, but can also make your outside salesperson’s job, or your boss’ job, more difficult or 
more pleasant. 
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Good customer relations begin with “finding out what the customer wants and doing more of 
it” and never ends with a one-time performance. It means constant good service. Let’s see how 
you can give good service. 

 
 
What Your Customers Expect... 
 
• Prompt service at the counter or on the phone. Time is 

money to your customers. The minutes they spend 
waiting unnecessarily can mean lost work time, 
resulting in escalated labor costs for the contractor that 
the consumer must ultimately pay. If you receive a call 
while serving a counter customer, don’t keep the 
person on the telephone waiting. Ask if you can call 
back or get someone to help you at the counter or on 
the telephone. If you find that there are more counter 
customers than you can handle alone, get more help. 
Customers who “just wait” become annoyed. (More on 
this later.) 

 
• Advice from experts. Your customers don’t want callbacks on their repair jobs. You don’t 

want returns from them, unless it’s for more business. They rely on you to remind them of 
what is important to do a complete job. Some customers, of course, may react poorly to 
being “told” their business. Give any suggestions on related items in an extremely tactful, 
helpful way. 

 
• Reasonable prices. It’s only human nature not to want to pay more than necessary. You have 

no control over how prices are established; however, you should make sure that you are 
making the proper discount allowance and charging the correct prices. Check the part 
numbers, quantity, and unit prices. Print out or write legible, accurate, and complete 
invoices. Give proper credit for returns. 

 
• Stock availability. As far as the customer is concerned, you should stock almost everything. 

But, you know you can’t. When you don’t carry an item in stock, check your sources of 
supply for availability. Customers appreciate help in obtaining hard-to-get items. 

 
• Courtesy and interest. Your customers expect you to be interested in their problems. They 

expect ordinary courtesies like a cheerful greeting and a ‘thank you.’ If you were on the 
other side of the counter, spending your money, you would object if you received “smart 
aleck” or “wise guy” treatment. They do, too. And they expect you to keep your promises. 
Broken promises lose customers. 
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Customer Buying Habits 
 
People tend to repeat experiences which satisfy them. On the other hand, they tend to avoid 
experiences that annoy them. When your customers have satisfying experiences in dealing with 
you, your firm, and its service, they start developing the habit of repeat buying. 
 
Here’s an example: A prospect tells you she needs a particular relay in a hurry. You get it for her 
quickly, do an accurate and complete invoice, and thank her. She goes away with a favorable 
impression. The next time she needs a part or service that she can’t get from her normal 
source, she looks you up. You treat her the same way again. You strengthen that good 
impression. A buying habit starts to develop. Usually it spreads from requests for a few specific 
items to general buying. You’ve gained a regular customer! 
 
Here are some things that help develop customer buying habits: 
 
• Special services — delivery, pickup, technical advice, parts knowledge. 
 
• Courteous treatment — cheerful greeting, prompt attention. 
 
• Credit policies — your firm makes it easier to buy. 
 
• Large and balanced stock — ready to fill most requests. 
 
• Good salesmanship. (More on this in Chapter 5.) 
 
• Customer relations — meeting expectations, proper handling of returns and complaints. 
 
• Convenience of your firm’s location. 
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Eleven Commandments of Good Business 
 

1. A customer is the most important person in any business. 
 

2. A customer is not dependent on us, we are dependent on him. 
 

3. A customer is not an interruption of our work – he is the purpose of it. 
 

4. A customer does a favor when he calls -- we are not doing a favor by serving him. 
 

5. A customer is part of our business, not an outsider. 
 

6. A customer is not a cold statistic; he is a flesh and blood human being with feeling and 
emotions like our own. 

 
7. A customer is not someone to argue or match wits with. 

 
8. A customer is a person who brings us his wants; it is our job to fill those wants. 

 
9. A customer is deserving of the most courteous and attentive treatment we can give. 

 
10. A customer is the person who makes it possible to pay your salary whether you are a 

truck driver, counter person, salesperson or manager. 
 

11. A customer is the life blood of this and every other business. 
 
The next time a customer or prospect walks in or calls you, try to meet these expectations and 
just watch how much more pleasant and much less tiring your job becomes. Act enthusiastic 
and you will be enthusiastic. 
 
You can control many of these habit developers by the way in which you handle each contact. 
 
Doing business is a lot more than an exchange of goods for money. It is also a relationship built 
on goodwill and good customer relations. Try serving your customers in a way that strengthens 
their habit of buying from you. 
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Promoting Your Company 
 
One of the most difficult jobs you have in customer relations is balancing what you can offer 
against what your customers want. When you supply your customer with just what he asks for 
and no more, you may be doing him more harm than good. For example, suppose your 
customer asks for a new coil for a contactor that powers a four-ton heat pump in a small office. 
You look at the contactor and notice that the contacts are pitted and chances are the contactor 
won’t last much longer. 
 
You could just give him the coil to fit and let him reinstall the contactor. You run the risk here of 
an early failure, consumer complaint to your customer, who upon learning you noticed the 
pitted contacts but said nothing, will no doubt take his business elsewhere. 
 

 
How much better for you and your company when you inform the customer right away about 
the pitted contacts and recommend replacing the entire contactor? 
 
In this business, you can’t afford the luxury of assuming that your customers know all about 
your firm’s services and policies. You have to educate your customers. So, let’s look at ways in 
which you can help your customers and get better customer relations through customer 
education — promoting your house and all its services. 
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Credit is a service of the house. Explain to customers how and by whom credit extension is 
handled. Refer the customer to the responsible person. 
 
Explain to customers how they may save money and time by using your pickup and delivery 
service (if offered). Tell them how you try to give everyone reasonable delivery service, even in 
the face of rising costs. 
 
When a customer wants an item that you do not stock, explain how your efforts to get the 
necessary part will save him time. Check availability of the item with your sources before 
making any promise. Tell him about your special order handling set-up. 
 
Discounts and prices are often misunderstood. Part of your job is to know your company’s 
practices. Explain your policies carefully. Explain to your customer how he can save money by 
the prompt payment of bills. 
 
If your firm handles special equipment and tools, be prepared to explain the advantages of the 
line you carry, the guarantees, and your service in connection with these items. 
 
Point out how related items that you suggest can help your customer do better jobs and avoid 
comebacks from his customers. If you have an outside sales force, explain how your people can 
help him maintain his stock to save time and work. Point out that he can profit by using outside 
sales services. 
 
Listening to your customers often requires patience and sympathetic understanding. But this 
gives you an opportunity to find out what each one is really after. It gives you time to think 
about how you can best deal with him. 
 
If you should have a customer whose request for service sounds unreasonable, don’t tell him 
he is being unreasonable. Explain why you can’t honor the request. If you’re in doubt, check 
with your manager before offering your explanation. And make sure you have the facts — 
customer volume, invoices, credit memos, and any other information required for good 
customer handling. 
 
When Things Go Wrong 
 
The best of us make mistakes. But if we make mistakes too often, and keep repeating the same 
ones, then our ability to do a good job can be questioned. 
 
Your customer relations are tested when a mistake in your firm results in a customer complaint. 
However, this can be turned to your advantage if you consider the complaint a customer 
service opportunity. 
 
You will frequently find that customers who have valid complaints are not in a receptive mood 
for your justification of their problems. They believe their problem is unique and they desire 
satisfaction — from you! 
 
They couldn’t care less about your situation, or what may have caused the difficulty — all they 
want is satisfaction! You should understand that customers desire professional service, and 
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when you fail to render this, they lose respect for you, your company, and your product. 
 

 
 
 

Complaints can take any of a number of forms — “Your company doesn’t keep its promises” is a 
common one. “Your service is terrible.” “The X//?><?Z*? thing don't work right...” and many 
more. 
 
Every counter person can expect to run into complaints — it’s a guaranteed fact of selling!  It’s 
how you handle the problem that can convert a complaint into an asset for you and your 
company. Essentially: 
 
  Take the complaint seriously; display concern. 
 
  Don’t pass the buck (never blame the “front office”). 
 
  Correct the error. 
 
Here are some specific tips for handling complaints so that you can improve customer relations: 
 
  Treat every complaint as though it were very important to the customer and not as “one of 
those things” or simply “crank talk.” In fact, a complaint may give you some clues about 
improving business practices in your firm. 
 
  Show understanding. The customer might be wrong, but a good idea is to say, “Yes, Mr. Lee, 
I can see your point; however ...” and explain carefully and politely what the situation is and 
what you can do to help him. 
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  Listen attentively. This shows sincerity and interest. 
 
  Get all the facts on both sides before you attempt an adjustment. Listening helps here, too. 
 
  Avoid disagreement. Don’t argue. You can win the argument and lose the customer. If you 
show ill-temper, he might get angry and also become ill-tempered. Or he might not bother to 
argue, and just walk away — and stay away. 
 
  Be patient and friendly. 
 
  Know your warranties and how to look them up. Explain what you can and cannot do. 
 
  Admit your mistakes. Nothing can make you bigger than being honest and admitting your 
mistakes if you’ve made any. 
 
Every person in sales must be familiar with his or her company’s adjustment policies, because 
sometimes a customer’s complaint is unreasonable. The adage “the customer is always right” 
really means the customer believes he’s always in the right and must be approached 
accordingly. 
 
When you must say no to a customer’s request for redress: 
 
1. Carefully explain why you cannot do what the customer asks. 
2. Draw a parallel with the customer’s own line of work. 
3. Be firm but very pleasant. 
4. Stress the benefits of what you have done already or what you can do. 
 
All meaningful or legitimate complaints should be reported back to your superiors and kept on 
file. The frequency of a specific complaint might suggest a weakness in the product design or 
installation. Feedback in the form of a complaint can therefore lead to improved equipment, 
training or company procedures. 
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Understanding Human Behavior 
 
One of the keys to better customer relations is understanding the people with whom you deal. 
The more you learn about your customers — and then use that knowledge in a friendly way — 
the easier your job becomes. 
 
Some of the things that cause people to act the way they do at certain times are these: 
 
• Their physical condition and state of health. 
• Their past experiences. 
• Their opinions, attitudes and beliefs. 
• Their intelligence and emotional control. 
• Their feelings and moods. 
 
Even though people are all different, most of them will: 
 
• Act favorably when you show them warmth, sincerity and interest. They want to associate 

with understanding people. 
• Want to do a good job and be recognized for it. The sheet metal shop foreman, or the self-

employed service technician, likes to have his work appreciated. 
• Want the freedom of choice. People are annoyed when they are given only one option, and 

they are left with no alternative course of action. 
• Need physical, mental and financial security. To some, this means owning their tools or 

being self-employed. To others, it means just making money, and to still others, it means 
satisfaction in knowing that they have done the right thing. 

 
Your customers have certain ideas about themselves and about you. These ideas are often 
called “images.” An image is what a person thinks he or she is or would like to be. Another 
image could be what he expects of you. When you deal with customers, you must understand 
that it is important to make an appeal to these “images.” They are very real to your customers. 
 
Here’s an example of how you can appeal to these images: 
 
One of your customers likes to tell you about short cut repairs he has discovered. He has told 
you that he would like you to pass these along to “some of the other techs in the business” so 
that they, too, may profit. He has also said that he has caught factory mistakes at times. 
 
One morning he purchases a repair part from you and that same afternoon returns for a second 
one. You know, from your past experience, that this particular part is very easily damaged when 
improperly installed. (Like a ceramic hot surface igniter.) You guess that this is what may have 
happened. The customer is not his usual confident self, and he appears a little uneasy when he 
asks you for the second part. This is the time when your behavior and action are important. 
 
You know that this person likes to see himself (image) as a recognized, top-notch technician. 
You have a choice to make. If you indulge in “smart” talk about the mistake, you can easily 
aggravate an already bad situation in which he has lost time and money. If you make a remark 
about the care required for this installation, you may damage his self-esteem. The better course 
of action is to gear your conversation to the image he holds dear. In doing so, you give him an 
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opportunity to recover from the sad experience and improve the picture he has of you. 
 
For instance; you can say that many good service techs seem to have a little trouble with this 
part and many have said that they would like to see a better way to make the repair. Appeal to 
his image of himself in a way that indicates that he may be the one to come up with a better 
method, just as he has on so many other occasions. Show sympathetic understanding by an 
appreciation of his lost time and money. 
 
In short, whatever you say or do, appeal to the preservation of that “top-notch technician” 
image. Chances are that no argument will follow and that he will see you as an understanding 
person. 
 
Here are some tips about other types of people. 
 
• Some customers like to be “bossy.” So what? Let them! Show these people your willingness 

to take orders. 
• If customers seem unsure, guide them! 
• If they are helpful and full of advice, listen! 
• And if they show they want to be helped, help them without talking down to them. 
 
As it should be, your boss expects you to represent the “image” of the firm to customers. To 
create this favorable image requires a pleasant outlook on your job and good treatment of the 
customers you serve. 
 
Counter vs. Telephone Customer 
 
Perhaps the time you feel the pressure of business activity most is when you are handling a 
customer at the counter. You may be preparing an order, obtaining information, working the 
computer, or selling; and then the telephone rings! Handling a situation such as this requires 
good judgment. 
 
Try this approach: 
 
Second: Try to determine how patient the prospect or customer at the counter may be. Was he 
waiting long at the counter before he was waited on? Does he appear anxious to leave? How 
well do you know him? Is he a frequent customer? Guide your decision as to what to do next by 
the answers to these questions. 
 
Next: Always excuse yourself to the person at the counter before picking up the telephone 
receiver — excuse me, or I'll get right back to you if that's all right. You might give the person at 
the counter a helpful product brochure to glance at while he waits. 
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Third: Make your telephone conversation as brief as you can, but avoid sounding abrupt. Get all 
the necessary information such as name, phone number, address, items needed, and so on. If 
you think the telephone call might take some time, ask politely if you can call back. Each minute 
your counter customer waits seems an eternity to him. 
 
Fourth: Make as many notes during a telephone call as you can. It will save time later. 
 
Fifth: Sometimes you may have just finished one telephone call when another one comes in. 
Request help for those waiting at the counter from other counter staff or your manager. 
 
Sixth: When you finish with the telephone call, thank your counter customer for waiting and 
resume dealing with him. 

 
Handling Unqualified Inquiries 
 
It is totally within the right of your company to select 
the customer class or classes it wishes to serve. The 
United States Supreme Court has ruled that a seller 
has the freedom to select the persons with whom he 
will deal or continue to deal, providing no collusion is 
involved (e.g. “let's all not sell to Comfort Contracting 
Co.”). 
 
A common restriction imposed by air-conditioning and 
refrigeration wholesalers is “wholesale only — no 
retail sales.” Thus, a counter salesperson could 
encounter the situation where a homeowner attempts 
to purchase equipment, parts, and supplies. 
 
If your firm does not engage in retail sales, how do you 
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politely refuse a homeowner's request to purchase? A simple, direct statement in a very polite 
tone, such as... “I'm sorry sir, our company is a wholesale only firm selling to the trade; we do 
not sell direct to the consumer...” will handle most  
situations. 
 
For those instances when this direct statement results in an unfavorable reaction from the 
consumer, treat the situation somewhat like a complaint. That is: 
 
• Take the situation seriously; display concern. 
 
• Carefully explain once again why you cannot sell to this individual, now indicating that this is 
totally within the law. 
 
• If possible, draw a parallel with the person’s own line of work. Every industry has recognized 
and legitimate paths to market. (“In the auto industry, for example, you cannot purchase a new 
car direct from the factory. You must go through the dealer.”) 
 
 
• Where applicable, indicate that product liability laws would expose your company to costly 
legal action, should someone incur damage to his/her self or his/her property, as a result of 
items sold by your company. 
 
• Be firm, but very pleasant. 
 
The vast majority of people will recognize and accept legitimate company sales policies which 
are uniformly enforced. 
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Your Attitude 
 
What is attitude? It is the way you act, look, or think that shows your disposition or opinion 
toward a subject or a person. 
 
Your boss and your customers sense what your attitudes may be toward your work and people 
only by your actions. Your attitudes, as they sense them, can serve to build up or tear down the 
good or favorable image you are trying to create. 
 
 

 
 
 

While most attitudes are developed early in life, they can be changed only if you are willing to 
change them. But before you can start changing them, you must be aware of your habits, 
feelings, and behavior. Here are some things that you can use as guides to develop pleasant 
relations with your customers: 
 
• Your job is to help others by providing good service. 
 
• Serving customers is a team effort. Make sure you’re cooperating with other employees. 

(They are your internal customers.) This means all employees, not just a chosen few. 
 
• Accept people as they are. Work with them, not against them. Customers and prospects 

might not always behave as you think they should. People are not all bad or all good. 
 
• A satisfied customer can make your job easier. Dissatisfied or unhappy customers can do 

much harm and make your job a drag. 
 
• Your work is important. It keeps the community comfortable, healthful and safe. Your work 

also helps others make a better living. 
 
• Be flexible. Adjust yourself to the situation and to the needs of your customers and fellow 
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workers. Gear yourself to the job — don’t expect the job to gear itself to you — then 
everybody will profit. 

 
Getting to know people is important. Some counter people make notes to help remember 
customer names and interests. Help people to “open up” by showing friendship. This “opening 
up” helps customers develop confidence in you. 
 
Customers help keep you in business. Good customer relations are the way to attract and hold 
customers. Good customer relations begin with you and your attitude towards your job and 
helping others. Since people behave differently for many reasons and expect different things, 
you must deal with each customer as an individual. A big step has been taken when you find 
out what your customers and prospects want and do more of it. Customers develop the habit 
of buying from a supplier because it makes it easier for them to satisfy their needs. Since you 
can’t stock anything and everything customers want, and not all customers know what you 
offer, you should constantly acquaint people with your firm’s special services. 
 
Treat a complaint as an opportunity to improve customer relations. Your sincerity, 
understanding, and interest will show that you want to help. Admit a mistake when it’s been 
made. Get to know what makes people “tick” so you can understand them better. Constantly 
try to improve your own attitude toward customers so that you are recognized as the person to 
whom they can turn for help. Your attitudes toward your job and customer relations will affect 
your employer’s attitude and behavior toward you. Advancement in your firm hinges not only 
on your technical ability, but also on your attitudes. Here are four simple rules to follow: 
 
• Look for the good things in the people you work with and for. 
 
• Look for the good things in your company. 
 
• Look for the good things in your specific job. 
 
• Don't permit someone with a negative attitude to trap you. 
 
The Art of Getting Along 
 
Sooner or later a person, if he or she is wise, learns: 
 
• That it doesn’t pay to be a sensitive soul ...that a person should let some things go over 

their head. 
 
• That a person who loses his temper usually loses. 
 
• That everyone has burnt toast for breakfast now and then and that one should not take the 

other person’s grouch too seriously. 
 
• That the quickest way to become unpopular is to carry tales and gossip about others. 
 
• That most people are human and that it doesn’t do any harm to smile and say “good 

morning” even if it’s raining. 
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• That most of the other people are as ambitious as we are, and that they have brains that 

are as good or better, and that hard work and not cleverness, is the secret of success. 
 
• To sympathize with the young people coming into business, because one remembers how 

bewildered we were when we first started out. 
 
• Not to worry when you don’t make a hit every time, because experience has shown if you 

always gives your best, your batting average will be pretty high. 
 
• That no person ever got to where they are alone and that it is only through cooperative 

effort that we move on to better things. 
 
• That people are not any harder to get along with in one place than another, and that 

“getting along” depends about 98 percent on oneself.
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Self-Check, Lesson 3 Quiz 

 
 
You should have read all the material in Lesson 3 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.   
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F Customer relations means finding out what customers like and don’t like when  
    doing business. 

2. T F A smart counter person treats every customer the same. 

3. T F One dissatisfied customer can influence others to become disgruntled with you  
    and your company. 

4. T F Customers always react favorably to advice. 

5. T F You should have as a major goal, to develop repeat buying from each of your  
    customers. 

6. T F You should inform customers about all your company’s services and policies. 

7. T F If a customer is argumentative over a point, you should prove him wrong to  
    prove you are right. 

8. T F Making a mistake is intolerable. 

9. . T F Handling complaints is a necessary part of your job. 

10. T F Putting a customer down shows him you are in control and he will respect you  
   more. 
 
11. T F It is illegal in the United States for wholesalers to refuse to sell to retail  
    customers who wish to purchase items. 

12. T F Getting to know your customers is not important in a professional business  
    atmosphere. 

13. T F Getting along is mainly up to you. 
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14. T F While customers are different, most will respond favorably to sincerity, honesty,  
    and genuine friendliness. 
 
15. T F Even unreasonable complaints should be corrected to maintain good customer  
    relations. 
 
16. T F It is acceptable to “blame the front office” for an error to take the pressure off  
    the counter. 
 
 
In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
17. A record of legitimate complaints should be kept on file because:  
 a. the law requires it. 
 b. frequency of specific complaints may uncover a problem. 
 c. you’ll know who the complainers are among your customers. 
 d. it can serve as evidence in case of a law suit. 

18.  People act the way they do because of: 
 a. their past experiences. 
 b. their feelings and moods. 
 c. their intelligence and emotional control 
   d. all of the above. 

19.  Indicate which step is not considered acceptable when telling a customer “no” to a 
complaint. 
 a. explain why you cannot do what customer asks. 
 b. draw a parallel with customer's line of work. 
 c. be firm but pleasant. 
 d. indicate the problem is not a “big deal.” 
 
20.  The first step in responding to a telephone call while servicing a customer at the counter is 
to: 
 a. let the phone ring; the counter customer was first. 
 b. determine the mood of your counter customer. 
 c. pick up the phone immediately without comment. 
 d. get someone else to wait on the customer. 
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21.  Even though people are different, most people: 
 a. want to do a good job and be recognized for it. 
 b. want to take the easy way out. 
 c. do not want to choose for themselves. 
 d. do not let feelings enter into business transactions. 

22.  To be a successful counter person, you should be: 
 a. smarter than your customers. 
 b. able to talk better than your customers. 
 c. known for your help to customers. 
 d. more aggressive than your customers. 
 
23.  If there was just one rule on dealing with a customer, it would be: 
 a. treat each as an individual. 
 b. greet each by his or her first name. 
 c. don’t keep anyone waiting. 
 d. never try to sell them something. 
 

Fill in the blanks with the word (or words) that most accurately completes the thought. 

24.  A prospect is a/an ____________________________ customer. 

25.  Customers that are kept ________________________ will soon become annoyed. 

26.  List four (or more) business practices that help develop regular customers: 

1. _________________________________________________________________ 

2. _________________________________________________________________ 

3. _________________________________________________________________ 

4. _________________________________________________________________ 
 
 
27.  Don't let someone with a/an ___________________ attitude influence your own. 
 
28.  One of the most important guides in dealing with customers is too simply accept people as 
they _____________________.  People are not all bad or all good. 
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29.  List four specific tips for handling complaints that should improve customer relations. 

1.  _________________________________________________________________ 

2.  _________________________________________________________________ 

3.  _________________________________________________________________ 

4.  _________________________________________________________________ 

30.  The way to act, look or think that shows your opinion toward someone or something is 
called your _______________________. 
 

 
Check Your Answers! 

 
Now compare your answers with those given in the answer key.  The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 
 

Do you have any unresolved questions on this lesson? 
Fax your questions to 614-345-9161 or email to 

Hardimail@hardinet.org. 
 

mailto:Hardimail@hardinet.org�
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YOU ARE NOW READY TO TAKE 

YOUR ONLINE UNIT 

EXAMINATION, EXAM #1. 

GOOD LUCK! 
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Preview: Working With the Counter Customer 
  

This second segment of your studies will include the job of selling --- first covering the details of 
processing orders in Lesson 4, and then technical sales support in Lesson 5. 

PAPERWORK! Your company must keep track of its transactions --- by law and for its own 
business survival. 

As you’ll learn in Lesson 4, you have an important role in helping keep track of certain 
transactions. Accurate records are also important to your customers as well. So, it is vital to 
your job to learn about proper paperwork just as it is to learn about parts and supplies. 

Besides sales, keeping track of your stock may be part of your record keeping responsibilities. 
This will include processing the paperwork for returns and exchanges and keeping lost sales 
reports. 
 
As you have already learned, the primary responsibility of counter personnel is customer 
service. Yet, it is precisely the help you provide that creates the opportunity for selling. 
 
Selling at the counter is not using high-handed tactics to sell something the customer really 
doesn’t want or need. Rather, selling at the counter is an extension of the service you perform. 
In customer service, a contractor or technician comes in and asks for some product he or she 
knows about. Selling at the counter, therefore, is letting your customer know about products he 
is unaware of that are, in fact, useful and necessary. You are a source of information. You are 
being helpful to the customer and at the same time selling for the benefit of your company and 
yourself. 

The HCR business is technically complex. New products are constantly being introduced. Your 
customer needs your help and guidance, since most of us simply cannot learn all we need to 
know to improve strictly on our own. 

Like any skill, selling skills can be learned. It is simply organizing your information and recognizing 
certain traits in people. Selling skills are useful in everything you do --- not just selling products, 
but ideas too. Selling skills can actually help you put your point across in any situation. 

Complementing your personal selling skills in importance is the physical arrangement of your 
counter area, the use of literature and other merchandising techniques. In Lesson 6, you’ll learn 
some key points on counter merchandising. 
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Lesson 4 Overview 
 
 
How a customer orders products varies with each wholesale company --- over the phone, at the 
counter, by fax, or electronically. On average, about half of all orders are given verbally by 
customers today. This pattern will no doubt change as we move further into the information 
age. 
 
In this lesson on Processing Orders, you'll study customer record keeping as well as handling 
return goods and reducing stock outs and shorts. 
 

After you have completed this assignment, you should be able to: 
 

1. List why records are important to your customers. 
 

2. List who else in your company needs the information you prepare. 
 

3. Identify what should be included on an invoice. 
 

4. Explain how credit memos are used and why. 
 

5. Recite the correct steps in generating an invoice. 
 

6. List the steps in handling defective or return goods. 
 

7. Take steps to reduce the number of return items received. 
 

8. Plan a delivery to a customer. 
 

9. Help maintain adequate inventory. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Now read Lesson 4 which begins on the next page. 
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Lesson 4: Processing Customer Orders 
 
Among the things you must know before you can serve customers effectively and become an 
important contributor to company operations are: 
 
• How to process records and handle money. 
 
• Your firm’s credit policy and procedures. 
 
• Delivery and inventory control methods. 
 
The purpose in this lesson is to look at the process and review the many details involved. Each 
company will solve the “process” in different ways, so don’t look for an exact comparison and 
comment “that’s not how it’s done at our place.” 
 
Records 
 
Documents prepared by computer or by hand keep track of business transactions your firm has 
with customers and suppliers. This documentation is essential to successful daily business 
operations, future business planning, and good customer service. 
 
Errors made on records can be costly. Mispricing of items at any stage means lost profits. Care 
must be taken to insure accuracy, completeness, and legibility so that all who use the records 
can understand each business transaction. Extra care with record keeping saves time and 
reduces the chances for error. The quality improvement motto is “do it right the first time.” 

 
Records are important to your customers because they must know: 
 
• Where and when parts and supplies were purchased. 
 
• What was paid, or is to be paid, including taxes if applicable. 
 
• Which individual sold and who received the goods. 
 
• What was ordered and what was received. 
 
• Resale prices (list prices). 
 
• Which items were returned for credit and for how much credit? 
 
• Terms of payment and trade discounts --- in percent or dollars off catalog or list price. 
 
• How well they are tracking their business transactions. 
 
 
 



 Counter Sales & Service 
Lesson 4 Page 4 

Your company bookkeepers need to know: 
 
• Who to charge, or credit and for how much. 
• What was sold and on what basis, open account; any special terms. 
• Freight charges, taxes, cash received, and cash spent. 
 

 
 
 
Those in your company responsible for inventory control and purchasing want to know: 
 
• Rate and quantities of parts and supplies moved in and out. 
• Items that require special ordering. 
• Lost sales, special pick-ups, and back-orders. 
 
The invoice you generate is important to the order picker, dispatcher, shipping, and delivery 
people in your company. It tells them: 
 
• What will be shipped to whom, how, and when. 
• What to take from stock and suggests the material handling equipment they will need. 
• What to pick up and when. 
• How to plan the loading of delivery trucks. 

 
The receiving crew, the trucking company, and the manufacturer are also involved with the 
records you make. 
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Because your documents are so important to so many people, let’s find out what you should 
know and do about record keeping. 
 
Customer Record Keeping 
 
Customer records usually handled by you include: 
 
• Invoices 
• Credit memorandums 
• Packing slips 
• Customer's purchase orders 
 
Some firms use a single invoice form for the first three records listed above. Other firms use 
separate forms. Usually, firms need several copies of each invoice. Each copy of an invoice 
serves a special purpose and goes to a certain person. Copies may include: 
 
• Customer copy (usually the original invoice) 
• Office copies (for bookkeeping and sales records) 
• Inventory copy (for inventory clerk and buyer) 
• Stockroom copy (for you or order pickers) 
• Packing slip (used by shipping department) 
 
Invoices are usually numbered for reference purposes. An invoice register may be used to list 
invoice numbers currently in use, by whom, and to identify missing invoices. 
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An invoice copy is used as a packing slip when it accompanies a shipment to a customer. After 
the order has been packed, a completed packing slip should show: 
 
• Customer’s name and address 
• Quantities, part numbers, part names 
• Number of packages or cartons 
• Date of shipment, how shipped and sales terms 
• Customer’s order number 
• Date of order 
• Items that are back-ordered 
 
Prices for items may be shown on the packing slip if the 
individual wholesaler’s practice is to do so. The packing slip 
and invoice are used together --- and there may be back-
order problems. Some firms require back-ordered items to be recorded on separate forms. 
These are, in some cases, further identified by indicating the source of supply. Know your firm’s 
procedure for this operation. 
 
Credit memorandums are issued to give credit or refunds when: 
(Check box as you read each item.) 
 
  Defective parts are returned. 
  Improper charges for sales and use taxes have been made. 
  Over shipments are returned. 
  Shortages of charged merchandise occur. 
  Trade-ins are accepted. 
  Overcharges are to be corrected (incorrect prices or discounts). 
  Incorrect parts are returned. 
  Exchange item transactions are made. 
  Authorized stock clean-ups are made. 
 
Credit memorandums usually show: 
 
  Customer’s name and address and date of adjustment. 
  Original invoice number (if any) or customer’s return slip number. 
  Reason for issuance of credit memorandum (why?). 
  Part numbers/names, manufacturer and date of return. 
  Quantities, prices and tax (if any). 
  Type of credit, refund, or exchange to be made. 
  Handling charge (if one should be made). 
  Your signature. 
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Correct Ticket Writing 
 
When you generate tickets (invoices): 
 
• Double check quantities, list prices, net prices, price extension, discounted items, parts 

numbers, shipping method, and charges, credit terms, back-ordered items, type, and 
correct amount of taxes and totals. Sloppy handling of these items accounts for the 
greatest number of errors on invoices. Take a little time and extra care to avoid mistakes. 
(Also see One More Time On Invoices.) 

 
• Specify the estimated time of delivery if requested by the customer. 
 
• Use correct and complete addresses. Don’t write or key in “City.” There may be several 

cities close by. Name the town or city. 
 
• Check the account’s credit standing. Get an authorized “received by” in the proper space on 

the document. 
 
• When you must do manual tickets: Remember legibility is important. Write or print clearly. 

And, if your handwriting is not easily read by others, print everything. Avoid complaints and 
save time for everyone --- its good customer relations. 

 
• Check stock for availability. Mark back-order items before you complete the invoice. Keep a 

list of lost sales. 
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• Identify the outside salesperson, if one is involved, so he or she can receive credit. If you're 
not sure which salesperson is to be credited, don’t guess. Either find out or let the 
accounting department give proper credit. Follow your company’s procedures. 
 

• See that all required signatures are in the proper spaces on the invoice. 
 

• Give the customer his copy of the sales ticket. 
 

• Put other ticket copies in a “daily” basket. 
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Routing Paper 
 
As some firms transition to a paperless state, many are still entrenched in paper. Know how 
paperwork is routed in your firm. This enables you to trace a transaction quickly when required. 
Remember, many people need the information on the transactions you generate. If legibility, 
accuracy and completeness are lacking, the entire operation gets fouled up. 
 
Credit Policies and Procedures 
 
Business prospers on good credit. To avoid extending too much credit to a customer, many firms 
supply their counter staff with lists of accounts past due and open accounts, or customers are 
automatically flagged on your computer. 
 
If you can’t extend a credit sale to a customer with a past due account, discreetly refer him to 
your manager. Be sure to avoid embarrassing the customer. 
 
When a new customer asks for credit, follow your firm’s regular procedure. Refer the customer 
to the person responsible for credit extension. 
 
C.O.D. Sales 
 
If you handle cash sales or C.O.D.’s you may also have to know: 
 
• How to operate a cash register (if a register is used). 
 
• How to show the receipt of money on an invoice or cash register receipt. 
 
• How to process sales to credit cards. 
 
• Company procedure on the acceptance of checks. 
 
• How to balance out a cash register. Cash and checks are compared with invoices, receipts, 

pay-outs, C.O.D.’s and initial money supply. This is usually done daily. 
 
• How to figure cash discounts --- and on which items. (See Lesson 7 for examples.) 
 
• How to record applicable taxes and what to do with tax money. 
 
 
You may also use an adding machine to check extensions and totals before ringing up cash sales 
or C.O.D.’s. 
 
Stick to company rules on check cashing and acceptance. Examine a customer’s identification 
carefully. Compare signatures. His driver’s license number may be recorded on the back of his 
check for future reference. If refrigerant is involved, check for an EPA certification card that 
shows the customer is authorized to purchase refrigerant. 
 



 Counter Sales & Service 
Lesson 4 Page 10 

 
One More Time on The Order Process 
 
From the customer’s point of view, the invoice represents the record of his transaction with 
you and your firm. Since he must be able to read the invoice, make it as legible as possible. 
Make sure that copies from the computer or a carbon set are readable and the invoice reflects 
the proper: 
 
 ▪   Quantities, part numbers and description in proper terminology 
 
 ▪   Terms of sale 
 
 ▪   Allowances for old units 
 
 
Packages and Delivery 
 
After the invoice has been prepared, purchases should be packaged and delivered. There are 
several ways of handling these tasks. The manner of handling the delivery will depend 
somewhat upon the kind of customer to whom you have sold merchandise. But here are the 
basic considerations: 
 
 ▪  Stock must be picked accurately. 
 
 ▪  Merchandise should be packaged carefully. 
 
 ▪  Customer may need help with moving the merchandise to his vehicle. Use some 
 judgment: can you do it or should you get someone else. 
 
 ▪  If the transaction is a charge sale, be sure the counter pickup is made by an authorized 
 person. If in doubt, check with your manager. 
 
Once the invoice is completed and signed and the packages are ready to go, the customer 
should be thanked (remember to use his name again) and offered a thoughtful good-bye--
thanks for the order. Some customers, of course, like to pay cash for their merchandise. When 
they do, make sure that you repeat the amount of money they have given you, the price of the 
goods to be paid for, and count back the necessary change after following your store’s cash sale 
procedures. Follow this with a “thank you” and then invite them to “call again.” 
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Handling Defective & Return Goods 
 
Reputable manufacturers stand behind their 
products and work. They warrant to the user or 
seller that the product will perform to specifications 
for a certain use period. This warranty is either 
given in writing or implied. If the work is faulty or 
the product fails in this use period, the 
manufacturer or supplier may replace, repair, or 
make an adjustment for the failure to the customer. 
The specifics of each manufacturer’s warranty or 
policy on parts should be investigated before a 
customer adjustment promise is made. (More on 
warranties can be found in Lesson 8.) 
 
When customers return defective merchandise within the warranty, you have an opportunity 
to serve your customer. You may see your customer’s dissatisfaction, but you cannot know 
what took place between him and his customer. Good customer relations may suggest that 
sometimes you bend over backwards in customer consideration when making an adjustment 
for an honest-to-goodness failure. 
 
 
Getting the Facts on Returns 
 
Your company polices may vary with individual 
supplier requirements, but for starters: 
 

• Identify materials. 
 

• Establish proof that material was bought 
from your company. 

 
• Determine why customer wishes to return 

material: 
 

  defective 
  damaged 
  ordered incorrectly by your company 
  shipped incorrectly by manufacturer 
  shipped incorrectly by your company 
  job excess 
  job change 

 
• Determine if customer wants credit or replacement. 
 
• Determine if material is carried as normal stock or was a special order. 
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If the request is for return of a special order for credit, advise the customer: 
 
• Return cannot be accepted until 

permission is received from the 
manufacturer to return the item 
to them. 

 
• Any special conditions imposed 

by the manufacturer for return 
of the material --- such as 
handling charges or restocking 
charges --- will be the 
responsibility of the customer. 

 
• Incoming freight charges on the 

original shipment will not be 
credited back to the customer. 

 
• If original shipment came in 

freight prepaid by the 
manufacturer, the freight 
allowance may be deducted 
from the amount of credit 
allowed; this deduction may be 
passed on to the customer. 

 
• Outgoing freight charges on shipment to the manufacturer will be the responsibility of the 

customer. 
 
• Credit will not be issued to the customer until credit is received from the manufacturer (if 

this is your policy). 
 
If materials to be returned are not defective or damaged, and, in the case of special orders 
return authorization has been received from the manufacturer, a return goods form is filled out 
with the following information: 
 
  Day’s date 
  Customer’s name and address 
  Job name and address 
  Customer’s purchase order number (if any) 
  Date purchased 
  Invoice register number 
  Date returned 
  Reason for return 
  Description of material 
  Disposition of material (return to stock, manufacturer, or field scrapped) 
  Action to be taken (credit, replacement or exchange) 
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If the material to be returned is damaged or defective, fill out a return goods form with all of 
the information previously listed, along with the following: 
 
•  Date installed 
•  Date failed 
•  Date removed 
•  Model number* 
•  Serial number* 
•  Invoice register number of new sales 
ticket if material is replaced 
•  Serial number of replacement 
•  Nature and location in detail of 
defect or failure 
 
*On some items, such as compressors, the 
model number and serial number of the 
unit from which the defective item is 
removed may also be required. 
 
Return of items may be refused if 
material is not in the proper carton, 
improperly boxed, or not in salable 
condition. 
 
If credit is issued or replacement made 
“no charge,” the number of the invoice 
register should be recorded on the 
return goods form. 
 
Eliminating Return Items 
 
When a customer returns an item, not 
only has the profit on that sale been 
lost, but added expense is incurred in 
handling the problem. There is also the 
possibility for loss of future business 
from a disgruntled customer. The best 
time to reduce such returns is at the 
time the sale is made following these 
practices. 
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(Check items off as you read.) 
 
  Make certain the item supplied is exactly what the customer requested --- no matter how 
hurried the transaction may be. 
 
  Check the item to be certain it is not damaged or the seal on its carton has not been broken. 
 
  Ask questions to be certain that the item requested will fill the need the customer has in 
mind, for many returns are made because of a mistake on the customer's part. 
 
  Whenever substitution is necessary, be doubly sure that the item will completely fill the 
customer need. 
 
  If time permits, add a few words of confidence about the purchase by assuring the customer 
that he could buy nothing better. 
 
  Should protective wrapping or packaging assure safe handling in the customer’s hands, take 
the time to package items properly. 
 
  Where the customer is obviously thoroughly sold on a specific brand or type of item, leave it 
that way, even though you may know of something better. 
 
  Listen for the customer’s full explanation or description of what he desires and never 
assume you know what he wants until he has finished. 
 
  Compliment the customer every now and then on his good judgment in asking for a specific 
item, for doing so builds his confidence. 
 
  It always pays to seek to sell a customer additional items, but not something he really does 
not want or need. 
 
  Any limitations in use of an item should be pointed out to a customer, as he may not be 
aware of them. 
 
  Whenever the customer expresses skepticism or doubt, right then is the time to dispel this 
apprehension. 
 
  Avoid going overboard in praising performance on any item. Too often it results in the 
customer expecting more than can be delivered. 
 
  If instructions are on the equipment, package or an accompanying document, be sure to call 
these to the customer’s attention and particularly so when it is an obvious first purchase. 
 
Complete elimination of the returned goods problem is an impossibility in any firm today, but 
practicing the above procedures can help reduce the number of returns. 
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Six Methods of Handling Freight Charges 
 

There are six methods of handling freight charges -- each giving the wholesalers and 
manufacturer different responsibilities (see table below). In some cases, the seller agrees to 
assume all responsibility for the delivery of his products to the wholesaler’s warehouse in good 
usable condition. In other cases, the wholesaler assumes this responsibility. The key point is the 
location at which ownership of the shipment changes from vendor to buyer. Too often, it has 
been found, the wholesaler is bearing the entire burden of colleting freight claims, even though 
it should not be his problem. 
 
Getting Products to Customers 
 
Naturally, customers usually want prompt deliveries and expect reasonable shipping charges. 
Some wholesale firms may not deliver or limit deliveries. 
 
Consider each of the following things when you suggest or choose a delivery method: 
 

• The urgency of the customer’s need for parts or supplies. 
• The customer’s location. (How far? How difficult?) 
• The size and weight of the package or shipment. 
• The nature of the item being shipped -- fragile, hazardous, etc. 
• The nature of the sale (C.O.D., pick-up, will call). 
• Your company’s policy and procedure on freight charges (who will absorb them?) (See 

table of FOB terms.) 
How FOB Terms Affect Buyer 
 

 
FOB Terms on Order 

 
Pays Freight 

Charges 

 
Bears Freight 

Charges 

 
Owns 
Goods 

In Transit 

 
Files 

Claims 

 
FOB Origin – 

Freight Collect Not Allowed* 

 
Wholesaler 

 
Wholesaler 

 
Wholesaler 

 
Wholesaler 

 
FOB Origin – 

Freight Prepaid & Allowed** 

 
Supplier 

 
Supplier 

 
Wholesaler 

 
Wholesaler 

 
FOB Origin – 

Freight Prepaid, Charged back or 
Not Allowed* 

 
Supplier 

 
Wholesaler 

 
Wholesaler 

 
Wholesaler 

 
FOB Origin – 

Freight Collect & Allowed** 

 
Wholesaler 

 
Supplier 

 
Wholesaler 

 
Wholesaler 

 
FOB Destination – 

Freight Collect, Not Allowed* 

 
Wholesaler 

 
Wholesaler 

 
Supplier 

 
Supplier 

 
FOB Destination – 

Freight Collect & Allowed** 

 
Wholesaler 

 
Supplier 

 
Supplier 

 
Supplier 
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* Not Allowed – determines specifically that the wholesaler will bear the cost of freight charges 
** Allowed – determines specifically that the seller bears freight charges 
 
Note: Pays freight refers to the physical act of payment, while bears freight refers to who incurs 
the ultimate cost. 
 
You may have to make a choice from several delivery methods: UPS, FedEx, parcel post, 
commercial (truck, bus, taxi) carrier, your own truck, or a pick-up by the customer at “will-call” 
or over-the-counter sales. 
 
Check your choice with your customer before you specify the delivery method on the invoice. 
Many complaints about time and charges can be avoided this way. Check your company’s past 
shipping practices with regard to a particular customer. 
 
Your Own Delivery 
 
Sometimes a drop off or special delivery is requested by a customer or is indicated by his 
location. Before making a delivery promise, check with your dispatcher on: 
 
• Truck space available for shipment. 
• Whether the truck is weight loaded (for heavy items). 
• When the truck(s) will be leaving. 
• The routing of the truck(s). 
 
If your organization has delivery rosters and other delivery control records, check them before 
making a delivery promise. Failure to keep a delivery promise can result in complaints and the 
loss of a customer. Don't underestimate delivery time to a customer. Be realistic! Make no false 
promises. 
 
Stock Outs 
 
When talking to a customer at the counter or over the phone, be cautious when saying you 
have a certain item in stock. You may discover that you don’t have it. Check the computer for 
inventory status or, when in doubt, actually look on the shelf for the material if it is close by, 
before advising your customer. 
 
Even though you’ve double checked, you may find that you don’t have an item a customer 
needs on a particular day. What to do? Well, your job is to provide service, and sometimes this 
means a little extra effort on your part. 
 
Here are a few things to do if you don’t have an item in stock: 
 
First, tell the customer you will try to locate the item and call him. If you definitely know where 
you can get the item right away, tell him when you’ll have it for him. Of course, you must use 
good judgment about the urgency of the customer’s needs. 
 
Check cross reference data or check with your manager for substitutes or alternate parts. 
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Finally, after ordering and making out a requisition or order form, arrange to pick up the item. 
The pick-up should be made in plenty of time to place the item on your truck for delivery to 
your customer. 
 
Eliminating Stock Outs and Shorts 
 
There's an old business adage that says, “You Can't Sell Out of an Empty Wagon,” meaning, you 
have to have adequate stock to make adequate sales. 
 
In the course of your everyday duties, you can help maintain the quality of customer service by 
assisting those in your company who are responsible for maintaining adequate inventory. 
Here’s how: (Check the box as you study each suggestion.) 
 
  Prepare accurate and complete invoices (they are needed for the stock record). 
 
  Notify the inventory manager of stock shortages, especially if an inventory clerk tells you 
that you lack sufficient stock on hand to fill an order. 
 
  Notify your manager of damaged goods on the shelves. These cannot be sold, and may be 
subject to a claim. In any case, damaged goods tie up dollars. 
 
  Notify the stockroom and inventory clerk of misplaced items. (Don’t wait for physical 
inventory time! The misplaced items may be those you couldn’t find.) 
 
  Watch those unit packages. Use one box at a time. Don’t open new boxes needlessly. When 
a sealed box is opened, don’t break the label. Open the other end. Once a box is open, remove 
the lid (but not the label!) or cross out the original quantity number to indicate a quantity 
change so that the next person will know which box has already been opened. 
 
  Don’t break or damage the box label. Open a side other than the labeled side of a box. 
 
  Assist in keeping accurate physical inventories (checks on stock records). 
 
  Cooperate with those responsible for inventory control. (It’s their job to keep track of how 
well stock matches the minimum and maximum inventory amounts. If it takes too long to figure 
out what’s on an invoice, the next order may exhaust the stock.) 
 
  Keep track of lost sales caused by stock shortages. If you notice an item repeatedly on lost 
sales reports, bring it to your manager’s attention. 
 
  Keep track of customer back-orders by invoice numbers. Keep the inventory clerk advised of 
your back-ordered items so that he can “flag” them for you. 
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Stock and Customer Service 
 
Many customers like a “one-stop” source where they can buy any part or supply they need. 
They expect to find a stock of supplies and parts always available. After all, your customers 
want to give their customers prompt service. They do not want to hold up jobs because parts 
are not on hand. It’s money to them! 
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When customers are told on various occasions that the particular items they want at those 
times are not in stock, they may become irritated. They will look for other places of supply. 
The demands of customers are all different, and your main object is to satisfy as many 
customers as possible. However, it is not financially practical for your firm to stock a large 
quantity of every item. As you know, any wholesale firm’s money is limited, and the company 
must buy stock wisely. (See Notable Note below.) 
 
Owners or managers should be kept informed as to what is needed and what is overstocked in 
the store. In this way, a wasteful spread of too many slow-moving items can be avoided. 
Reports on lost sales and special orders can be used as guides for buying items often called for, 
but not carried in stock. Good stock practices improve customer service. 
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Wholesale companies are moving toward paperless operations through the use of technology 
such as bar coding and software programs. For example, there are programs that can provide 
electronic data interchange and interactive video-text catalogs for automated order entry. 
Regardless of the evolutionary stage your firm may presently be in, the reasons behind the 
need for accurate information do not change --- serving the customer better and assuring 
successful business planning. 
 
Notable Note:  A typical wholesale company turns its inventory 3.7 times a year.  Improving 
inventory turns to 4.3 times could represent $320,000 less money tied up in inventory in an 
$11 million dollar sales firm.  This money then would be freed up to improve business 
operations. 
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Self-Check, Lesson 4 Quiz 
 
You should have read all the material in Lesson 3 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.   
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F Records of transactions are only important to your company. 
 
2. T F A good way to reduce returns is to always make certain your customer is getting  
   exactly what he ordered. 
 
3. T F When opening a box to remove an item, you should remove the label to indicate  
   the count in the box has been reduced. 
 
4. T F You should keep track of back orders by invoice number. 
 
5. T F You should notify your manager of damaged goods immediately. 
 
6. T F To assure a sale, you should underestimate delivery time. 
 
7. T F It is best to clearly establish choice of delivery with the customer. 
 
8. T F  “Will call” means the customer will pick up his order. 

9. T F On return goods, only the original profit is lost. 
 
10. T F In the terms “FOB Origin, freight collect --- not allowed,” the buyer pays the  
   freight charges. 
 
 
In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
11.  Which of the following is not good practice in reducing returns? 
 
a.  Be certain item is exactly what customer wanted. 
b.  Make casual substitutions to close a sale. 
c.  Inspect items carefully before selling. 
d. Call out limitations of product. 
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12.  Which of the following is generally required when returning a special order? 
 
a.  Permission from manufacturer to accept special item. 
b.  Outgoing freight is responsibility of customer. 
c.  Any special charges are responsibility of customer. 
d. All of the above. 
 
13.  Stock outs and shorts can be reduced by: 
 
a.  Maintaining a complete inventory for customers. 
b.  Operating with management in managing inventory. 
c.  Not keeping lost sales reports. 
d.  Taking the order and red tagging it “rush.” 

 

Fill in the blanks with the word (or words) which most accurately complete the thought. 
 
14.  An invoice __________________ is often used to keep track of invoices by number. 
 
15.  Credit memos are issued to customers to _______________________an account or give a 
_________________. 
 
16.   _________________________ is essential when writing an invoice. 
 
17.  After writing a sales ticket, everything should be ________________________ checked for 
accuracy. 
 
18.  Informing a customer of his credit status should be done ____________________. 
 
19.  You must be aware of the details of each manufacturer’s warranty ___________ promising 
an adjustment to the customer. 
 
20.  The best time to reduce returns is when the      
 
           . 
 
21.  FOB __________________ indicates that the seller owns the goods while in transit. 
 
22.  Never make a/an __________________ to a customer that you must later cancel or 
apologize for. 
 
23.  Keeping more _________________________ information can lead to improved 
customer service. 
 
24.   ___________________ discount is a discount in percent or dollars from a catalog or price 
list for an item. 
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25.  Identify five possible copies of an invoice. 
 
 1.              
 2.              
 3.              
 4.              
 5.              

 

 

 

 

 

 

 

 

 

 

Check Your Answers! 

Now compare your answers with those given in the answer key. The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 

When you are satisfied you understand the questions missed, proceed to your next 
assignment, which starts on the next page. 

Do you have any unresolved questions on this lesson? 

Fax your questions to 614-345-9161 or email to 
Hardimail@hardinet.org. 

mailto:Hardimail@hardinet.org�
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Lesson 5 Overview 
 
A wholesale company is a sales organization and this means that everyone is “in sales.” In 
Lessons 3 and 4, we made some mention of selling opportunities. Now we’ll go into additional 
detail. 
 
Lesson 5 --- It’s All About the Sale, will offer you an opportunity to learn basic selling principles. 
The “opportunity to sell” means you can help your customer and help your company make a 
profit and improve your own earning power. 
 
After studying this assignment, you should be able to: 
 

1.  Recite the basic steps in selling to a customer. 
 
2.  Discuss the importance of first impressions in a sales contact. 
 
3.  Define selling up. 
 
4.  Understand the four dangers of overselling a customer. 
 
5.  Answer the telephone properly. 
 
6.  Take an order over the phone effectively. 
 
7.  List activities for self-improvement. 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

Now read Lesson 5 that begins on the next page. 
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Lesson 5: All About the Sale 
 
Salesmanship 
 
Providing prompt, courteous service to 
customers is usually the number one 
responsibility of the counter salesperson. You 
learned a great deal about processing orders 
in the previous lesson. But it is just such 
excellent service that may open the door to 
technical selling --- the second responsibility 
of the counter person. 
 
The counter person who sees himself strictly 
as an order taker and paper processor could 
be mistaken. Your selling ability can be as 
important to you personally --- as is your 
ability to serve customers well. Your 
knowledge of people, products, policies and 
procedures is basic to your job. But your job 
can and should involve more than just 
supplying the specific items customers’ 
request. It involves becoming an advisor and 
properly influencing customers to consider a 
particular line or related items, equipment 
and supplies that, in turn, are important in 
serving your customers' customers. 
 
Whatever you thought or learned about selling in the past should be shoved aside --- forget it! 
Forget any tarnished image of selling as portrayed in movies or on TV and perhaps 
demonstrated in real life by some bad “actors.” We're not talking about high pressure tactics to 
sell worthless items to unsuspecting people. We’re talking about wholesale and industrial 
selling, which is a more specialized type of selling. It requires a great amount of technical 
knowledge and you are selling with the aim of generating repeat business from customers --- 
not one shot deals! In fact, technical selling is just too important to be “sold” short. For 
instance; how would you go about buying the right personal computer for your needs without 
technical sales assistance? 
 
Most customers in counter selling situations consider the ability to explain what a product can 
do to be the salesperson’s most important trait. Next, in order of importance, is the 
salesperson’s overall knowledge of the product, followed by his or her honesty, service, 
reputation, and finally, how much the customer likes the salesperson. In other words, as a 
counter salesperson, the simple ability to explain clearly and concisely plus having detailed 
product knowledge are the keys to practical technical sales successes. You don’t have to be a 
fast talker, make a big impression or resort to uncomfortable tactics. 
 
Good counter salespeople do know how to use attention, interest and other principles of 
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honest sales skills to win over customers. You can apply these principles in your job by:  
 
1.  Invite Attention 
 
Before you can sell, you must have your customer’s attention. And you can get his attention by 
making a statement or asking a question that will cause him to respond with a statement or 
question of his own. Displays, your firm’s advertising, or point-of-sale literature also call 
attention to what you have to sell. 
 
2.  Create Interest 
 
Once you have your customer’s attention, find out what his needs are or a particular problem 
he’s encountering. Create interest in a specific product --- a piece of equipment, supplies, new 
meters or related parts. As you develop his interest, stop talking from time to time, long 
enough to let him ask questions concerning the product. Answer these questions completely 
and honestly. 
 
3.  Have Conviction 
 
You must first be convinced yourself that the product or service will indeed benefit your 
customer. Then, you must convince him of the benefits if he buys the product or service from 
you. So, talk benefits. Appeal to his sense of pride in his work, profit for his business and/or 
convenience for himself. (Hasn’t someone turned you on to a product that you knew nothing 
about that has helped or pleased you?) 
 
4.  Increase Desire 
 
Once convinced, the customer must be motivated to take action. You may have to do this by 
increasing desire for the product. Explain your firm’s credit policy, policies on returns and 
warranty adjustment, and your readiness to serve him through every step of the product’s use. 
Make it easy for him to buy. 
 
5. Take Action 
 
Unless you ask for the order, you can’t really judge how well you have influenced your customer. 
This step involves your sense of timing as to when he is ready to be asked. This could make or 
break the sale. Avoid asking questions that can be answered with a “no” or a “yes.” Ask 
questions that must be answered with a promise or to make a decision. Ask for the order in a 
positive way such as, “Shall we send this along with your regular order, or place it on will call?” 
“Would an afternoon or morning delivery be better for you? Do you want this sent C.O.D. or 
will you charge it?” 
 
Ask questions that require a customer to make a decision. 
 
Always make sure the person you are dealing with has the power to purchase. And really learn 
the products you are trying to sell. Refer to manufacturer’s catalog information on CD-ROM or 
in print or on the company’s web page. 
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First Impressions 
First impressions are usually lasting. Each contact gives you an opportunity to create a favorable 
impression with a prospect or a regular customer. Most people like to be addressed by name, 
instead of just a “Hello!” Learn the names of your customers (prospects too). Use their names, 
together with a friendly greeting. 
 
If that greeting is followed by “May I help you?” or a little honest social conversation, such as 
“How did you do bowling last week?”--the customer and you are off to a good start. They will 
feel that you are interested in them as a person. But be sincere! Most people can detect 
phoniness. And remember--no unnecessary chit-chat when another person is waiting to be 
served! Don’t engage in casual or unrelated conversation. Make it a habit to greet customers at 
the counter right away, even though you may not be able to serve them immediately. 
Recognition of arrival is important!! 
 

 
 

First impressions are important.  Engaging in personal conversations or seeing to your coffee 
while a customer waits is bound to get you and the customer of to a bad start.  Even if you 
are busy, pause to recognize the customer and indicate you’ll be right with him. 
 
You can show even further interest by listening. Good customer service personnel and 
successful salespeople have truly mastered the art of listening. They know that what they hear 
can be used as a springboard for what they will say to a customer and how they will say it. The 
secret of good listening is to give the speaker your undivided attention. Here are some hints on 
being a good listener: 
 
• Try to sense hesitancy, impatience, helplessness, or independence of manner on the part of 

the customer. 
 
• Don’t try to anticipate what he or she will say. Avoid interruption. Wait until he is finished. 

Be a good listener. 
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• If he gives insufficient information, ask questions. But ask them in a way that indicates you 
want to help and are not impatient with him. 

 
• Avoid judging your customer in any way --- such as deciding he is cheap, arrogant, sloppy, 

etc. Be careful to avoid reference or thoughts about his nationality, religion, or race. If you 
make such judgments, they block your ability to listen and may result in lost sales and, more 
importantly, offend customers. 

 
• Make notes as appropriate as you listen. This can save you time later. (For more on listening, 

see checklist nearby.) 
 
Selling Up 
 
You should have a clear understanding of your customer’s present and future needs. Relate the 
information he gives you to your own knowledge. For example, if the tech wants a couple of 5 
ft sections of 6 inch duct, you should be thinking about duct tape, sheet metal screws, 
balancing damper, elbows, hangers, etc. Make mental notes to ask your customer whether any 
of these items are needed, or suggest them to him. 

If you do not understand exactly 
what a customer wants or needs, 
ask for help. The main 
consideration is to give your 
customer the best service you can. 
 
Suggesting the Right Thing 

When it comes to suggesting the 
right thing to your customer, you 
should first consider availability of 
the requested item. Is it in stock? If 
not, when can you have it for him? 
Is this all he needs to do the job 
right? Make sure that he will get 
what he wants first --- then 
consider related items selling. 
 
Suggest related items or a new tool and point out the benefits of having them --- saves time, 
better workmanship, more profit, lower final costs, and more customer satisfaction. Suggest 
related items in a helpful way and enable your customer to turn out a better job. 
 
How Many? 
 
Ask about and suggest quantities of items that are needed for your customer’s or prospect’s 
business operation. This requires knowing something about his volume and frequency of 
ordering, the number of people in his operation, his location, his credit standing, and how 
quantity purchases may save him many dollars and much paperwork.  
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For example: when appropriate, tell the customer he can obtain the next price break by adding 
three (or whatever) to his order. Or, “there are eight in a box, can you use a box?” Such statements 
can really help the customer. 
 
Ask, too, about his tools and supply needs. Point out how having a newly developed, up-to-date 
tool can save time and prevent costly callbacks. Demonstrate a new tool if you have time and 
no customers waiting, or direct him to another sales associate. (Think how effective and helpful 
technical experts in TV commercials sell new tools they believe work better, faster and easier.) 
 
Notable Note: In surveys, contractor customers list the following as their biggest complaints 
regarding counter/inside sales operations: lack of product knowledge, delays at the counter, 
can’t answer questions the first time, incorrect order shipped, and lousy phone service. 
 
Overselling 
 
Don’t oversell a customer. Don’t influence him to buy costly tools, instruments, and equipment 
that he cannot afford, and doesn’t really need. Sell up to better, more modern equipment, but 
don’t use high pressure selling methods. Your concern for your customer’s welfare should be 
your guide to create and hold his confidence. You want him to come back. 
 
The counter is not the proper setting for major decision-making purchases. When a customer is 
obviously attempting a major buying decision, suggest that an outside salesperson call on the 
customer to provide complete details. Sales efforts at the counter should be limited to those 
sales that require low risk decisions on the part of the customer. 
 
Substitution 
 
And, if what the customer request is not in stock, look up interchangeable and substitute items. 
Ask if he will accept them. If a substitution is made, make a note of it on the invoice. Point out 
the benefits of using the substitute — saving time, and getting the job done easier and faster. 
 
What else does it take to be effective in sales? First in importance is your attitude toward 
service to customers, loyalty to the firm, teamwork with your associates, and the desire to 
know as much as possible about the wholesaling business. Your behavior shows your attitude. 
The wholesale business is dynamic and you can prosper with it, provided that you: 
 
• Merchandise the parts, equipment, supplies and service in a creative fashion. 
 
• Present ideas for business improvement to your boss. 
 
• Keep up to date with catalogs, prices and product lines. 
 
• Increase your knowledge of equipment, parts and accessories. Learn from experience. 
 

• Follow the Golden Rule in selling. 
 
Quiz Yourself: How’s Your Listening Habit? 
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Listening is an art practiced by too few customer service personnel. A counter/inside  
sales person who listens well will close more sales. Here’s a checklist developed by a Purdue 
University professor to help evaluate your own listening habits: 
 
• Do you give the other party a chance to talk? 
 
• Do you interrupt while someone is making a point? 
 
• Do you look at the customer while he or she is speaking? 
 
• Do you impart the feeling that your time is being wasted? 
 
• Are you constantly fidgeting with a pencil or paper? 
 
• Do you smile at the person talking to you? 
 
• Do you ever get the talker off the track or off the subject? 
 
• Are you open to new suggestions or do you stifle them immediately? 
 
• Do you anticipate what the other person will say next? Do you jump ahead, anticipating  
• what his or her next point will be? 
 
• Do you put the other person on the defensive when you are asked a question? 
 
• Do you try to out-stare the customer talking? 
 
• Do you overdo your show of attention by nodding too much or saying yes to everything? 
 
• Do you insert humorous remarks when the other person is being serious? 
 
• Do you frequently sneak looks at your watch while listening? 
 
This is a tough checklist. Anyone who is honest will probably discover several areas for 
improvement. 
 
The Importance of Adding to the Order 
 
“Anything else?” or “Is that all?” have been traditional expressions to conclude a sale for a long, 
long time. Today, however, even the youngster at the fast food restaurant has been taught to 
suggest something else. Order a hamburger and they’ll ask “want fries?” Order a hamburger 
and fries and they’ll ask “need a large or small drink?” Order a burger, fries and a coke and 
they’ll ask “do you want a salad?” Whatever you order, they add another item for you to 
consider. Is this important? You bet! 
 
Consider this example: a $10 million wholesale company averages $50 per line item per order. 
This means the firm generates 200,000 line items per year ($10 million divided by $50). If their 
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service level is 90%, this also means 222,222 line items were actually requested. If they average 
5 line items per order, this means the wholesaler's people process 44,444 orders per year to 
obtain $10 million in sales. 
 

 
 
Now let’s assume three things: $50 per line item increases a “buck” to $51 per line. Fill rate 
inches up a tick to 91%, and the number of lines per order increases to 5.1 (average, of course). 
The number of orders doesn’t change; it stays at 44,444 per year. Sales would increase to 
$10.51 million --- which is a 5% increase in sales dollars. 
 
The message: don’t use the out-of-date expressions --- is that all, or anything else? Suggest one 
more related item every time! It’s good for business. 
 
Telephone Selling 
 
Counter sales involves handling telephone inquiries and telephone orders; however, usually not 
with the frequency experienced by inside sales personnel. And that may, in fact, pose a 
problem at times. Calls of an infrequent nature can often prove to be nasty little interruptions 
between your other duties. The most important rule is “Don’t 
feel put upon.” How you feel about the call is secondary to 
serving the caller in a friendly fashion. Try to impress upon 
the caller that you are: 
 
• delighted by his call 
• pleased at the prospect of an order 
• anxious to please 
• proud to serve 
 
 
Many of the things that have been discussed in this chapter 
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on selling apply equally to telephone selling, too. 
 
Notable Note: Job definition. Inside sales is a traditional title given to persons whose primary 
responsibility is to handle necessary “response tasks” such as telephone inquiries, counter 
sales, solving customer problems, and filling orders. This is considered reactive performance. 
Telephone sales people have as primary responsibility to call customers and prospects, not 
handling incoming calls. This is considered proactive performance. 
 

Here are some things to keep in mind when you use the telephone. 
• Answer the telephone quickly. An unanswered call from a customer is equal to closing the 

door of the store in his face. 
 
• Identify yourself before the conversation begins. You cannot be seen by the caller. He can 

only judge you by your voice tone and telephone manners. Put a smile in your voice. 
 
• If you don’t have automated call-in (caller ID), and if it’s possible to do so without 

interrupting the caller, it is wise to ask for the caller’s name and phone number —“in case 
we are cut off.” Get a company name and address right away, as well, if you don’t know it. 

 
• The customer may often be unclear as to the reason for the call. This is usually a result of his 

preoccupation with his specific need and his uncertainty on exactly how to proceed. You are 
not a mind reader, so you must verify exactly what the customer’s intentions are. 
Remember: processing a wrong or incomplete order wastes your time, the time of many of 
your co-workers, and most importantly, the time of the customer. You have the experience, 
so you must carefully lead the caller through his request. 

 
• Ask the right questions to obtain accurate and complete information about what the caller 

wants. You must have complete, accurate information about an item before you can use 
catalog data properly. This information must be obtained from the customer so that the 
right parts are sent on the first delivery. 

 
• Don’t keep the caller waiting unnecessarily. If you 

feel that it will take some time for you to check 
something, suggest that you call the customer 
back. Take his telephone number and make it a 
point to call back as soon as possible. You did 
promise, remember? 

 
• Always be prepared to offer to transfer the caller if 

questions beyond your area of technical expertise 
arise. Remember: you are not obliged to know 
everything. Don’t think of yourself as being on trial. 
If you don’t know, say so, and switch the caller to 
someone who does know. (It helps if you can 
recognize this problem early-on, so the caller is not 
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exasperated by repeated storytelling.) 
 

• Check the availability of stock items before promising delivery. Is your computer data 
current? The inventory control system or stock on the shelf should be checked. 

 
• Suggest related items that may be needed. 
 
• Advise the customer when special prices may be given for a quantity purchase. Quote only 

list prices when in doubt about the caller’s identity or customer classification. 
 
• Remind price shoppers that the best buy is not always the lowest price. 
 
• Thank the customer for his order. Remember that tech sales involve selling yourself as well 

as your firm. 
 
Self-improvement 

All the things you have studied so far are only aids to doing your job right. There is no 
substitute for the alertness, thought, and experience that you must demonstrate in your daily 
work. Progress in your job depends upon how well you apply these sales hints and how much 
effort you give to self-improvement on a day-to-day basis. 

The HVACR industry has become more and more reliant on wholesalers as it has matured into a 
replacement business as compared to heavy reliance on new construction. The pattern of long-
term, steady growth of wholesale-distribution is evident to all. 

Individual wholesale companies will prosper only by the efforts of all the personnel in their 
organizations. As they prosper, new job opportunities open up. Your opportunity for 
advancement is ever present. But the opportunities to advance are only half the battle. You 
must supply your own “go-power.” What does this mean? 

 

Only you can supply the willingness to advance in your firm and the industry. Willingness, then, 
must be translated into action. 



 Counter Sales & Service 
Lesson 5 Page 11 

There are many activities that can help you learn more about your job: studying product 
catalogs and technical manuals, self-study and online courses, video and CD-ROM programs, 
attendance at your local community college for related courses, plus factory or company 
schools and meetings can help you become a respected expert and more valuable to your 
company. 

Doing a good job in any field brings extra rewards. Pride in a job done well and the satisfaction 
of knowing that the work you do is very important to many people in your community are real 
rewards. 

There is no known substitute for “go-power.” Do with it what you will. Your progress is up to 
you. 
 

Above all else:  Be known for your help! 
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Self-Check, Lesson 5 Quiz 
 
You should have read all the material in Lesson 5 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key. 
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F Selling is getting a customer to buy something he doesn’t need. 
 
2. T F Your customers expect you to be fast talking to sell effectively. 
 
3. T F Product knowledge is less important in technical selling than being able to tell a  
   convincing story. 
 
4. T F Convincing a customer to switch furnace lines is appropriate for a counter sale. 
 
5. T F Saying “thanks for the order” has no impact on the customer. 
 
6. T F It is normal to consider the telephone call as an interruption between your other  
   counter duties. 
 
7. T F Explaining what a product can do is of secondary importance to a trained  

   technician. 
 
 
In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
8.  The first step in selling is to: 
 

a. get the attention of the customer. 
b. ask the customer for the order. 
c. create customer interest. 
d. convince customer of benefits he will get. 

 
9.  To create customer interest, you must: 
 

a. start showing new products that came in. 
b. show customer the “hot” selling items. 
c. show customer what’s on sale. 
d. find out about needs or problems. 
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10.  Before convincing a customer to buy a product, you must  
 

a. be sure he has money to buy. 
b. be certain he is a regular customer. 
c. be certain he is trained to use the product. 
d. believe in the product yourself. 

 
11.  The final step in the selling process is: 
 

a. keep good records. 
b. hand the product to the customer. 
c. explain your return policy.  
d. ask for the order. 

 
 
Fill in the blanks with the word (or words) that most accurately complete the thought. 
 
12.  List the first three steps in answering a phone call. 
 
1.              
 
2.              
 
3.              
 
13.  A successful sales person must be a good _______________________ as well as a good 
talker. 
 
14.       refers to selling additional related items to a customer’s original 
order. 
 
15.  How long a telephone     before it is answered has an effect on the caller. 
 
16.  You should avoid placing a telephone customer on     whenever possible. 
 
17.  Never engage in casual conversation while another customer is   . 
 
18.  It is useful to take      while discussing a technical problem a 
customer is explaining. 
 
19.  In sales, you have to sell      first. 
 
20.  The point in selling is to remember that you want the customer to ____________________. 
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Check Your Answers! 
 
Now compare your answers with those given in the answer key. The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 
 
 

Do you have any unresolved questions on this lesson? 
 

Fax your questions to 614-345-9161 or email to 
Hardimail@hardinet.org. 

mailto:Hardimail@hardinet.org�
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Lesson 6 Overview 
 
 
Ever notice how supermarkets and discount stores are constantly rearranging their 
merchandise? “For your greater convenience” the store management announces, “we have 
remodeled our store.” The open refrigerated display case is a perfect example of arranging a 
product for ease of inspection by the customer even when the product must be kept frozen. 
 
The wholesale business is not the same as the retail business. But there are some aspects of 
retail merchandising that can be successfully applied to counter sales. 
 
Merchandising is just another name for sales promotion. Thus, anything you do to the counter 
area that increases sales is counter merchandising. 
 
After studying lesson 6, Counter Merchandising, you should be able to: 
 

1. Recite the desired customer reactions to counter merchandising. 
 

2. List the rules for good product displays. 
 

3. Explain how good housekeeping is required for good merchandising. 
 

4. Explain why good personal grooming is important. 
 

5. Prepare a housekeeping checklist. 
 

6. Assist in receiving and storing merchandise properly. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

Now read Lesson 6 that begins on the next page.
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Lesson 6: Counter Merchandising 
 
 

 
 
The counter does not have to be a place to simply take and fill orders. As we learned in Lesson 
5, the counter has enormous potential for creative technical selling. 
 
The counter can be a means of projecting your company’s personality to the trade. It can be a 
magnificent medium for communications --- both ways --- between the wholesaler and the 
customer. The counter, along with the warehouse, visually defines the culture of your 
company. 
 
Contractors and their employees can learn about new products and new promotions from you 
and other counter staff. And you can learn what the trade is thinking. 
 
Help make your store look professional by your concern and attention to: 
 
• Keeping the store clean and orderly. 
• Displaying merchandise properly. 
• Suggesting repairs or painting when required. 
• Keeping stock and supplies neatly shelved. 
 
Merchandising 
 
Good merchandise layout paves the way for increased sales. Manufacturers often provide 
brochures, counter display cards, and other point-of-sale aids. However, they are only as good 
as the use you make of them. You can easily think of many ways to help make merchandise 
move. 
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Displays, advertising and product literature, used properly, can: 
 

• Remind customers of what they need now 
 
• Help tell and show features of the product or line 
 
• Plant ideas for later purchases 
 
• Bring inquiries about products (your chance to sell!) 
 
• Make “on the spot” sales 

 
Self-service widely practiced in retail selling and home centers has potential in a wholesale 
counter facility as well. Other retail selling techniques can also be adapted to wholesale trade 
selling situations. 
 
Consider how the neighborhood Trustworthy and True Value hardware stores are carefully 
designed to guide customers to products and indicate sales items, and often provide guided 
selection steps for products. (Auto wiper blades, oil and air filters and faucet cartridge selection 
charts, for example.) Aisles are clearly marked. Point-of-sale signs or displays tell customers you 
have certain items in stock. 
 
Some of your customers often buy items on the spur of the moment. A certain something 
about a product triggers an impulse to buy or jogs a memory. It is useful to appeal to these 
buying impulses or “mind joggers” by making attractive displays of low-priced, frequently used, 
new and useful items. Put these displays within easy reach of customers. 
 
Consumers (and professional technicians are consumers) like to handle goods before they buy. 
Make the goods and display say, “Look me over. Pick me up. Buy me!” Set the desire to buy in 
motion with good displays. 
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How to Display Products 
 
So --- good displays will help sell immediately, or they can plant an idea for a future purchase. 
 
Make your displays do a better selling job (check the ideas off as your read them): 
 
  Locate displays at busy customer traffic points. 
 
  Use windows, walls, floor and counter for displays...but don’t block the aisles or clutter the 

counter. (Obstacle courses are unsafe in the counter area.) 
 
  Locate displays (especially those impulse items!) so they can be easily seen or reached, 

usually between eye and waist levels. 
 
  Display large equipment on the floor or in windows. 
 
  Let each display stand alone; don’t crowd them. 
 
  Keep all displays clean; schedule regular cleaning. 

This is particularly important. 
 
  Replace display stock before it runs out or 

becomes shoddy. 
 
  Make displays timely. Reflect the season’s needs. 
 
  Change displays often. 
 
  Attract attention with color, motion, and lighting. 
 
  Use straight to the point signs. Call out features 

and price (and any trade-in offers). 
 
  Use audio visual programs to help sell. Some 

manufacturers make interesting and informative 
video tapes or CD-ROM programs on product 
features and benefits. A VCR or DVD player 
located near the counter can be an important 
point-of-sale selling aid. 
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Counter Day 
 
A counter day is held at the order desk or 
counter and is a casual, informal way to 
highlight one particular vendor's product. 
Counter days are often seasonal and work 
very well for new product introductions or 
in conjunction with a training session. 
The vendor usually provides a 
knowledgeable person for setting up a 
product demonstration. 
 
Housekeeping 
 
A clean, orderly counter also affects 
customers favorably. Even “old timers” 
will notice an improved appearance. 
 
Your counter gains on the competition when it is neat and clean. A competitor may, at times, 
be more convenient, but customers may return to you because you and your counter present a 
neater, cleaner, more professional appearance. 
 
Housekeeping makes the “store” inviting; sales can be made easier. The front of the store, the 
back of the store, customer and employee washrooms, and other facilities need good 
housekeeping to attract and hold customers. 
 
Housekeeping implies more than a manager’s voice saying, “Joe, dust the shelves!” It also 
means good order, safety and proper merchandise display. It tells your customers you really 
care about them and points up pride and quality in your counter area. 
 
Keep Front Counter Area in Shape 
 
• Sweep floors every day and mop often. 
 
• Wash windows regularly --- inside and out. 
 
• Put all rubbish in approved trash containers. Rubbish left on the floor in the front of or 

behind the counter can be hazardous. 
 
• Keep aisles clear; don’t clutter the counter space. 
 
• Stack counter merchandise neatly and safely. 
 
• Remove grease and oil spots from the counter or floor immediately. (The back you save may 

be your own.) 
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• Don’t neglect needed repairs or painting. 
 
• Check washrooms regularly during the day for cleanliness and adequate supplies. 
 
• Keep catalogs, price lists and counter literature neat, orderly and up-to-date. 
 
• Check counter supplies --- invoices, credit memos, exchange slips and so on. 
 
• Clean and straighten up under counter shelves daily. 
 
• Return unsold parts to stockroom. 
 
• Tag and route exchange items or defective material, according to your company’s 

procedure. 
 
• Keep catalogs, price lists and counter literature neat, orderly and up-to-date. 
 
• Make sure flammable or other hazardous materials are not in place where they may be 

accidentally spilled. 
 
• Keep your counter clean. Dust it frequently. Wash it regularly. 
 
• Smoking policies should be politely enforced. 
 
• Vending machines should be clean and fully 

stocked, as well as nearby trash containers. 
 
The Person the Customer Sees 
 
Now with the store front shipshape, how about 
the person your customers see? 
 
Early morning check: 
 
Men -- Shave? Haircut? Beard or mustache 
trimmed? Clean shirt? Neatness does count. (One 
wholesaler requires counter people to wear ties to 
help quickly identify them and to add to their 
professional demeanor. Maybe your company 
requires company shirts.) 
 
Women -- Hairstyle? Attire? Shoes for a safe, 
comfortable work environment? 
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During the day: Wash hands regularly --- parts and supplies may be oily and dirty. Dirty hands 
can’t prepare clean invoices. 
 
End of day check: Work area neat and clean? 
What about any fire hazards? 
 
Behind the Counter 
 
Counter operations can create unnecessary 
hazards through neglect or simply regular 
business activities. To avoid accidents, 
everyone must be alert in the stockroom. 
When you spot a hazardous condition, call 
attention to it --- especially if you usually 
work at the counter and don’t have time to 
remove the hazard during a rush period. 
Eliminating obvious hazards makes the back 
of the store safe, and may prevent a fire or 
accident. 
 
• Keep aisles clear; sweep and mop 

regularly. 
 
• Store bulky and special storage items safely. 
 
• Stand caster carts and dollies on end, against a wall, when not in use. 
 
• Monorails, hoists, fork or hand trucks, ladders, and step stools should be returned to proper 

storage areas after use. 
 
• Put small items on shelves in an orderly way, small-unit box tops should be removed or 

labels marked once the box is open. 
 
• Check lighting. Replace burned out bulbs. Clean reflectors periodically. 
 
• Pick up small parts when they are dropped. Don’t set up an accident hazard. 
 
• Use ladders or step stools to reach upper shelves. Stepping on shelves may ruin 

merchandise and may cause shelving to tip over. 
 
• Dust shelves regularly. 
 
• Make sure objects don’t protrude beyond the outside faces of shelves. 
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• Keep all critical papers, backup diskettes, flash drives and records in a fireproof safe. An 

often overlooked aspect of this rule is control of vital documents during the business day. 
 
• Covers over office machines and other records such as inventory cards, record bins, etc., 

provide a surprising amount of heat and water protection. 
 
• Post emergency phone number in conspicuous places. 
 
• Keep critical areas well lighted for maximum security. 
 
Impressions customers receive of the counter sales area and its employees (that’s you) affect 
the way they react and what they buy. 
 
With very little expense or effort, your “store” can be made attractive and safe. Properly 
displayed merchandise makes for more sales because it provides the customer with the impulse 
to buy now, to inquire further, or plants ideas for future purchases. 
 
Housekeeping requires alertness, cooperation and industriousness in helping to keep the front 
and back of the store clean, orderly, and safe. 
 

Remember: Customers return to distributors that create favorable impressions! 
 
Processing Inventory 
 
Fast stock turnover, good customer relations, adequate stock, and smart buying are all 
important to the business. But there are many other things just as important. Good business 
practice also depends on proper handling of stock after it has been bought. This means 
merchandise must be properly received, checked, stored and kept available in good condition 
for customers. 
 
• If you receive merchandise: Check shipping receipts, bills of lading and packing slips. You 

may encounter an ASN or Advanced Shipping Notice from some vendors which can be used 
to check for discrepancies. 

 
• When you check shipments: Open all packing cases or cartons after delivery and check 

shipment thoroughly. 
 
• When you move merchandise: Practice “Safety First” when you move merchandise. 
 
• When you store merchandise: Store and rotate merchandise properly. 
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Whether or not your job regularly includes responsibility for receiving shipments, or moving 
freight, or any other duties in the back of the counter, you will be more valuable to the business 
if you are familiar with the operations listed above. If all of them are done well, both time and 
money are saved. Let’s take a closer look at these four operations and see how they are carried 
out. 
 
Receive it Right! 
 
One of the best ways to keep track of what merchandise is in the store and what is still “on 
order” is to keep accurate records. Check all paper that comes in with the shipment. These 
records will eventually save time --- and as they say, time is money! 
 
When shipments come in, make sure that they can be unloaded in a clear space.  Keep all 
cartons, crates, or equipment out of the way.  If the space for unloading is too crowded, the 
new shipments may block aisles or exits.  There is always the chance that new shipments can be 
mixed up with previous ones, and then your checking job will be far more difficult. 
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Check all of the following items before you sign any delivery receipt 
 

 
 

What to check 
 

 
Where to check 

 
 
Correct name and address on 
all cartons, packages, or 
crates. 
 

 
On Bill of Lading or 
shipping receipt.. 

 

 
Number of crates, packages, 
boxes, cartons. Check what 
appears on the receipt 
against what you have 
actually received. 
 

 
On Bill of Lading or 
Shipping Receipt. 

 
Visible damages or shortages. 
If shipment is palletized, sign 
for the number of pallets. 

 
On your copy of the Shipping Receipt. 

Make sure that the delivery person 
signs your copy, since this has 
all your notes describing any 

damages or shortages. 
 

 
Delivery of all items. 

 
On purchase order (if available). 
Check items on Shipping Receipt 

against items on Purchase Orders. 
 

 
Transportation charges. 

 
On shipping receipt and 

Purchase Orders. 
 

 
After you have checked all of these things, sign the receipt. Make sure that all notes about 
merchandise and payments have been recorded and signed by the delivery person. Now you 
can start checking the shipment more closely. 
 
Checking Shipments 
 
Keep the shipping receipt and purchase order (if available) handy when you check the 
shipment. 
3  Find the carton containing the packing slip. 
3  Remove the packing slip and start checking the shipment. 
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Here are some suggestions and precautions: (check box as you study each item.) 
 

  Open cases, cartons and crates 
carefully. Get help in handling heavy or 
bulky items. Safety First! Use the 
proper tools. For example, do not use 
screwdrivers for breaking bands or 
prying up boards and nails. 
 
  Remove flammable packing material 
and put it in an approved fire retarding 
container. 
 
  Group the same type of items 
together (makes counting easier). 
 
  Count the items and check these 
numbers against the packing slip and 
purchase orders. 
 
  Note overages, shortages, and 

damaged items inside the carton. You could not have seen these “concealed damages” from 
the outside, and they must be noted on the packing slip and reported immediately to the 
carrier (usually 15 days is the maximum time you are allowed to make a concealed damage 
report). Follow your company’s procedures for reporting and returning damaged merchandise. 
 
  Note “back-ordered” items. Know your company’s procedures and policies on “back-
ordered” items. 
 
  Note any differences between what was listed on the purchase orders and what was in the 
carton. Occasionally part numbers or changes in manufacturer’s name will appear for each 
item. Record and report to your manager any such changes. 
 
  If an item is marked as a “special order,” report it to your manager. 
 
  After you have completely checked the shipment and noted anything that is “out of line,” 
make sure that you have signed and dated all the proper forms. Then route the packing slips, 
shipping receipts and purchase orders (if available) according to your company’s procedures. 
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Moving it Right 
 
Even if the moving or storing of stock inside the store is not part of your regular job, there may 
be times you'll be asked to help. Therefore, knowing how to operate basic material handling 
equipment can be valuable. 
 
Some Good Rules to Follow: 
 
Before proceeding, ask an experienced 
employee to advise you of safe handling 
procedures. 
 
• Monorail. (Your firm may or may not 

handle sheet metal.) Anchor chains 
on items securely. Hoist hook should 
go through as many chain bands as 
possible. Balance loads. Clear a 
transport path. Put monorail hoist 
back in storage area after use. 

 
• Hand Truck. Balance truck and load. Lift by using leverage of bent knees. Move truck 

carefully. Maintain a good grip and balance. Put truck back in storage area after use. 
 
• Dollies and Caster Carts. Place heaviest loads on the bottom, lightest on top. Push or pull 

loads carefully. Stand dollies or caster carts upright against a wall after use. Never leave 
them on the wheels! 

 
• Wagons and Basket Carts. Load the heaviest item on the bottom. Move the load carefully. 

(The aisles are not speedways!) Be especially careful with odd-shaped items in basket carts. 
They may snag or cause injuries. 

 
• Get help if you have trouble. An extra person on the job will help you prevent accidents. 
 
• Be careful when going around corners. 
 
• Be especially careful when driving tractors or forklift trucks.  (See Lesson 8 on OSHA rules for 

forklift driver training.) 
 
• Provide mirrors for blind spots. 
 
• Watch for oily and greasy spots. 
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Store it Right 
 
After merchandise has been received and checked, it should be stored in its proper place as 
soon as possible. However, there may be “rush periods” when you may not have time to give 
immediate attention to storage. If this is the case, make sure that merchandise awaiting storage 
is stacked neatly and out of the way. Active stock --- so-called fast movers --- should be stored 
close to the counter. 
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Knowing where stock is located in the counter area 
and the warehouse is important for rapid customer 
service. Due to the nature of some materials, special 
storage problems arise. For safety, fire prevention and 
the prevention of deterioration of materials, special 
precautions must be observed. 
 
Become familiar with the best places to store each 
type of item. The bulk, weight, and shape of an item, in 
addition to its rate of sales and relation to other items, 
will help you judge the best place to store it and the 
best method for getting it there. 
 
Rotation of stock by the “first-in, first-out” rule is 
important. Newly received merchandise should go to 
the left and rear of the shelf, older items to the right 
and front of the shelf. This will help prevent having 
outdated, shabby, or dirty stock on hand. 
 
Here are a few hints on storage 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

What 
 

Where Why 

Gaskets or rubber parts 
 

Cool, dry places Heat can ruin them 

Flammable materials  
such as paints, mastics 
and cleaners 
 

Cool, dry, airy 
places 

Prevent fire 

Odd shaped items Special racks  
and bins 
 

Prevent accidents 

“Fast movers” those that 
sell very quickly 

Shelves or bins that 
Are easy to reach and 
readily accessible 
 

Saves time 

Related items “go together” 
parts and kits 

Close to counter area 
or under counter 
 

Reminder of items  
to sell 

Heavy items Lower shelves Easier to lift out 
and make bin stable 
 

Light items Top shelves Easy to take down 
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If you have any suggestions as to where stock could be stored more conveniently, take them to 
your manager or supervisor. 
 
To a large extent, good customer service depends on the wholesaler’s stock being balanced and 
adequate to meet the variety of customer needs. As noted in Lesson 7, a wholesaler’s 
investment money is limited. Your employer depends on a rapid rate of sales and stock 
turnover in order to achieve an efficient use of investment money to purchase the quantities 
and varieties of items needed by customers. Stock turnover, which depends on sales and the 
firm’s buying practices, also helps build good customer relations. 
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Self-Check, Lesson 6 Quiz 
 

You should have read all the material in Lesson 6 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.   
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F The counter area can be used to reflect your company’s personality. 
 
2. T F Self-service has no potential to increase sales in the wholesale business. 
 
3. T F Tradespersons do not buy on impulse or make spur-of-the-moment decisions. 
 
4. T F Displays are best located in the way of the customer in order to get his attention. 
 
5. T F A dirty display is worse than no display at all. 
 
6. T F A disorganized display reduces sales potential. 
 
7. T F Signs which include price are effective in promoting sales. 
 
8. T F Good housekeeping makes your place of business inviting. 
 
9. T F Good order shows that you care. 
 
10. T F A neat appearance does not impress customers. 
 
11. T F You should never be in a rush to sign a delivery slip. 
 
12. T F A screwdriver should not be used to break bands and pry open boards when  
   opening crates and cartons. 
 
13. T F The counter is just a place to simply take and fill orders. 
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In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
14.  When reaching for items high up in the parts bin, you should: 
 
a.  ask for a boost from a co-worker.   b.  use a ladder or step stool. 
c.  never step on shelves.    d.  both b and c. 
 
15.  Which of the following is not your responsibility as a counter sales person? 
 
a.  keep price lists and literature up to date.  b.  properly locate hazardous materials. 
c.  keep counter clean.     d.  test fire extinguishers. 
 
16.  Displays that are kept up too long are only a substitute for counter personnel with a: 
 
a.  lack of selling skills.    b.  lack of product knowledge. 
c.  lack of time.     d.  lack of effort. 
 
17.  A point-of-sale aid: 
 
a.  tells customer you have item in stock.  b.  describes the features of product. 
c.  points out benefit or value to customer.  d.  all of the above. 
 
18.  Stock should be rotated by the rule: 
 
a.  first-in, last-out.    b.  first-in, still here 
c.  first-in, first-out.    d.  last-in, first-out. 
 
19.  The maximum time allowed for filing a concealed damage report to the carrier is 
 
a.  5 days.      b.  10 days. 
c.  15 days.      d.  no limit. 
 
20.  To determine if all items have been delivered, you should check the: 
 
a.  shipping receipt. 
b.  purchase order. 
c.  packing slip against purchase order. 
d.  packing slip against shipping receipt. 
 
21.  The first step in checking a new shipment is to: 
 
a.  find the packing slip.   b.  unload and stack in clear area. 
c.  open all cartons.     d.  count boxes. 
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22.  Before placing items just received in inventory, you should: 
 
a.  clean the merchandise.   b.  check for back orders. 
c.  check for special orders.   d.  both b and c above. 
 
 
Fill in the blanks with the word (or words) that most accurately completes the thought. 
 
23.  Grease and oil spots should be _____________________ from floor and counter areas 
immediately. 

24.  Displays should be ___________________________ often. 

25.  Besides just appearance, a well organized stockroom is a/an __________________________  
place to work in. 
 
26.  List three fire precautions you should take: 
 
1.  _______________________________________________ 
 
2.  _______________________________________________ 
 
3.  _______________________________________________ 
 
27.  Displays are intended to initiate five reactions in customers. List them. 
 
1.  _______________________________________________ 
 
2.  _______________________________________________ 
 
3.  _______________________________________________ 
 
4.  _______________________________________________ 
 
5.  _______________________________________________ 
 
28.  Proper handling of stock means merchandise must be _______________, ________________ 
and __________________ properly.  
 
29.  The overriding safety rule when moving materials is ______________________ when moving 
heavy items. 
 
30.  ____________________ stock is merchandise kept in an area near the counter for ready 
access by counter personnel. 
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Check Your Answers!  
 
Now compare your answers with those given in the answer key.  The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 
 

 
Do you have any unresolved questions on this lesson? 

 
Fax your questions to 614-345-9161 or email to 

Hardimail@hardinet.org. 
 

mailto:Hardimail@hardinet.org�
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YOU ARE NOW READY TO TAKE 

YOUR ONLINE UNIT 

EXAMINATION, EXAM #2. 

GOOD LUCK! 
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Preview: The Business Side of Distribution 
 
In Lesson 7, you’ll uncover important facts about using catalogs and proper catalog 
maintenance. Business transactions by their very nature involve numbers crunching, so Lesson 7 
also brings together some common “math problems” you are likely to encounter in many of your 
daily activities. 
 
Both the warehousing and HVACR industries are well-regulated industries --- and you are a part 
of both! Lesson 8 is a summary of the more important rules and regulations surrounding 
business transactions, warehouse safety ,and refrigerant restrictions. This involves EPA, OSHA 
and DOT, as well as state regulators. 
 
Your very last lesson is also a very special lesson. It is an exercise involving the operating 
statement of a hypothetical (but realistic) wholesale firm and how small changes in the costs of 
operation can have a dramatic affect on your company’s bottom line. This is an interactive 
exercise using an audio file, so you will need a computer with audio capabilities to complete 
your last lesson. 
 
As part of this segment of your training course, if you have not already done so, please review 
the glossary of terms included in the course materials. Selected definitions will be included in your 
self-check reviews in this section. 
 
Because this segment of information comes as the last unit of study does not mean the subject 
material is any less important than what you have studied so far. On the contrary, in many 
respects, this unit could be the most important part of your training. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 Counter Sales & Service 
Lesson 7 Page 2 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 Counter Sales & Service 
Lesson 7 Page 3 

Lesson 7 Overview 
 
Hospital personnel must look up information in medical references to help with patient care. 
Engineers refer to their handbooks and other literature to assist them in design work. So too, 
the technical counter salesperson must depend on catalogs, price sheets, manufacturer 
specification sheets, and many more pieces of literature to serve customers. 
 
In Lesson 7, you’ll learn about using catalogs and more about inventory control. 
 
Following the completion of this assignment, you should be able to: 
 

1. Use and understand the various catalogs more effectively. 
 

2. Recognize the purpose and use of distribution codes. 
 

3. Explain inventory turns and the effect of low and high turns. 
 

4. List the responsibilities of counter personnel in assisting with inventory control. 
 

5. Calculate multiple discounts using a Discount Table. 
 

6. Explain the meaning of common selling terms. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

Now read Lesson 7 that begins on the next page. 
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Lesson 7: Information Management 
 
Catalogs 
 
You’re at your best when you can give 
customers quick, efficient, and 
courteous service. Your ability to use 
the catalogs and price sheets with 
maximum speed and minimum error 
will help you give good customer 
service and help you build that all-
important know-how. To make 
maximum use of catalogs you must 
keep up-to-date with catalog changes 
(made regularly) and prices (these 
change, too). You will be surprised at 
how much your sales and technical 
confidence and competence grow as 
you “master the catalogs” and what 
they contain. 
 
You are likely to encounter catalog 
information in traditional print and microfiche 
formats, plus CD-ROM and internet formats as 
well. 
 
Nobody in the HCR industry makes greater 
use of catalogs than you. You are the prime 
source of information for the: 
 
• Counter trade 
• Telephone trade 
• Outside sales force 
 
So your catalogs must be: 
 
• Up-to-date 
• Properly indexed 
• Complete 
• Easy to use 
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Only sample sections of a few typical catalog and price sheets are shown and discussed in this 
lesson. Study other available catalogs and price sheets at every opportunity. Many catalog front 
pages give how-to-use information. 
 
Catalogs and price sheets are really buying, reference and selling aids. They make it easy for you 
to locate information on what the technician requested, and also remind you of related parts to 
suggest to customers. 
 
Catalogs and price lists help you and your customers: 
 
• Identify parts (by using part drawings), part numbers, and names, models, component part 

numbers, make, year of the product's manufacture. 
 
• With hints for replacement and repair. 
 
• By giving information about substitution and interchangeable opportunities. 
 
• Price and cost of the items. 
 
Studying parts, supply, and equipment catalogs is a quick way to learn much about the various 
products used in the HCR industry. The catalogs are a source of information from 
manufacturers and are surpassed in value only by technical manuals. 
 
Learning To Use Catalog Information 
 
HCR wholesaler’s index catalogs in various ways, such as alphabetically by manufacturer’s 
name, by product trade name, by product’s common name, or even a specialized numerical 
system. The method used by a particular wholesaler is influenced by: 
 
• Size of his operation. 
 
• History of his operation. 
 
• The number and variety of lines he carries. 
 
• His sales management policies. 
 
In addition to catalogs, some manufacturers issue other catalog-type materials which are useful 
in finding parts and as guides to stocking, such as: 
 
• Popularity Guides that are clues to ordering quantities for initial stock. 
 
• Comparative Catalogs which show the manufacturer’s part number and comparable part 

made by a different manufacturer. This is sometimes called the functional replacement 
guide or cross reference list, and may be part of the main catalog. 

 
• Component or Unit Parts Guides show parts numbers for different components. These 

replacement parts lists are supplied by a manufacturer. Such lists group parts in a 
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manufacturer’s line in such a way as to make it easy for a counter or sales person to find 
replacement parts quickly once the component has been identified by manufacturer, code 
and component number. 

 
•    Supplemental Pages and Revisions which indicate changes or new parts. 
 
Many products are identified by a specific name other than that the company who makes the 
product. Some of these names are copyrighted --- a registered trademark --- of the 
manufacturer. The use of “trade names” is intended to increase product identity --- hence the 
marketability of the product. 
 
Lists of trade names and associated manufacturers are included in a number of directories 
produced by industry publishers. This can be extremely handy for the counter salesperson. 

 

 
 

Other aids include special purpose catalogs and special catalogs on interchangeable parts. If 
you are to make the best use of the various catalogs and catalog materials, you must be 
familiar, not only with their contents, but also with supplements. 
 
The front section of a manufacturer’s catalog contains how-to-use information. Each year, more 
and more manufacturers issue catalogs and price lists in somewhat similar formats. Still, many 
manufacturers’ catalogs vary substantially --- e.g., one may show blower performance as a 
table, another as a graph. Some may show trade prices, others list prices. In learning to use 
catalogs proficiently, there is no substitute for practice. 
 
In many printed catalogs, listings are presented very close to each other in order to conserve 
space. As a result, one of the most common errors in using printed catalogs is cross-reading or 
incorrect reading. Many counter people minimize the potential for error by using a straightedge 
placed just under the line to be read. 
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Keep a note pad handy. Write down part numbers immediately as you read them. Check the 
stock on an item before giving a “Yes, we have it” to a customer. When no stock is carried in the 
line, check your Comparative Catalog, if one is available for the item. 
 
Manufacturers also present interchangeable lists in different ways. Efficient counter people 
know where all the interchangeable lists are in each product line catalog. When a part is not in 
stock in a particular line, you should attempt to find alternatives for your customer. 
 
Electronic catalogs provide the opportunity to feature interactivity and prompting to avoid 
some of the common problems associated with print-based materials. 
 
Catalog study may be as dry as dust, but catalogs were not developed to be exciting novels. 
However, they are essential sales tools. 
 
Ask for help from each manufacturer’s sales representative. It is to each “rep’s” advantage to 
have you thoroughly trained in the correct use of each manufacturer’s catalog. 
 
Supplements and Revisions 
 
The supplements and revisions to the manufacturer’s catalogs are important to you. They arrive 
from manufacturers continually. To be useful, they must be filed with your catalogs 
immediately. Watch for the words “superseded,” “to replace,” “corrections to,” or “additions 
to.” They are clues as to what must be done with old revisions and supplements. Also notice the 
effective date. 
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Supplements or changes are issued for price lists as well as catalogs. Again, immediate filing is 
essential. Your firm may also subscribe to a catalog pricing service. Such a service provides 
weekly updates on the latest pricing information from many manufacturers. 
 
One method used to keep “effective 
dates” in order is to list on the original 
catalog or old supplement the date when 
the new supplement becomes effective. 
Some firms keep a calendar file of 
supplements by date. If your firm uses this 
system, check the file every day and make 
replacements in price lists or catalogs as 
required. Some manufacturers number 
and date each catalog and each 
supplement. 
 
Some wholesalers arrange for an inventory 
clerk to record “superseded” numbers. If 
this is the case in your establishment, 
check with the inventory clerk before 
telling a customer that you don’t have an 
item (with the old part number) in stock. 
The replacement or “superseded” part may be elsewhere in the stock area. 
 
CD-ROM versions of catalogs are also usually issue-dated on the disk. 
 
Up-to-date catalogs and price lists are a must because they affect profit, sales, your company’s 
investment, and stock control. Always do your part to help keep catalogs current. 
 
Price Lists 
 
The correct use of price lists is an 
important part of your counter 
activities. Price lists are to be 
used whenever you prepare an 
invoice or other records of a sale 
or return. Don’t depend on 
memory. Look up the price each 
time a sale is made. They are 
normally used after the part 
numbers, quantities, and part 
names have been recorded on the 
invoice or record such as a credit 
memorandum. 
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Price lists are confidential.  Care must be used when quoting (especially over the telephone!) or 
billing. The distribution of price sheets should follow the manufacturer’s policy and that of your 
firm. You should not discuss or compare prices with competitors, nor anyone, for that matter, 
outside your firm’s own management. 
 
To avoid error, it has been suggested that manufacturer price sheets for the several levels of 
the distribution chain be printed on colored paper. There is no agreed-to standard, but the 
following has been suggested and used for some time: 
 
• Cost to Wholesaler: Goldenrod 
 
• Cost to OEM: White 
 
• Cost to Dealer: Blue 
 
• Suggested Cost to Consumer: Pink 
 
Inventory 
A great deal of your employer’s money is invested--some might say tied up--in inventory, the 
merchandise you sell. And there can be no profit until merchandise is sold, delivered and paid 
for! No profit means of course, no money to pay expenses, including payroll. 
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It also costs money just to have the merchandise sit on the shelf. On an annual basis, it costs 
your company between 15 and 25 percent of the value of the inventory to keep it on the shelf. 
This is called the cost of possession. 
 
Such factors as obsolescence, taxes, insurance, warehouse costs, the cost to borrow money and 
many more contribute to the cost of possession. (See The Costs of Carrying Inventory.) 
 
One way to reduce the cost of possession is to increase the turnover of inventory --- how fast 
the merchandise moves off the shelves and is replaced with more salable items. 
 
Increased turnover does reduce the cost of possession, but frequent ordering in small 
quantities, and costly pickups, increases the cost of acquiring inventory. You may not be any 
better off in terms of profitability. 
 
Rapid turnover could also cause some adverse effects on sales. You may lose customers and 
sales because of shorts and outs. 
 
What is the most profitable rate of turnover for your company? The rate at which you obtain 
the lowest combined cost of acquisition and possession. 
 
The bar graph nearby shows a theoretical distribution of the cost of possession, the cost of 
acquisition and profit at various rates of inventory turnover. The figure illustrates that profits 
are highest between 4 and 6 turns. The optimum turns for your company may, of course, vary 
from this simplified example. 
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The Cost of Carrying Inventory 
 
Most economists have placed the costs of carrying inventory at a value between 15 and 25 percent of 
the total inventory value.  One estimate of how costs breakdown is as follows. 
 

Obsolescence     25% 
Interest on capital       8.5-14.5% 
Deterioration/prevention       3% 
Handling       5% 
Transportation                           1% 
Taxes     1.5% 
Insurance    0.5% 
 Storage     2.0% 

 
Each firm’s carrying costs vary 

 
 

 
 
Service Level 
 
Part of good customer relations is being able to supply what customers want. Part of supplying 
customer needs, within the firm’s ability to invest money for stock, is to see that the stock is 
adequate and balanced. This is often referred to as “Service level.”  In basic terms, it is the 
number of line items completely filled divided by the total number of line items in all the orders 
received --- for a week or a month or a year. 
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The computer has dramatically changed inventory management, but the computer’s role is to 
inform not dictate buying decisions. Many times the computer is overridden by human 
intervention. 
 
The prime responsibility for inventory buying decisions rests with the owner and inventory 
control managers. As a counterperson, you can help them do this very important job --- first by 
your selling effort, but also by the things that are done in back of the counter to help keep the 
stock adequate, balanced and salable. Here’s what you can do. 
 
• Balanced stock. See that a variety and large enough quantity of items are on hand so that 

you won't have to make a costly special pickup or send a customer away --- possibly to a 
competitor. You can advise the buyer or inventory control clerk when an order depletes 
stock. Submitting Lost Sales Reports to your manager also helps, as noted in Lesson 4. 

 
• Inventory control. Use the previous (six months?) sales figures to set up minimum and 

maximum quantities you expect to sell during a particular quarter or seasonal period. 
Management may ask you to update monthly. 

 
• Check the stock regularly. Inventory control records will show when items should be 

reordered and how many are needed. Even with a computer-based system, part number 
cards on bins may be helpful. Write the minimum quantity you need on these shelf or bin 
cards. The number of items on the shelf can be checked against this minimum. Shelves can 
then be flagged when items are below this minimum and need reordering. 

 
• Occasionally, a firm will adopt a supplier assisted inventory management program where 

vendors will actually stock your bins. 
 
• Avoid keeping obsolete items. Make sure that valuable shelf space is not being used for 

parts that are not in demand by customers. Report obsolete materials to your manager. 
 
• Avoid stocking too many of one item. Over-stocking ties up dollars that could be spent to 

increase the variety of available items, or for items that move quickly. Report over-stocked 
items to your manager. 

 
• Return damaged merchandise promptly. Damaged merchandise in the warehouse means 

money tied up in parts and supplies that cannot be sold. The faster you report and remove 
damaged items, the faster replacements or different varieties can be purchased by the firm. 
Make sure you keep accurate records on the return of damaged items so that the inventory 
can be kept up-to-date. 

 
• Adjust for seasonal influences. For example, during a particular season you will need more 

stock of certain items. Arrangements should be made on inventory records to take the 
coming season into account and recommend adjusting orders in anticipation of increased or 
decreased customer demand. 

 
• Know how to receive, ship, store and handle merchandise properly. These operations, 

properly done, can save money and time and help in giving customers good service. 



 Counter Sales & Service 
Lesson 7 Page 15 

Distribution Bar Code Number 
 
To lower cost and increase customer service, various industries have adopted bar code 
technology. The grocery industry was first and the most visible to the consumer. Bar codes can 
be produced by one computer, then read by a scanner and fed into another computer without 
the errors associated with manual data entry. 
 
Bar codes on products allow suppliers to track 
their inventory and verify shipments. The same 
code allows wholesale companies to verify 
receipts, track inventory and verify shipments. 
Error rates for manual processing vary between 
1% and 5% of the number of invoices processed. 
The time and effort to correct these errors may 
amount to as much as 30% of a firm’s operating 
overhead. 
 
A bar code is an array of wide and narrow bars 
and spaces representing numbers (and, in some 
instances, alpha characters A, B, C, etc.) that can 
be “read” by an electronic scanner. While there 
are different ways of representing a pattern --- 
which is called symbology --- scanning devices 
today can usually read several different 
symbologies. Various industries agree on rules 
such as the first six numbers represent the 
manufacturer and the next five represent one of 
his specific product as well as the appropriate 
symbologies to use on products and boxes. For 
example: you may encounter the Universal 
Product Code (UPC), Interleaved 2 of 5 and Code 
39 symbologies --- with rules established under 
the Uniform Code Council Industrial Commercial 
Guidelines. 
 
The bar code can include information that identifies the manufacturer, the product, a serial 
number and other information such as lot number, P.O. number, etc. Use of bar codes makes 
many tasks easier and more accurate --- processing inventory to name one. Not all products 
you will encounter are bar coded. 
 
Pricing Math  
 
A wholesale company is in business to make a profit in order to stay in business. Basic to this 
business is pricing math --- trade discounts (both single and multiple), markup/mark-down and 
margin. Sales terms must often be explained to customers. (Shipping terms were explained in 
Lesson 4.) 
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They say “Price is part of every sale.” That being so, a counter salesperson must understand 
some very basic arithmetic about selling price, cost price and the often used terms “markup” 
and “margin.” 
 
Markup is the dollar amount added to your cost for an item to arrive at a selling price. Let’s say 
an electric motor costs your company $75. You mark it up $25 to sell at $100. Obviously the 
markup is $25. The question is: What is the percent markup? 
 
Percent markup = 
 
= $ sell price — $ cost price x 100 

$ cost price  
 

= $100 - $75 = $25 x 100 = 33-1/3% 
        $75           $75 
 
Thus, the $25 markup divided by the 
$75 cost results in a markup percentage 
of 33-1/3 percent. And please note that 
markup percent is always figured on the 
cost of the item. 
 
Margin or gross profit is the difference 
between the selling price and the cost 
of the item. If an item that cost you 
$150 sells for $200, your margin dollars 
are $200 minus $150: $50 gross profit. 
 
Now what is the percent margin? It is 
the margin dollars ($50) divided by the 
selling price ($200). 
 
Percent gross margin (gross profit) = 
= $ sell price - $ cost price x 100  
            $ sell price 
 
or in this case: 
 
= $200-$150 = $50   x 100 = 25% 
     $200            $200 
 
Please note that percent margin is always figured on or divided by the selling price. 
 
Let’s now go back to our electric motor sale. Recall it sold for $100 and cost $75. What is the 
percent margin in this case? 
 
= $100 - $75 = $25    x 100 = 25% 
        $100         $100



 Counter Sales & Service 
Lesson 7 Page 17 

Note that an item with a markup of 33-1/3% resulted in a margin of only 25%. 
 
Here's the point: to obtain a specific gross profit percent goal, your markup percentage must 
always be higher. How high? The chart below tells you how much you must mark up costs for a 
range of gross profit (margin) percents. For example: to obtain a gross margin of 30% on the 
electric motor, we would have to markup the $75 cost by 42.86% or multiply the cost by 1.4286 
for a new selling price of $107.15. 
 
 

Margin % Markup % Multiplier 
10 11.11 1.1111 
15 17.65 1.1765 
20 25.00 1.25 
25 33.33 1.3333 
30 42.86 1.4286 
35 53.84 1.5384 
40 66.67 1.6667 
45 81.82 1.8182 
50 100.00 2.0 
55 122.25 2.2225 
60 150.00 2.5 
65 185.82 2.8582 
70 233.33 3.3333 
75 300.00 4.0 
80 400.00 5.0 
85 567.00 6.67 
90 900.00 10.0 

 
How to use chart: Your cost is $5. Desired margin is 20%. 
Multiply $5 by 1.25 to find selling price of $6.25, or take 
25% of $5 (1.25) and add to $5 to find selling price. 

 
Calculating Discounts 
 
Everyone in the HVACR business will be confronted with multiple discounts nearly everyday. 
Nearly everything sold or purchased has a discount off the list price, such as 50 and 5%, 30 and 
10%, 10 and 5% or 5 and 5% and so on, depending on the vendor’s pricing strategy and quantity 
of the order. 
 
Besides actually computing multiple discounts, there is a somewhat common belief that the 
order of the discounts is important. That is: a 50 and 5 discount is better than a 5 and 50 since 
the “big” discount (50%) is taken off the larger dollar amount. We can demonstrate that is not 
the case. 
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Let’s start with a simple discount of 15% off the published price of our electric motor with a list 
of $100. We first change 15% to a decimal 0.15 and multiply --- 
 
0.15 x $100 = $15, discount amount 
 
Then subtract: $100 - $15 = $85 for the actual selling price. 
 
Another way would be to change the 15% discount to an equivalent factor of 85% or 0.85, by 
merely deducting 15% from 100%. 
 
Now 0.85 x $100 = $85 the selling price and we have eliminated the step involving subtraction. 
 
It follows that a discount of 20% is a factor of 0.80; a discount of 30% is a factor of 0.70, etc. The 
percentage discount is converted to a factor by simply subtracting the discount from 100%. 
 
In the case of multiple discounts or a chain of discounts, one overall multiplier can be 
determined to substitute for all the discounts. For example: 
 
A 50% and 5% multiple discount converts to .5 x .95 or a multiplier of .475. 
 
A 30% and 10% chain converts to .7 x .9 or a single multiplier of .63 
 
This can be continued for any number of combinations, which is the way the nearby Discount 
and Factor chart was created. 
 
Consider this: a control lists for $98.20 with posted trade discounts of 30% and 10%. Here is the 
final cost, the long way: 
 
$98.20 x 0.3 = $29.46 
 
$98.20-$29.46 = $68.74 
 
$68.74 x 0.10 = $6.874 
 
$68.74 - $6.874 = $61.866 selling price. 
 
Let’s now use our single multiple determined previously for a 30 and 10% discount: 
 
$98.20 x .63 = $61.866 selling price. 
 
You also could use the chart to find that 30 and 10 has a multiplier of 0.63. Note, too, that the 
multiplier for discounts of 20 and 5 is 0.76 and for discounts of 5 and 20, it is the same 0.76. 
Thus, the order of the discount is not important. 
 
The discount chart also provides for a three-chain series. For example: 10, 20 and 10%. First, 
move to the column headed 10%; then move down to the row beginning 20-10. Note the 
equivalent multiple is 0.6480. 
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Discount and Factor Chart 
 

First Discount 
 

Additional 
Discounts 

2 5 10 15 20 25 30 40 50 

0 
5 

.9800 .9500 
.9025 

.9000 

.8550 
.8500 
.8075 

,8000 
.7600 

.7500 

.7125 
.7000 
.6650 

.6000 

.5700 
.5000 
.4750 

5-5 
10 

 .8574 
.8550 

.8123 

.8100 
.7671 
.7650 

.7220 

.7200 
.6769 
.6750 

.6318 

.6300 
.5415 
.5400 

.4513 

.4500 
10-10 
10-5 

 .7695 
.8123 

.7290 

.7695 
.6885 
.7268 

.6480 

.6840 
.6075 
.6413 

.5670 

.5985 
.4860 
.5130 

.4050 

.4275 
10-10-10 

15 
 .6925 

.8075 
.6561 
.7650 

.6197 

.7225 
.5832 
.6800 

.5468 

.6375 
.5103 
.5950 

.4374 

.5100 
.3645 
.4250 

15-10 
15-5 

 .7268 
.7671 

.6885 

.7268 
.6503 
.6864 

.6120 

.6460 
.5738 
.6056 

.5355 

.5653 
.4590 
.4845 

.3835 

.4038 
20 

20-10 
 .7600 

.6840 
.7200 
.6480 

.6800 

.6120 
.6400 
.5760 

.6000 

.5400 
.5600 
.5040 

.4800 

.4320 
.4000 
.3600 

20-5 
25 

 .7220 
.7125 

.6840 

.6750 
.6460 
.6375 

.6080 

.6000 
.5700 
.5625 

.5320 

.5250 
.4560 
.4500 

.3800 

.3750 
25-10 
25-5 

 .6413 
.6769 

.6075 

.6413 
.5738 
.6056 

.5400 

.5700 
.5063 
.5344 

.4725 

.4988 
.4050 
.4275 

.3375 

.3563 
 

 
Cutting Prices 
 
To complete this brief exercise in basic counter math, let’s consider the impact of cutting prices. 
 
To keep this simple, suppose your company just sold electric motors, buying them for $75 and 
selling them for $100 --- making a gross profit (margin) of $25. This means for every $100 in 
sales, the company retains $25 to pay bills, meet payroll, cover expenses, etc. 
 
Suppose you cut the price of the motor by 5% or $5. Now the motor still costs you $75 so your 
gross profit is now $95 - $75 or $20. 
 
Say you sell 20 motors a day. Before the discount, that brought in $25 x 20 motors or $500. To 
keep that same $500 “income” after the price cut, you would have to sell $500 divided by $20 
or 25 motors a day. This amounts to a sales quota increase of 25%. 
 
The need to increase sales activity becomes even greater when larger price cuts are offered. If a 
10% price cut was rendered, motor sales would have to increase by 67% just to stay even! 
 
An error in price extensions on an invoice obviously has the same effect as cutting the price. 
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Selling Terms 
 
In addition to trade discounts, some firms may provide a discount for paying cash or for paying 
promptly. How promptly depends on the selling terms usually stated on the invoice. Also, 
widespread use of a discount as an incentive to pay promptly varies with the state of the 
economy. Electronic funds transfer may prompt a firm to offer a discount today. 
 
While there are a variety of sales terms proffered for many reasons, we’ll limit our discussion 
here to just a few. 
 
If there are no specifically stated terms on an invoice but, simply the term “net” or net 30, this 
usually means the full amount of the invoice is understood to be payable in 30 days from the 
date of the invoice. Net 30 may also be written “N/30.” 
 
If the invoice states “2/10” this means that a 2% discount will be allowed if the bill is paid in 10 
days of the date of the invoice. Otherwise, the full amount is due in 30 days. These are very 
common sales terms. 
 
Another term you may encounter is “EOM” meaning End of Month. So, if EOM is added to the 
previous terms 2/10 EOM; this means the terms “kick in” starting at the end of the invoicing 
month, not the date on the invoice. For example: if the invoice date was September 15, the 
customer would begin counting from the first day of October to October 10 to still earn a 2% 
discount. 
 
Extra dating is sometimes offered by vendors to buy early or off season, or some other reason. 
Extra dating is usually given for periods of 30, 60 or 90 days and sometimes for 120 days. As an 
example: for 60 days, these terms would be expressed on an invoice as follows: 2/10, 60X. If the 
date on the invoice was August 21, this would mean that normally you could take a discount 
only if paid by August 31, but now you have 60 extra days and you can pay by October 30 and 
still take a 2% discount. 
 
It is common practice to begin counting days beginning with the day after the date appearing 
on the invoice. There are exceptions, however, and it is important to clearly understand the 
exact meaning of all the sales terms your company employs as well as your vendors. 
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Self-Check, Lesson 7 Quiz 
 
 

You should have read all the material In Lesson 7 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key. 
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F To service your customers effectively, catalogs must be kept up to date. 
 
2. T F There is only one best way to index catalogs. 
 
3. T F Catalogs are specially prepared to be Interesting reading. 
 
4. T F The first step in using a catalog is to read the introduction on “how to use this  
   catalog.” 
 
5. T F The manufacturer’s sales representative should help you learn how to use his  
   company’s catalog. 
 
6. T F Bar codes reduce the errors associated with entering data, such as numbers and  
   alpha characters, by hand. 
 
7. T F By law, price lists must be public information. 
 
8. T F Obsolete items should be kept in case there's a request by a customer for the  
   item. 
 
9. T F Overstocking of popular items is of no consequence since they will eventually be  
   sold. 
 
10. T F There is no need to adjust inventory for seasonal influences in the HCR industry. 
 
11. T F The largest single cost of carrying inventory is the interest on capital. 
 
12. T F Rapid turnover of inventory cannot have an adverse affect on sales. 
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In the following multiple choice questions, choose the phrase that most correctly completes 
the statement and circle the corresponding letter in front of the phrase. 
 
13.  You sell a control for $50 that cost you $40; your percent margin is: 
 
a.  10%.    b.  20%. 
c.   25%.    d.  35%. 

 
14.  You buy a control for $30, and mark it up 30%; its selling price should be: 
 
a. $39.     b. $49. 
c. $59.     d. $69. 
 
15.  The percent margin for the sale price and cost in question 14 is: 
 
a. 43%.     b. 33%. 
c. 23%.     d. 13%. 
 
16.  The equivalent factor for a 25% discount is: 
 
a. 1.25.     b. 1.05. 
c. 0.75.     d. 0.25. 
 
17.  A furnace lists for $900, but a dealer is offered a 40% discount and another 5% when he 
purchases two; the unit trade price to the dealer is ___________ for the two furnaces each. 
 
a. $405.     b. $495. 
c. $513.     d.  $626. 
 
18.  The cost of carrying inventory includes: 
 
a. taxes and insurance.  b. warehouse costs. 
c. cost to borrow money.   d. all of the above. 
 
 
Fill in the blanks with the word (or words) which most accurately complete the thought. 
 
19.  Catalogs are really ___________, __________ and ___________ aids. 
 
20.  List four ways catalogs can help you help your customer: 
 
1.           
 
2.           
 
3.           
 
4.           
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21.  A/an _____________________________ name is the name of a specific product that is 
different from the manufacturer’s name. 
 
22.  A/an ____________________________________ provides weekly updates to wholesale 
firms on the latest pricing information from many manufacturers. 
 
23.  In the suggested industry color code price lists, _____________ sheets are to be cost to 
dealer. 
 
24.  On an annual basis it costs between _________ and _________ percent of inventory value 
to have it in stock. 
 
25.  Increasing inventory turns ______________ the cost of owning the inventory, but can 
_____________ the cost of acquiring it. 
 
26.  A high __________ _____________ refers to an inventory that is both adequate and 
balanced. 
 
27.  N/30 on an invoice means ____________________________________________. 
 
28.  EOM stands for ______________  _______  _____________. 
 
29.  2/10 on an invoice means _____________________________________________. 
 
30.  ________________________ or ___________________ guides show parts numbers for 
different components 

 
 
 
 
 
 
 

Check Your Answers! 
 
 
Now compare your answers with those given in the answer key.  The answer key also directs 
you to a page, in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 
 

 
Do you have any unresolved questions on this lesson? 

 
Fax your questions to 614-345-9161 or email to 

Hardimail@hardinet.org. 

mailto:Hardimail@hardinet.org�
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Lesson 8 Overview 
 
 
We are a nation of laws. There are regulations affecting every industry, and in fact, every 
business. Example: every company keeps books according to the tax codes, not to achieve 
efficient business operations. 
 
Because the HVACR industry involves energy, refrigeration and potentially hazardous 
equipment that could affect public safety, we are probably confronted with above average 
regulation. 
 
After studying Lesson 8, “You & the Law,” you should be able to: 
 

1. Explain the difference between two basic types of warranty — implied and expressed. 
 

2. List what must be included in full and limited warranties. 
 

3. Describe when product liability compensation applies. 
 

4. Know why Material Safety Data Sheets must be distributed. 
 

5. Identify agencies responsible for hazardous products regulations. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Now read Lesson 8 that begins on the next page. 
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Lesson 8: You & the Law 
 
Notable Note: Rules and regulations prepared by federal and state governments are 
constantly changing or being re-interpreted by government agencies. You should always 
consult with company management regarding the latest policies and procedures in place to 
meet current regulations. 
 
For most of the industrial age, the expression “Let the Buyer Beware” was considered the 
unwritten law of the marketplace. This has now been replaced with “Let the Seller Beware.” 
 
As an employee of a wholesale firm, do not make the mistake that the above expression applies 
only to the manufacturer of a product. Since the wholesaler is “in the stream of commerce” a 
wholesale firm can be held responsible for breach of warranty and product safety. 
 
It is neither possible nor necessary to make lawyers out of a counter salesperson. However, you 
should be reasonably acquainted with the basic do’s and don’ts of daily sales to minimize the 
threat of legal action against your company. 
 
Warranties 
 
There are two basic types of warranties — express and implied. 
 
Express warranty is a written or oral promise concerning a products quality, use, or life. 
 
Implied warranty relates to a legal recognition of an unwritten unspoken warranty in two areas 
— warranty of merchantability and warranty of fitness of purpose. 
 

• Merchantability means that a product meets industry standards and codes. 

• Fitness means that a product will meet the announced purpose of the user. 

The “Consumer Products Warranty Act” enacted in the United States (laws in Canada and 
Mexico vary) does not require that a written warranty be given on any product. But, if a written 
warranty is given, it will have to comply with the following: 

First of all, any written warranty must be labeled as “full” or “limited” if the consumer product 
covered costs more than $10. 

A “full” warranty must meet three standards: 

1.  The warrantor must remedy the product within a reasonable time and without charge. 
Remedy means to repair, replace or refund. Refund is only permitted when the consumer is 
willing to accept a refund, or when the warrantor is unable to furnish a replacement or to repair 
the product. 
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2.  The warrantor may not impose any limitation on the duration of any implied warranty (of 
merchantability or fitness for purpose). 

3.  The warranty may require only notice by the consumer that the product is defective. Only 
under very limited special conditions, spelled out in the Act, can any additional duties, however 
reasonable, be imposed on the consumer. Anything less is a limited warranty. 

Written Warranty Requirements 

Any written warranty, limited or full, will have to contain certain “disclosures” that the U. S. 
Federal Trade Commission specifies. The law itself suggests thirteen such disclosures, that FTC 
“could” require. 

They are: 
 
1. Names and addresses of warrantors clearly identified. 
 
2. The identity of the party to whom the warranty is extended (consumer). 
 
3. Identification of the product or parts covered. 
 
4. Duties of the warrantor --- what will be done in the event of a defect, including a 

statement as to who will pay, and for what period of time. 
 
5. Duties of the consumer — what he must do and what expenses he must bear. 
 
6. Any exceptions to or exclusions from the terms of the warranty. 
 
7. Procedure the consumer must follow to obtain “remedy” including identification of 

persons authorized to perform the warranty obligations. 
 
8. Information about the availability of informal dispute settlement procedure, and, if the 

consumer is obliged to accept such a procedure, a statement to that effect. 
 
9. A brief, general description of what legal remedies are available to the consumer. 
 
10. The time at which the warrantor will perform any obligations under the warranty. 
 
11. Period of time after notice (by the consumer) of defect in which the warrantor will 

perform his obligations. 
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12.     Nature of items not covered by the warranty. 
 
13.     All elements of the warranty should be in words or phrases which would not mislead a 

reasonable, average consumer as to the nature or scope of the warranty.  This list may 
not be complete, as others may be added by the FTC at any time.  Written warranties 
are, of course, prepared by the manufacturer of the product often in consultation with 
the wholesaler and legal counsel. The counter salesperson has no control over written 
warranties, but statements made by counter sales personnel could be judged an oral 
promise and hence an express warranty. Thus, counter sales personnel should be familiar 
with the published warranties of suppliers and the policies of your firm. 

 
Product Liability 
 
Product liability is the legal obligation of a manufacturer, seller or installer of a product to 
compensate persons who are injured, or whose property is damaged by a defective product. 
 
At one time, three conditions had to be met before a person could recover damages. They 
were: 
 
 1.  A direct contractual relationship had to exist between a firm and the injured person. 
 
 2.  A firm had to be proven negligent in providing a defective product. 
 
 3.  The product was indeed defective and caused the injury or property damage. 
 
This has all changed. Today, it must only be established that the use of the product resulted in 
injury, death or property damage. 
 
Why the change in doctrine and the rise in claims?  There are four essential reasons: 
 

1.  More firms, selling more products to more people — hence, more claims 
 
2.  With product proliferation and rising product complexity, a consumer cannot be 
expected to be an expert — hence the risk of loss should be borne by the seller 
 
3.  A claims conscious public 
 
4.  Well organized legal assistance 

 
The U. S. Consumer Product Safety Act, in addition to emphasis on the design and marketing of 
unsafe products, also stresses that essentially hazardous products must be properly labeled 
with full and complete instructions provided. The U. S. Consumer Products Safety Commission 
has stated, “They (manufacturers, wholesalers and dealers) must be in a position to advise the 
buyer competently on how to use and how to maintain and repair the product (sold).” 
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What You Can Do 
 
Employees must develop a loss preventative attitude, since insurance does not eliminate all 
financial loss to a firm. 
 
A small error can result in a big claim. Employees are cautioned not to make casual statements 
about products, to keep accurate records, review promotional literature, research new 
products before adding the line, and to recognize that different products have different hazard 
potential — especially in the hands of the unskilled. In essence, do what is right, be serious, and 
attentive to your job. 
 
As an employee of a wholesale-distributor firm, you should consider the following approaches 
to product liability: 
 
• Be aware of the serious consequences a product liability claim could have on your company 

and on your job. 
 
• Do your part to see that sales, inventory, and all other appropriate product records are 

properly prepared and filed. 
 
• Be certain of all facts regarding your products and their use before relating those facts to 

customers. 
 
• Be careful not to exaggerate claims regarding the features, use, and life of your products. 
 
• Be aware that often there are industry standards and local codes relating to the use of 

products your company sells. 
 
• Know the technical competence of your customers. 
 
• Let management know immediately if you learn of a potential claim or complaint. 
 
On the other hand, there can be some negative behavior. The following are generally 
considered unproductive actions or attitudes: 
 
• Leaving the responsibility of product liability prevention to management. This is not 

possible. Each employee is responsible for his or her own actions during the business day. 
 
• Refuse to make any statements regarding features, benefits, or warranties. This is over-

reacting. Know your products and know the details of your warranties and sell on that basis. 
 
• Offer casual advice about product applications. Such advice can be construed as an implied 

warranty of fitness. Customers do ask for help. Be certain of your facts. 
 
If you are unfamiliar with company policies, insurance requirements and local laws involving 
warranty and liability suits, consult with your supervisor. Information is your best protection 
against unnecessary legal action. This is cause for concern, but not panic. 
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MSDS Forms 
 
The purpose of the federally mandated Hazard 
Communications Rule implemented by the Occupational 
Safety and Health Administration (OSHA) is to reduce 
chemically related illness and injuries by providing 
employees and customers with understandable and 
useful information on the health and physical hazards 
associated with substances used in the workplace. This is 
accomplished in part by the availability and distribution 
of the Material Safety Data Sheet (MSDS). 
 
The basic responsibility for labeling and safety 
information lies with the manufacturer of the hazardous 
products. At the wholesale level, employees must 
ensure that labels on incoming shipments are not 
removed or defaced. Copies of MSDS forms must be 
maintained on file, and up-to-date MSDS forms provided 
customers when purchasing any hazardous labeled 
products. 
 
(See Notable Note: What are Hazardous Chemicals?) 
 
Another agency, the Department of Transportation (DOT, requires wholesalers and other 
shippers transporting hazardous materials in company trucks or carrier services to identify 
hazardous materials on shipping papers by their technical names. The shipper must also list a 
24-hour emergency response telephone number on the shipping papers. Employees shipping 
items may be expected to know how to fill out a bill of lading and how to determine that 
appropriate emergency response information is on the truck. When quantities exceed 1,000 
pounds, vehicles must display appropriate placards. 
 
You should follow the policy and procedures established in your own firm. 
 
Ozone Protection 
 
In 1990, the Clean Air Act made it a federal requirement to capture and recycle CFC and HCFC 
refrigerants. Mounting evidence suggested the ozone layer was being affected by these 
refrigerants as they escaped into the upper atmosphere. The ozone layer protects the earth 
from harmful ultraviolet rays. The chlorine in these classes of refrigerants reacts vigorously with 
ozone, reducing the size of the protective screen. 
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Among the steps taken to protect the ozone layer, the 
Environmental Protection Agency (EPA) requires warning 
labels on containers containing Class 1 CFC  
(R-11, R-12, etc.) and Class II HCFC (R-22 and others) 
refrigerants. In addition, HVACR equipment containing 
CFCs must feature warning labels. 
 
The label states: “contains (or manufactured with) an 
ozone depleting substance.” Wholesalers must not 
remove these labels, but see that the information is 
passed on to the buyer. 
 
EPA also requires purchasers of CFC and HCFC based 
refrigerants to be certified technicians. No one can work on 
a refrigeration circuit unless he or she is certified. 
Technicians must pass a written test given by an EPA 
approved testing agency. Technicians who pass are 
provided a wallet size ID card. Under the law, a Section 608 test covers stationary air-
conditioning technicians and a Section 609 test covers auto air-conditioning servicers. Only 
technicians certified under Section 609 can buy small cans of CFC-12. The restriction on sales 
includes any substitute refrigerant blends that contain CFC or HCFC ingredients. 
 
Notable Note: What are Hazardous Chemicals? A toxic or hazardous substance is any 
substance that has the capacity to produce personal injury or illness to an individual through 
ingestion, inhalation, or absorption through any body surface. This would include such things 
as refrigerants, water treatment chemicals, adhesives, sealants glues, solders, oils, acetylene 
solvents, batteries, even cleaning supplies. 
 
Many counter people have copies of EPA ID cards on file to assure sales to certified persons as 
required. 
 
OSHA Forklift Rules 
 
OSHA also requires forklift operator training before an individual can operate industrial trucks. 
Under revised regulations, drivers must be company certified to operate each type of forklift 
truck to be used in the facility. The training must include both formal instruction (lecture, 
videotape, CD-ROM) and actual supervised hands-on vehicle operation. The training must cover 
such things as steering and maneuvering, fork attachments, vehicle capacity and stability, 
stacking and unstacking, ramps, aisles, and other actual warehouse obstructions. 
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State Rules 
 
This lesson has focused on federally mandated programs that could involve employees of 
wholesale companies while at work. State regulations on these topics can and do vary, and 
additional rules may apply. 
 
A Beginning 
 
This is the next to the last assignment in your training program. The material presented in this 
course has been designed to equip you with information to help you analyze customer needs, 
to communicate more effectively with your customers, to create an interest in improving and 
maintaining your counter sales area, to recognize the importance of good record keeping, and 
to appreciate the need for thoughtful management of your firm's inventory of products for 
sale. 
 
Your firm has its own unique approach to doing business. For this reason, some subjects 
mentioned in this course could not be fully detailed. You will have to learn much on your own 
through everyday work experiences by simply working alongside more experienced coworkers 
and through in-house (company) training programs. Learning to do your job well in a fast 
changing business such as the Heating-Cooling-Refrigeration industry is a life-long undertaking. 
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Self-Check, Lesson 8 Quiz 
 
You should have read all the material in Lesson 8 before attempting this review. Answer all the 
questions to the best of your ability before looking up the answers provided in the answer key.  
 
 
Please indicate whether the following statements are true or false by drawing a circle around 
T (to indicate TRUE) or F (to indicate FALSE). 
 
   True     False 
 
1. T F Government rules and regulations tend to be consistent once promulgated by  
   the appropriate agency. 
 
2. T F Only an implied warranty can be an oral warranty. 
 
3. T F Federal law requires that a written warranty be provided for any item costing  
   over $10. 
 
4. T F A written warranty must be a full warranty. 
 
5. T F A refund is permitted under a full warranty if the consumer agrees. 
 
6. T F What is not covered does not have to be disclosed in a written limited warranty. 
 
7. T F Product liability only covers criminal neglect. 
 
8. T F Product liability does apply if the injured user didn't buy the product from the  
    manufacturer. 
 
9. T F Under the Consumer Product Safety Act, full and complete instructions must be  
   provided the user. 
 
10. T F Casual advice cannot be construed as an implied warranty. 
 
 
In the following multiple-choice questions, choose the phrase which most correctly complete 
the statement and circle the corresponding letter in front of the phrase. 
 
11.  The Hazard Communications Rule is administered by: 
 
a. OSHA.  b. EPA.  
c. DOT.   d. CFC. 
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12.  The Material Safety Data Sheet is required by: 
 
a. Department of Transportation. 
b. Occupational Safety & Health Administration. 
c. Department of Commerce. 
d. National Safety Council. 
 
13.  The sale of refrigerants is restricted by rules published by: 
 
a. DOT.   b. OSHA. 
c. DOE.   d. EPA. 
 
14.  Sale of refrigerants to residential & commercial A/C technicians falls under: 
 
a. Section 609 of the Clean Air Act.  b. Section 608 of the Clean Air Act. 
c. Section 609 of the Ozone Act.  d. Section 608 of the Ozone Act. 
 
15.  A truck carrying hazardous materials must be placarded when the amount of hazardous 
materials exceeds: 
 
a. 500 pounds.   b. 1,000 pounds. 
 c. 1,500 pounds.    d. 2,000 pounds. 
 
 
Fill in the blanks with the word (or words) that most accurately complete the thought. 
 
16. List the three standards that must be met under “full” warranty.  
 
1. _______________________________________________________________________ 
 
2. ____________________________________________________ 
 
3. ____________________________________________________ 
 
17.  A limited or full warranty must contain at lease thirteen specific _____________ to the 
consumer. 
 
18.  An MSDS sheet is intended to inform users to reduce _____________ related illness. 
 
19.  To be a certified forklift driver, your training must include both formal instruction and 
_________________________________________vehicle operation. 
 
20.  The rules in your ______________ could differ from federal requirements under OSHA, EPA 
and DOT. 
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Check Your Answers!  
 
Now compare your answers with those given in the answer key.  The answer key also directs 
you to a page in the lesson to review the text for any questions you may have missed. 
 
When you are satisfied you understand the questions missed, proceed to your next assignment, 
which starts on the next page. 
 

Do you have any unresolved questions on this lesson? 
 

Fax your questions to 614-345-9161 or email to 
Hardimail@hardinet.org. 

 
 

mailto:Hardimail@hardinet.org�
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Lesson 9 Overview 
 
 
Most of us who are not in the business for ourselves have limited knowledge of accounting, or 
in basic terms, how to keep financial track of a business. Most of us know little of the inter-
relationships among what business consultants call the four profit variables—sales volume, 
sales price, cost of goods sold and expenses—on a company’s bottom line. Of course, profit is 
what keeps a company in existence.  
 
The purpose of this, your final lesson, is to provide you with valuable information to help make 
your job a bit easier and hopefully a bit more interesting. Along the way this should make you 
personally more valuable to your company.  
 
In addition to the worksheets that follow, you will need a pencil, and the audio file that came 
with this course. (If you do not have access to the audio file, you can find a complete transcript 
of the audio file in Appendix D in the back of this book.)  
 
At a very measured pace you will listen to the lecturer, Mr. Evans, as he walks you through a 
series of easy to follow exercises. There is also a printed recap at the end of the lesson.  
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What Really Helps (or Hurts) Your Company’s 
Bottom Line:  

Participant Workbook  
 

Before you start 
 
In addition to the text in the Lesson, you will need a pen or pencil, and the audio file entitled: 
Lesson 9, What Really Helps (or Hurts) Your Company’s Bottom Line. (If you do not have access 
to the audio file, you can find a complete transcript of the audio file in Appendix D in the back 
of this book.) 
 
This is not a test.  You are also not being timed.  The whole purpose of this exercise is to 
provide you with valuable information about the wholesale business to help make your job 
easier and more interesting --- and to make you personally more valuable to your company. 
 
 
NOW --- 
 
 
Play the audio file and turn this page …. 
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1 
 

THE OPERATING STATEMENT 
OF ECON-SUPPLY COMPANY 

 
Item Dollars 

(a) Net Sales …………………. 
              (10,000 items at $10 each) 
 
(b) Less: Cost of Goods Sold… 
              ($7.50 per item) 
 
(c) Gross Profit ……………… 
 
(d) Less: Expenses …………... 
 
(e) Net Profit Before Taxes ….  

$100,000 
 
 

-75,000 
 
 

$25,000 
 

-22,000 
 

$3,000 
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2 
 

WHAT HAPPENS IF ECON-SUPPLY LOWERS ITS 
SELLING PRICE BY 1%. 

 

 
Item 

(1) 
Selling Price 

Change To $9.90 
Each 

(2) 
Results Before 

Any Change 

(a) Net Sales ……. (10,000 
items at $9.90 each) 
 
 

(b) Less: Cost of Goods 
Sold……… 
(10,000 items at $7.50 each) 
 
(c) Gross Profit … 
 
 
(d) Less: Expenses  
 
(e) Net Profit Before 
Taxes ….  
 
(f) % Change in Net 
Profit Before Taxes 

 
 

(a) 
 
 
 

-75,000 
 

 
(c) 

 
 

 
 

-22,000 
 
 

(e) 
 
 

33-1/3% 

 
$100,000 

 
 

-75,000 
 
 

$25,000 
 
 

-22,000 
 
 

$3,000 
 
 

0% 
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3 
 

But ….  
WHAT HAPPENS IF ECON-SUPPLY INCREASES 

ITS SALES VOLUME BY 1% 
 

Item 

(1) 
Volume  

Change To  
10,100 items 

(2) 
Results Before 

Any Change 

(a) Net Sales ……. (10,100 
items at $10 each) 
 
 

(b) Less: Cost of Goods 
Sold……… 
(10,100 items at $7.50 each) 
 
(c) Gross Profit … 
 
 
(d) Less: Expenses  
 
(e) Net Profit Before 
Taxes ….  
 
(f) % Change in Net 
Profit Before Taxes 

 
 

(a) 
 

 
-                 (b) 

 
 
 
 

(c) 
 
 
 
 

-22,000 
 
 

(e) 
 
 

+8-1/3% 

 
$100,000 

 
 

-75,000 

 
 

$25,000 
 
 

-22,000 
 
 

$3,000 
 
 

0% 
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WHAT HAPPENS IF ECON-SUPPLY SAVES 1% 
ON COST OF GOODS. 

 
 

Item 

(1) 
Cost of Goods 

Change to $7.425 
Each 

(2) 
Results Before 

Any Change 

(a) Net Sales ……. (10,000 
items at $10 each) 
 
 

(b) Less: Cost of Goods 
Sold……… 
(10,000 items at $7.425 
each) 
 
(c) Gross Profit … 
 
(d) Less: Expenses  
 
(e) Net Profit Before 
Taxes ….  
 
(f) % Change in Net 
Profit Before Taxes 
 

 
 

$100,000  (a) 
 

 
-                 (b) 

 
 
 
 

(c) 
 
 
 
 

-22,000 
 
 

(e) 
 
 

+25% 

 
$100,000 

 

 
-75,000 

 
 
 

$25,000 
 
 

-22,000 
 
 

$3,000 
 
 

0% 
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WHAT HAPPENS IF ECON-SUPPLY REDUCES 
EXPENSES BY 1% 

 
 

Item 

(1) 
Expense Change to 

$21,780 
(2) 

Results Before 
Any Change 

(a) Net Sales ……. (10,000 
items at $10 each) 
 
 

(b) Less: Cost of Goods 
Sold……… 
(10,000 items at $7.50 each) 
 
(c) Gross Profit … 
 
(d) Less: Expenses  
 
 
(e) Net Profit Before 
Taxes ….  
 
(f) % Change in Net 
Profit Before Taxes 
 

 
 

$100,000  (a) 
 

- $75,000  (b)        
 

 
 
 

$25,000  (c) 
 
 
 

-               (d) 
 
 

(e) 
 
 

+7-1/3% 

 
$100,000 

 
-75,000 

 
 
 

$25,000 
 
 

-22,000 
 
 

$3,000 
 
 

0% 
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COMBINED IMPROVEMENT IN PROFIT AS A RESULT OF 
1% IMPROVEMENT IN SALES VOLUME, SALES PRICE, 
COST OF GOODS SOLD AND EXPENSES FOR ECON-
SUPPLY. 

 
Item 

(1) 
Results  

After 1%  
Change 

(2) 
Results Before 

Any Change 

(a) Net Sales ……. (10,100 
items at $10.10 each) 
 
 

(b) Less: Cost of Goods 
Sold……… 
(10,100 items at $7.425 
each) 
 
(c) Gross Profit … 
 
(d) Less: Expenses  
 
(e) Net Profit Before 
Taxes ….  
 
(f) % Change in Net 
Profit Before Taxes 

 
 

$102,010 
 
 

- $74,993 
 

 
 
 
 
 

$27,017 
 
 
 

-21,780            
 

$5,237 
 
 

% (f) 

 

$100,000 
 
 
 

-75,000 
 
 
 
 
 

$25,000 
 

-22,000 
 
 

$3,000 
 
 

0% 
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Recap … 
 
A distributor’s operating statement is simply a financial history 
of the firm’s business activity in terms of: 
 
• Dollars coming in – known as net sales 
• Dollars going out – payment for the goods purchased PLUS 

operating expenses 
 
The example HVACR firm Econ-Supply experienced a dramatic 
33-1/3 percent drop in profit when prices were cut only a tiny 1 
percent. 
 
On the other hand ----- 
 
A one percent increase in sales volume and sales price coupled 
with a 1 percent reduction in cost of goods purchased and 
operating expenses, resulted in an overall improvement in 
profit of a dazzling 74.8 percent for Econ-Supply. 
 
In terms of dollars this would mean a previous profit of $3,000 
would increase by $2,237 for a new profit of $5,237. 
 
Your own company may not exactly match the experience of 
Econ-Supply but the tread is clear.  Everyone in a wholesale 
company can affect it in a big way! 
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HOW CLOSE DOES YOUR COMPANY MATCH THE ECON-SUPPLY 
EXPERIENCE? 

(Optional Exercise) 
 

Item Your Company 
Results Before 

Any Change 

Your Company 
Results After 1% 

Change  
 

(a) Net Sales…. 
 
 

(b) Less: Cost of Goods 
Sold 
 
 

(c) Gross Profit.… 
 
 

(d) Less: Expenses.... 
 
 

(e) Net Profit Before Taxes  
 
 

(f) % Change in Net Profit 
Before Taxes  

 
 
 

- 
 
 
 
- 
 

 
 
 
 
 

- 
 
 
 
- 
 
 
 

 
 

% 
 
 



 Counter Sales & Service 
Lesson 9 (Bottom Line) Page 11 

9 
 

SOME IDEAS ON HOW TO ACCOMPLISH  
GREATER PROFITABILITY 

 
These ideas were contributed by wholesalers from all over North America during 
a special round table idea exchange.  Can you add to the list? 
 
Ideas to improve Sales and Purchasing 

• Classify customers by profitability potential, rather than by potential dollars of sales. 
• Classify customers by geographical area; then make sure the delivery truck is full, by 

contracting geographically convenient accounts without orders, to see what is needed --
- since the truck is going to be in their area anyway. 

• Make everyone a salesperson, starting with the receptionist, and including counter 
people and delivery people. 

• Have inside salespeople occasionally make service calls. 
• Train each counterperson to be responsible for a group of products and to write brief 

sales pitches with copies to all counter people.  During slow periods each day, have 
counter people make telephone calls to customers to tout these products. 

• Consider having an incoming toll-free line direct to the city order desk, bypassing the 
switchboard, but monitor toll-free usage. 

• Make sure all sales people receive proper training.  Manufacturers must play a large role 
in the area of product training. 

• Pay more attention to sales “tools,” such as catalogs, manufacturer brochures, etc.  
Avoid lost sales and/or wasted time caused by outdated or inadequate literature. 

• Make sure electronic data processing identifies your high gross profit products and high 
gross profit customers; then get information into the hands of sales people so they can 
concentrate on both. 

• Establish a system to concentrate on moving obsolete inventory --- separate from 
regular sales. 

• Consider billing twice a month, with two different discount dates (one for each billing), 
to short receivables. 

• Schedule purchases; don’t purchase on a “fire” basis. 
• Maintain a separate department for Inventory Control – one which has no duty except 

to monitor specific items and compute usage, then suggest lead times and quantities to 
buyers. 

• Review profitability of lines regularly. 
• Add your ideas here: 

________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
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….. MORE IDEAS 
 
Ideas to Reduce Expenses 

 
• Reduce the size of vehicles used for local delivery. 
• Convert vehicles to diesel engines or natural gas. 
• Organize delivery schedules and routes in the most logical manner. 
• Give customers incentives (perhaps discounts) for picking up orders. 
• Avoid sending wrong material by making sure all carton markings are easily read. 
• Consider an incentive program, for fewer/“no” picking errors. 
• Use door switches to control warehouse unit heaters. 
• Make sure all managers have a yearly budget --- and then receive quarterly updates.  

Correct problems on a quarterly basis. 
• Hold staff meetings (including counter and warehouse personnel, not just managers) on 

a regular basis. Use “teamwork” approach for problem solving. 
• Take other steps to improve communications between counter and warehouse 

personnel, to maximize cooperation and productivity. 
• Shop for insurance and other services price breaks. 
• Conduct structured meetings with supervisory personnel on a routine basis. 
• Ask employees for their ideas, get them in writing, and have an employee committee 

review proposals.  Consider awards, maybe cash, for dollar saving and profit improving. 
• Effective administration starts with good budgets, so develop sound, workable ones.  

Don’t just go “last year’s plus 10%.” 
• Review budgets regularly. 

 
• Add your ideas here: 

________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
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YOU ARE NOW READY TO TAKE 

YOUR ONLINE UNIT 

EXAMINATION, EXAM #3. 

GOOD LUCK! 
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Appendix A:  Core Competencies 
 
A description of occupational skills qualified counter persons should be able to do. 
 
Use this as your personal training guide. Check off all those you can do now and then seek 
training for those you cannot do. (You may not be required to accomplish every task in your 
current job.) 
 
Business Operations - 
 
I Can: 
 
 calculate discounts/percentages. 
 calculate special handling charges. 
 identify and convert units of measure. 
 organize in alpha and numeric sequences. 
 determine sizes using measuring tools. 
 perform money transactions. 
 perform sales and credit invoicing. 
 demonstrate housekeeping skills. 
 assist with new employee training. 
 
Catalog Skills - 
 
I can: 
 
 locate proper catalog. 
 obtain and interpret additional information. 
 utilize additional reference materials. 
 identify catalog terminology and abbreviations. 
 locate index and table of contents. 
 perform catalog maintenance. 
 
Inventory Management - 
 
I can: 
 
 report lost sales. 
 verify incoming and outgoing merchandise. 
 perform physical inventory. 
 report inventory discrepancies. 
 perform stock rotation. 
 handle special orders. 
 handle warranty returns. 
 handle cylinder returns. 
 handle return of broken kits, parts, and exchanges. 
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Safety Skills - 
 
I can: 
 
 demonstrate proper safety practices. 
 identify proper handling of regulated and/or hazardous materials. 
 identify proper security risks. 
 
Customer Relations & Sales Skills - 
 
I can: 
 
 identify customer types. 
 identify customer needs. 
 provide information. 
 handle customer complaints. 
 acknowledge customer. 
 demonstrate proper telephone skills. 
 obtain pertinent application information. 
 present professional image. 
 recognize value of selling related items. 
 identify product features and benefits. 
 handle objections. 
 balance telephone and at counter customers. 
 promote company services and features. 
 promote upgrade products. 
 solve customer problems. 
 close a sale. 
 locate and arrange displays. 
 display pricing. 
 inspect and maintain shelf quantities and conditions. 
 identify impulse, seasonal and related items. 
 utilize sales aids. 
 
Product Knowledge 
 
Air Conditioning/refrigeration - 
 
I can: 
 
 identify the components in a cooling system and understand their purpose. 
 list the construction and climatic factors that affect building heat gain. 
 use common terms used in the cooling industry. 
 determine current, voltage, or resistance of simple circuits using basic electrical formulas. 
 recognize circuit components and their graphic symbols. 
 explain the operating principles of ordinary test equipment. 
 use common electrical terms. 
 identify basic control components and explain their function in the circuit. 
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 employ the basic steps to troubleshoot control problems. 
 explain the working parts in standard air conditioning and heat pump equipment. 
 give instructions on the installation and start-up of air conditioning and heat pump systems. 
 provide information on the repair or replacement of components in air conditioning & heat 

pump systems. 
 identify the components and accessories used in commercial refrigeration systems. 
 recognize common service problems and assist service contractors in the repairs necessary 

to bring equipment back into full operation. 
 
Heating - 
 
I can: 
 
 identify air handling products used in heating systems. 
 select suitable pipe and fittings to meet system and building construction requirements. 
 explain the working parts in furnaces and boilers. 
 identify basic types of heating systems. 
 recommend hydronic heating specialties. 
 explain the different types of air filters and their applications. 
 select humidifiers to meet customer specifications. 
 interpret local mechanical codes. 
 select venting systems for fuel-fired equipment. 
 explain the factors that affect comfort. 
 demonstrate use of fabrication tools. 
 explain use of pressure measuring devices. 
 substitute parts for heating controls. 
 select replacement blower motors. 
 assist service contractors in solving equipment and system failures. 
 
 
 
 
 
 

Prepared by: Education Committee 
Heating, Airconditioning & Refrigeration Distributors International 

3455 Mill Run Drive Suite 820  
Columbus, Ohio 43026 

e-mail: Hardimail@hardinet.org 
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Appendix B:  20 Personality Factors 
 

How to Determine the Strong and the Weak Points in Your Personality 
 
There are twenty traits without which --- though you may have plenty of ability, brains, skill and 
information --- you can hardly expect to succeed.  Here they are. Question yourself with regard 
to your standing on each trait. 
 
1.  AMBITION 
 
Have you the will to improve yourself?  This means real will; not merely a vague, intermittent 
desire.  If this self-evaluation points out certain important defects, will you take energetic steps 
to remedy them? 
 
2.  INDUSTRIOUSNESS 
 
Have you the ability to drive yourself steadily?  Examine yourself to see whether you hold 
yourself to the faithful performance of tasks that are distasteful. 
 
3.  PERSISTENCE AND PATIENCE 

 
Look back over the various plans you have made during the past year, enumerate all you 
can remember, and see how many of them you have actually put through. 
 
4.  DEPENDABILITY 
 
Can you be relied upon to carry out plans assigned to you by other people?  How many times in 
the past month have you failed to get work done within the period in which it should have been 
done?  How many times have you fallen down in your social obligations in the past month? 
 
5.  FORCEFULNESS 
 
Do you give people the impression that you are capable and self-controlled?  Are you self-
reliant?  You will find out a good deal about how you stand in these things by your ratings on: 
(6) effectiveness of speech; (7) self-confidence; (12) initiative, resourcefulness; (13) 
sensitiveness to criticism. 
 
6.  EFFECTIVENESS OF SPEECH 
 
Can you express your ideas clearly and convincingly?  Do you speak with a “piping” voice, or 
have you studied how to place your voice so that you re not unpleasant to listen to? 
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7.  SELF-CONFIDENCE 
 
What are the things you have done in which you have a right to be proud?  If you lack self-
confidence, write down at least a half dozen of these things to remember when you are feeling 
less than confident. 
 
8.  FRIENDLINESS 
 
Are you too critical in your judgment of other people?  Make a list of six people whom you 
dislike, and analyze impartially your reasons for disliking them.  Have you been acting justly? 
 
9.  ADAPTABILITY 
 
Do you find it easy to listen to what other people are saying?  Are you keen to ask questions 
when people bring up new subjects or business plans?  If so, you may be strong in this attribute.  
But if you are hardly able to wait for a change to air your opinion, you need to cultivate this 
trait. 
 
10.  TACT 
 
Can you work in harmony with other people?  Do other people like to be with you?  Do you 
know a person who especially likes to be given credit for the work he does?  Do you give it 
to him, or do you like to make him think that you, or someone else deserves the credit, 
because you gave him the idea he has carried out, or because you assisted him in some 
other way?  How often do you find yourself praising people for what they have done? 
 
11.  CHEERFULNESS 
 
Do you depress other people, or are you a cheerful companion?  When things are not going 
well, can you keep from showing it in your manner?  When other people tell you of their plans 
and hopes, do you take an enthusiastic interest in their lives, or are you bored and 
unresponsive? 
 
12.  GOOD JUDGMENT 
 
Examine yourself particularly in regards to initiative and resourcefulness.  How many 
suggestions have you made to your employer in the past six months?  How many of these has 
he approved?  If he gives you work to do and you run into some difficulty do you always go to 
him for advice, or do you solve the difficulty yourself?  Are you sometimes able to see a half 
dozen different ways of solving any one of the problems that come up in connection with your 
work? 
 
13.  SENSITIVENESS TO CRITICISM 
 
How do you take the criticisms, direct or implied, from employer, friends and associates  If you 
brood over them, if the sting of criticism, keeps you from seeing that it may be useful, 
nevertheless, you may be oversensitive. 
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14.  ABILITY TO SIZE UP PEOPLE 
 
Do you see only good in some people and only weaknesses in others? When you discover 
weaknesses in people, does this keep you from seeing their strong points?  Are you observing 
enough to be able, after talking with a new acquaintance for fifteen minutes, to specify how he 
impressed you in regards to the following traits on this chart – neatness of dress, effectiveness 
of speech, friendliness, tact and cheerfulness? 
 
15.  MEMORY 
 
Are you good at remembering names, faces, and personal incidents about the people you 
meet? 
 
16.  NEATNESS 
 
Are you painstaking in regard to your personal appearance? 
 
17.  HEALTH HABITS 
 
This is not a matter of your endowment of physical health.  Severe illness may not mean that 
you are short in this trait.  Ask yourself whether your habits are those that make for or against 
good health and how they tell on your working ability and mental attitude day by day. 
 
18.  DISCRIMINATION 
 
Can you discriminate between more important and less important matters?  Do you clog your 
daily routine with unnecessary work on comparatively unimportant details?  Have you realized 
the importance of putting aside work and personal problems when it comes time to relax and 
rest? 
 
19.  ECONOMY 
 
Do you save time and effort by doing things in the right and easiest way without wasted 
motion? 
 
20.  CAPACITY TO DELEGATE WORK 
 
This quality is especially important for those who are, or hope to become supervisors.  
Managers often fall short in this trait because they lack persistence of a certain kind or because 
of vanity or selfishness. 
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Appendix C 
 

Printed script for: 
 
What really helps (or hurts) your company's bottom line 
 

(First Voice) Hello! I’m John Evans your seminar leader, and I’m going to 
get right to the point. 
 
It’s true! You can’t run a wholesale business strictly by the 
numbers. Wholesalers cannot ignore . . . 
 
An understanding of markets . . . 
 
products . . . 
 
customer needs . . . 
 
and competition. 
 
On the other hand, a failure to manage a wholesale business 
without recognizing financial realities could easily result in a 
business failure. 
 
In this presentation, we want to explore with you the fact 
that very small changes in a wholesaler’s operation can have 
a big impact on that very important bottom line. 
 
You can follow along with your booklet — and keep your 
pen or pencil handy. We’ll ask you to jot down a few 
numbers as we go along. But don’t worry about time. You 
can have all the time you want. In this seminar, you can 
control the pace. 
 

 (Second Voice) 
Excuse me sir!  I’m Jeff Reason and I’m new in the sales 
department. I don’t think I should be in this seminar. I don’t 
know anything about company finances and I’m not so sure I 
should. 

(First Voice) 
Jeff, I’m glad you interrupted me right at the very onset and 
brought this question up. First of all, please don’t think this 
is a seminar on finance. That’s an accountant’s term, and 
we’re not accountants. This is a seminar on operations — 
the very basic things we do in this company, in our every day 
work and decisions. But every employee — even part-time 
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help — should understand about company profitability.  And 
by the way, there’s almost always an awful lot of 
misunderstanding about company profits. 
 
For example: Jeff, how much profit do you think a typical 
heating and air-conditioning wholesaler makes, as a 
percentage of sales, and before paying taxes? 

(Second Voice) 
I ready don't know, but I’d guess 10 to 20 percent. 
 

(First Voice) 
Would you believe less than 2 percent Jeff?  It’s true, based 
on computer - analyzed data from wholesalers of our trade 
association — Heating, Airconditioning & Refrigeration 
Distributors International (HARDI).  The before-tax profit for 
a typical company last year was just 1.94 %.  That’s less than 
two pennies on every sales dollar, and that’s not very much. 
And as you know, profit is what keeps your company going 
and growing. 
 
Profit is so small and sensitive that a lot of things you are 
responsible for in your company can have a big influence on 
whether profit goes up or down. So, please believe me when 
I tell you that what we’re going to cover is of great 
importance to every employee. 
 
So, let’s get back on track here — but please Jeff, feel free to 
interrupt again if you have any doubts or are confused. 
 
On page 1 of your booklet, you should find a simplified 
operating statement for a hypothetical wholesale firm. 
 
What this report tells us is the business history of a company 
for a month, 6 months, or a year in terms of money — 
dollars coming in –  the income from all sales . . . and dollars 
going out, to pay for goods sold and operating costs. 
 
What is left over is called profit . . . profit, that is, before 
Uncle Sam takes his share. 
 
For simplicity, let’s assume this wholesale firm —  
Econ-Supply — sells only one kind of item. . . 
 
Registers . . .  
Refrigerant . . . or  
Thermostats. 
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Whatever you care to assume, this firm sells $100,000 worth 
every year. Net sales dollars is at the top of page 1. Find 
item (a) — net sales – and opposite it — $100,000. 
 
In case you’re wondering, net sales is what’s left, after all 
returns have been considered. 
 
Please note, we are assuming this firm sells 10,000 items — 
10,000 registers, 10,000 cans of refrigerant, thermostats, 
etc. — at $10 each. 
 
Line (b) on our statement shows (we are still on page 1 now 
and (b) is just below net sales) that Econ-Supply buys those 
items for $7.50 each from his supplier. 
 
Thus, Econ’s cost of goods sold is $7.50, times 10,000 items, 
or a total cost of $75,000. 
 
Now the difference between line (a) and line (b) is called the 
gross profit for the company which in this case is $25,000. 
You can find $25,000 gross profit on line (c). 
 
Depending upon the exact type of business you’re in and 
even the part of the country you’re from, you may hear 
gross profit referred to as gross margin, gross profit margin 
or just plain old margin. It’s simply the difference between 
what an item is sold for and what the firm has to pay for the 
item in the first place. 
 
To repeat, Econ’s gross profit is obtained by subtracting 
$75,000 from our net sales of $100,000. 
 
This, of course, is not our final or net profit because we have 
not deducted any costs for wages, rent, light, heat and all 
those other expenses resulting from operating a wholesale 
business. 
 

(Second Voice) 
Mr. Evans — Jeff Reason again Do you mean to tell me that 
out of sales totaling $100,000 this company only has 
$25,000 left over to pay everybody; to pay for the 
warehouse, trucks and all the other stuff it takes to run a 
wholesale business? 

(First Voice) 
That’s right Jeff.  In fact, if you look on line (d) you’ll find the 
expenses for Econ-Supply listed at $22,000. 
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We must subtract these costs from our gross profit to find 
out what’s left over, or what our profit is — again, before 
paying taxes. 
 
If you look at line (e) on page 1, you'll see a net profit before 
taxes of $3,000. 
 
In this case, we obtained this number by subtracting 
expenses of $22,000 from our $25,000 gross profit. 
 

(Second Voice) 
Mr. Evans! 

(First Voice) 
Yes Jeff. 
 

(Second Voice) 
Let me see if I got this straight and then I’ll keep quiet for a 
while. 
 
Out of sales of $100,000, this firm’s profits were only $3,000 
— which figures out to be 3% of sales — and this is higher 
than the typical wholesalers of our industry. 
 

(First Voice)  
 
That’s right. 
 

(Second Voice)  
You also mentioned this was before taxes. How much tax 
might a firm have to pay on profits of $3,000? 

(First Voice) 
Jeff, the tax laws are always changing and they are complex, 
but it is quite possible that this firm might have to pay Uncle 
Sam almost $500 of that $3,000 profit. 
 
You might also be interested to know that corporations 
making over $100,000 in profit must pay almost half in taxes 
— 46 % to be exact. 
 
But this isn’t a seminar on taxes and I would like to get back 
to the subject at hand — Econ-Supply Co. and its operating 
statement. 
 
Now then — and this is very important — there’s another 
really useful way of looking at page 1. That’s because it 
shows four things, that we like to call the common sense 
profit variable.  And by that I mean there are four things 
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which, if you change them — either one at a time, or 
together — will have an effect on your profits. That is, you 
can vary your profits, by changing these things.  Also — and 
I’m sure you’ve already thought of this — you can either 
increase or decrease your profit, depending upon which

 

 
profit variable you change, and in which direction — for 
better or worse — you can change it. 

Two of these profit variables are combined in the very first 
line of page 1 — the Net Sales line.  Net sales, remember, is 
made up of two parts — the price you receive for each item 
and how many items you sell.  Naturally, in most cases we’d 
like to sell more items, and if possible sell each item at a 
somewhat higher price. But sometimes for any number of 
reasons the price we ask may be somewhat lower than we’d 
like, The point is: by changing one or both of these 
elements, we either increase or decrease our Net Sales — 
and we’ll see in a minute that our profit

 

 in turn, will also 
change. 

The next profit variable is on the very next line — line B — 
or, the Cost of Goods Sold.  Obviously if the items we buy 
cost more, as compared to our sales price, we’ll have less 
gross profit left over.  If we can buy items at a somewhat 
lower price, and keep the sales price the same, we’ll have 
more gross profit. So, Cost of Goods Sold is the third 

 
Common Sense Profit Variable. 

And finally, the fourth Profit Variable is on line D — called 
Expenses — again, our costs of personnel, our physical 
plant, delivery and all the rest. If everything else stays the 
same, and those expenses go up, we’ll have less net profit at 
the end. But if we can keep our expenses lower net profit 
will be better — again if everything else stays the same. 
 
So there you have the four Common Sense Profit Variables

 

. 
And, I think you can see how they all fit together to produce 
the final profit picture for our company. 

Now let’s use what we've just learned.  Let’s see what can 
happen to that $3,000 profit shown for Econ-Supply, on 
page 1, if we make some very small changes in our 

 

Common 
Sense Profit Variables. 

Turn to page 2 in your booklet. I think you are going to find 
this interesting and surprising. 
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Let’s assume the sales people at Econ-Supply pressure for a 
price reduction — to meet the competition — as the saying 
goes. Let’s say this price reduction is a mere 1%—not 10 or 5 
or 2 — but a bare bones one percent. 
 
And I think you’ll all agree that we could have a one percent 
price reduction and not change any of the other items on 
the statement. 
 
This means instead of selling 10,000 items at $10 each, 
Econ-Supply will be selling 10,000 items at $9.90 each. 
 
Thus, our new net sales income will be $9.90 times 10,000 
registers, thermostats or what have you for a net sales of 
$99,000. 
 
Write in $99,000 in the box on line (a) in column (1), page 2. 
 
We’ll pause for a moment while you fill in the numbers.  If 
you need more time, push the stop or pause button on the 
player and start up again when you are ready. 
 
(PAUSE) 
 
All right, since the selling price is the only change we are 
making, the $75,000 purchase price for the cost of goods 
sold is unchanged on line (b). 
 
But note! The resulting gross profit will be reduced to — 
$99,000 minus $75,000 — or only $24,000 in gross profit. 
 
Write in $24,000 in the box just below $76.000 in column 
(1), line (c). 
 
(PAUSE) 
 
Now, our expenses are unchanged. So, to find our net profit 
before taxes, we simply subtract expenses of $22,000 from 
the new gross of $24,000 and obtain the new profit of 
$2,000. Write in $2,000 in box (e), column 1. 
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(PAUSE) 
 
Note that the new $2,000 profit is $1,000 less than the 
original profit of $3,000 shown in column 2. 
 
Now here is the important comparison. Look at line (f)—
percent change in net profit — again, before taxes. 
 
In column (1) we see a minus 33 1/3 % just below the box in 
which you wrote in the net profit of $2,000. 
 
What does this mean? It means that a tiny one percent 
change — a one percent reduction — in the selling price of 
Econ’s product resulted in a massive 33 1/3 % decline

 

 in the 
company profits. 

Now don’t be confused by percentages. We’re simply saying 
that the $1,000 decline in profit is a decrease by 1/3 of the 
original $3,000 profit. That’s the same as saying $1,000 is  
33 1/3% of $3,000. 
 
If we were considering $30,000 in profits rather than $3,000, 
this would mean a decrease by $10,000 on the bottom line. 
 
Since a very small change in selling price can have a dramatic 
change in a firm’s net profit picture, pricing is an extremely 
important factor in a firm’s profitability. Giving discounts 
casually to get the sale may not be the best idea (A bit later 
on, we’ll look at how a price increase
 

 affects profits.) 

Right now Jeff, can you think of any other way, besides a 
direct price reduction, that could result in the same profit-
reducing effect? 
 

(Second voice) 
 
Well, reading a price sheet wrong and inadvertently giving a 
customer too low a price can have the same effect . . . or 
giving a customer 5 items and only charging him for 4 . . . 
would also seem to make profit drop rather quickly. 

(First Voice) 
Good points. What we have just considered resulted in a 
bad effect on profit. But let’s switch our thinking now and 
consider only positive effects — changes that can increase

 

 
profits. 
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Let’s look at a new variable so turn to page 3 in your 
booklet. 
 
Suppose Econ-Supply, through the combined efforts of its 
inside and outside sales team, increases

 

 the number of 
items it sells by a tiny one percent . . . not impossible 
perhaps even in tough times. So what’s the impact on Econ’s 
bottom line? 

Let’s find out by plugging in some numbers as we did before. 
 
On line (a), page 3, we are now going to sell 10,100 items — 
rather than an even 10,000 — at our original price of $10 
each The result? 
 
Net sales increase to $101,000 — that’s $10 times 10,100 
items. So write 101,000 in the first box in the column 
headed Volume Change to 10,100 item 
 
Again, that's $101,000 in the box on line (a). 
 
(PAUSE) 
 
All right, on the next line — line (b), our cost of goods sold 
will also increase. In order to sell more items, we obviously 
had to have bought more items. OK? 
 
This cost increases to $75,750 — 10,100 items times Econ’s 
price of $7.50 each.  So write $75,750 in box (b), just below 
our new net sales dollars. 
 
(PAUSE) 
 
Now, what’s our new gross profit for Econ-Supply? 
 
Why it’s $101,000 minus $75,750 or $25,250. 
 
Write in $25,250 in the box on line (c), page 3. 
 
(PAUSE) 
 
O.K., we are assuming that our operating expenses haven’t 
changed, so $22,000 is the same. 
 
Therefore, our new net profit is our new gross of $25,260 
minus $22,000 or $3,250. 
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Write in $3,250 in box (e). 
 
(PAUSE) 
 
On line (f), please note that Econ’s net profit increased by 
$250 or 8 1/3 % as a result of a tiny one percent increase in 
sales volume — not bad, eh? 
 
Again, this percentage increase is simply indicating that the 
$250 increase in profit is 8 1/3 % of the original profit of 
$3,000. 
 
Up to now, we’ve seen the base effect of lowering sales 
price — then we turned around and saw the good results of 
selling more items, without lowering the original price.  And 
so we’ve really looked more closely at the first two of our 

 
Common Sense Profit Variables. 

Now, what about the third one? What about buying better 
— saving, say, just one percent of our Cost of Goods Sold? 
 
Turn to page 4 and let’s find out. 
 
Suppose, through the alertness of Econ’s buyers, our 
example firm can now buy its product for one percent less 
— instead of paying $7.50 each, Econ buys them for $7.42 
and 1/2 cents each. 
 
Let’s assume we do not change our selling price and the 
number of items we sell stays the same. Hence, Econ still 
has net sales dollars of $100,000. 
 
One line (b) however, our cost of goods sold reduces to 
$74,250. That’s $7.42 and 1/2 cents times 10,000 items sold. 
 
Write in $74,250 in the box on line (b). 
 
(PAUSE) 
 
Econ’s gross profit is now what?  It has increased to $25,750. 
 

(Second Voice) 
Oh, Oh Mr. Evans? I just got lost. Where did the $25,750 
come from? 

(First Voice) 
How did we get that number?  We subtracted our new cost 
of goods sold of $74,250 from our net sales of $100,000. 
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So, write in $25,750 in the box on line (c). 
 
(PAUSE) 
 
Again, our expenses — rent, heat, light and payroll, etc. — 
are unchanged at $22,000. What's our new net profit then?  
It’s $25,750 minus $22,000 or $3,750. 
 
Write in $3,750 in the box on line (e). 
 
(PAUSE) 
 
And if we look at line (f) we see that our net profit increased 
by $750 or a surprising 25% because of a simple 1% change 
in the cost of goods sold. 
 
One more time, don’t let the word percentage confuse you. 
We are just indicating that the $750 increase in profit is 1/4 
or 25 % of the original profit of $3,000. 
 
Think your firm could find ways to save a tiny one percent 
on its costs of goods sold? Just think about reducing product 
damages in the warehouse — that’s one way of reducing 
costs. 
 
Well, let’s look at our fourth and final Common Sense Profit 
Variable on the operating statement — expenses. What 
would happen if we could reduce expenses by one percent? 
 
To find out, let’s turn to page 5 in your booklet. 
 
Let’s say Econ-Supply finds a number of ways to reduce 
expenses totaling one percent — energy savings and more 
efficient deliveries might be good candidates. 
 
Instead of $22,000 in expenses on line (d), we now have only 
$21,780. 
 
Fill in the box on line (d) by writing in $21,780. 
 
(PAUSE) 
 
Now, what’s Econ’s profit, assuming everything else stays 
the same? 
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Deducting expenses of $21,780 from Econ’s gross profit of 
$25,000 results in a net profit of $3,220 . . . so . . . 
 
. . Write that number in the box on line (e) — $3,220. 
 
(PAUSE) 
 
Looking at line (f) we see that a mere one percent reduction 
in total expenses — the telephone, light bill, paper, pencils, 
etc. — resulted in a 7 1/3 % increase in net profit.. 
 
Do you think your company could find ways to reduce 
expenses a tiny one percent? 
 

(Second Voice) 
Mr. Evans, it’s interesting to see what happens when you 
change these things. But we’ve been changing them one at a 
time. Wouldn’t it be possible to improve more 

 

then one 
Profit Variable at the same time? 

(First Voice) 
Jeff, you’re absolutely right. And as a matter of fact, it just 
might be possible to change all four by a small amount — 
again let’s say just one percent each— at the 
 

same time. 

To see what would happen then, let’s turn to page six.  But 
as we do, remember that the first two Common Sense Profit 
Variables

 

 are Price Per Item, and Number of Items sold. 
Together, these two Profit Variables make up what we call 
Net Sales, and we're going to improve both.  We’re going to 
raise the price per item by just one percent, and then we’re 
going to sell one percent more item 

If Econ-Supply increased sales volume by one percent and at 
the same time raised prices one percent, decreased costs of 
goods sold by one percent and decreased expenses by one 
percent, net profit would increase dramatically. 
 
Follow along carefully with me now and we’ll see by exactly 
how much. We’re on page 6, column 1. 
 
Line (a), net sales, goes from the original $100,000 to 
$102,010. And Jeff, before you ask me how I got that 
number, here’s how . . . 
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We are going to sell 10,000 items at $10.10 each so both 
number and price are increased one per cent. And 10,100 
items times $10.10 comes to $102,010. 
 
Next we’re also going to improve our buying cost by 1%. So, 
line (b), cost of goods sold is 10,100 items — times the 
reduced cost of $7.42-1/2 or $74,993.  Remember we had to 
have that many to sell that many. 
 
The new gross is $27,017 on line (c)—and I believe by now 
all of you know how to compute gross profit. (Sales minus 
cost of goods.) 
 
Expenses are reduced 1% — to $21,780 as before (line d) . . . 
and now for our amazing new net. 
 
Net profit dollars — shown on line (e) went from the original 
$3,000 up to $5,237 or an increase of $2,237. And that 
punches out to be a profit increase of 74.6%. That’s the $2,237 
increase divided by the original $3,000 — so write in 74.6 % in 
the box on line (f). 
 
(PAUSE) 
 
OK Let’s wrap this up. 
 
Everyone should be strongly aware that net profit is what 
keeps your company going and growing. 
 
It’s what’s needed to enlist your local bank’s financial 
support. 
 
It’s what suppliers look for when seeking out good 
distributors for their products. 
 
It’s also what determines your own personal financial 
growth. 
 
Just as everyone in your firm should be a sales person, 
everyone should also be a profit manager by paying 
attention to, and making improvements 
 
sales volume . . .  
purchase . . .  
and expenses. 
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With everyone cooperating, my guess is you could 
accomplish a 1% improvement in these profit variables for 
your firm by simply working smarter —  
 
There’s an interesting list of several “working smarter” ideas 
contributed by leading industry wholesalers starting on page 
9.  You ought to discuss these ideas and add your own 
thoughts to ways to improve your company’s profitability. 
 
Jeff? 
 

(SECOND VOICE) 
 
Yes, Mr. Evans? 
 

(First Voice) 
In particular, I hope you got something out of this seminar. I 
think you’ll agree we were talking about the real world of 
wholesaling, and not about something called “finance” — 
and I do hope we cleared up a few points about profits, and 
how they can be improved. 
 
 

(Second Voice) 
Mr. Evans, you did clear up several points for me. Profits are 
a whole lot smaller than I thought; and what I do to hold 
down costs and increase sales even a tiny bit can make a 
very big difference in my company’s bottom line. 

 
(First Voice) 

 
Thank you Jeff, and thank you all for your kind attention. 
 
HARDI is indebted to Management Foresight, Inc. who as 
the originator of the one percent analysis generously made 
the technique available for the benefit of this HARDI 
education program. 
 
The end. 
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Appendix D: Answer Key to Self-Check Quizzes 
The answer to each quiz question is grouped by lesson number. For each answer, there is also a 
page number in the lesson text for reference. The student is encouraged to refer back for those 
questions missed and reread the material.  
 
 
Self-Check Lesson 1  
 
  1.  False  
  2.  False   
  3.  True   
  4.  True   
  5.  False   
  6.  True   
  7.  C   
  8.  D   
  9.  A   
10.  D   
11.  Heating, Cooling, and Refrigeration   
12.  Pipeline   
13.  Motor   
14.  Movie houses   
15.  Stokers   
16.  Per individual use  
17.  Year-round  
18.  Growth and change  
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Self-Check Lesson 2  
 
  1.  True   
  2.  True  
  3.  False  
  4.  True  
  5.  False  
  6.  True  
  7.  True  
  8.  False  
  9.  B  
10.  D  
11.  B  
12.  D  
13.  D  
14.  Form  
15.  Time and place  
16.  Research/make/sell  
17.  Coordinate  
18.  Inside/outside/counter/layout  
19.  Large/many  
20.  Possession  
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Self-Check Lesson 3  
 
  1.  True  
  2.  False  
  3.  True  
  4.  False  
  5.  True  
  6.  True  
  7.  False  
  8.  False  
  9.  True  
10.  False  
11.  False  
12.  False  
13.  True  
14.  True  
15.  False  
16.  False  
17.  B  
18.  D  
19.  D  
20.  B  
21.  A  
22.  C  
23.  A  
24.  Potential  
25.  Waiting  
26.  Special services (delivery, technical advice); courteous treatment; favorable credit policies; 
adequate inventory; convenient location; professional salesmanship; good customer relations. 
27.  Negative  
28.  Are  
29.  Treat every complaint as very important, show understanding, listen attentively, get all the 
facts, avoid disagreement, be patient, know your warranties, admit mistakes when made. 
30.  Attitude  
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Self-Check Lesson 4  
 

  1.  False  
  2.  True  
  3.  False  
  4.  True  
  5.  True  
  6.  False  
  7.  True  
  8.  True  
  9.  False  
10.  True  
11.  B   
12.  D  
13.  B   
14.  register  
15.  credit/refund  
16.  legibility  
17.  double  
18.  tactfully  
19.  before  
20.  sale is made  
21.  destination  
22.  promise  
23.  accurate  
24.  trade  
25.  customer copy/office copy/inventory copy/stockroom copy/packing slip 
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Self-Check Lesson 5  

  1.  False  
  2.  False   
  3.  False   
  4.  False   
  5.  False   
  6.  True   
  7.  False   
  8.  A   
  9.  D   
10.  D  
11.  D  
12.  answer quickly; identify yourself; get name & number of caller: speak in a normal voice.  
13.  listener  
14.  selling up  
15.  rings  
16.  hold  
17.  waiting  
18.  notes  
19.  yourself  
20.  come back  
 
 



 Counter Service & Sales 
Appendix D Page 6 

Self-Check Lesson  6   
 
  1.  True  
  2.  False  
  3.  False  
  4.  True  
  5.  True  
  6.  True  
  7.  True  
  8.  True  
  9.  True  
10.  False  
11.  True  
12.  True  
13.  False  
14.  D  
15.  D  
16.  D  
17.  A  
18.  C   
19.  C   
20.  A  
21.  A  
22.  D  
23.  removed  
24.  changed  
25.  safer  
26.  post emergency phone numbers; know where fire extinguishers are; cover machines and 
records; eliminate obvious hazards; place flammable packing material in approved containers; 
store flammable materials properly; keep critical papers and documents in fire-proof safe.  
27.  1. remind of need (jog memory); 2. show features;  3. plant ideas; 4. initiate inquiries; 5. 
produce on the spot sales  
28.  receive/move/store  
29.  get help  
30.  active  
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Self-Check Lesson 7   

  1.  True  
  2.  False  
  3.  False  
  4.  True  
  5.  True  
  6.  True  
  7.  False  
  8.  False  
  9.  False  
10.  False  
11.  False  
12.  False  
13.  B  
14.  A  
15.  C  
16.  C  
17.  C  
18.  D  
19.  buying, reference & selling 
20.  Identify parts; hints for repair or replacement; information on substitutes; prices;  
21.  register trademark  
22.  catalog pricing service  
23.  blue  
24.  15 to 25%  
25.  reduces/increase  
26.  service level  
27.  full amount of invoice due in 30 days  
28.  end of month  
29.  a 2% discount is provided  
if paid in 10 days  
30.  component /unit part guides  
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Self-Check Lesson 8  

1.  False  
2.  False  
3.  False  
4.  False  
5.  True  
6.  False  
7.  False  
8.  True  
9.  True  

10.  False  
11.  A  
12.  B  
13.  D  
14.  B  
15.  B  
16.  1. no charge at all to customer;  
 2. no limitation; 

3. only need notice by  
consumer of defect  

17.  disclosures  
18.  chemically  
19.  actual supervised (hands-on)  
20.  state  

 
 
No Self-Check Quiz for Lesson 9 
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Appendix E: Glossary 
 
As you progress through this introductory course on Counter Service & Sales, you may find this 
list of definitions useful. However, we recommend that interested students obtain a copy of 
HVAC/R Terminology, A Quick Reference Guide by Richard Wirtz. This ESCO Institute 
comprehensive technical dictionary can be ordered through the HARDI. 3455 Mill Run Drive, 
Suite 820, Columbus, OH 43026.  Call toll free at 888-253-2128 to order. 
 
ACCOUNT - identifies a customer regardless of type. 
 
ACCOUNTING - the act of recording, classifying, and summarizing in a significant manner and in 
terms of money transactions and events which are, in part at least, of a financial character and 
interpreting the results thereof. 
 
ACCOUNTS PAYABLE - a term applied to the amounts owed to the creditors of a business. 
 
ACCOUNTS RECEIVABLE - a term applied to the amounts due from the customers of a business. 
 
ACCRUAL BASIS - a basis of record-keeping and a method of accounting whereby all income 
earned and expenses incurred, whether prepaid or unpaid, are identified with specific periods 
of time; distinguished from “cash basis.” 
 
ACTIVE STOCK - merchandise maintained in an area adjacent to the counter for ready access by 
the counterperson. 
 
ASSET - property which has money value. 
 
AUDIT - an examination made by independent accountants in order to express an opinion as to 
the fairness of financial statements. 
 
BACK ORDER - merchandise on order but not shipped. 
 
BAD DEBT - an uncollectible account receivable. 
 
BALANCE SHEET - a statement of the financial condition of a business at a certain date showing 
its assets, liabilities and owner’s equity. 
 

BANK DISCOUNT - interest on a loan deducted in advance by the bank. 
 
BANK DRAFT - a check drawn by a bank on another bank, payable to a third party. 
 
BANKRUPTCY - a legal procedure for formally liquidating a business, carried out under the 
jurisdiction of courts of law. 
 
BILL OF LADING - a written document issued by a carrier, constituting a receipt for the goods 
shipped, and a contract to deliver the goods at a specified place to a named person or his order. 
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BOND - an interest-bearing written promise of a corporation, generally secured, to pay a fixed 
amount to holders at a designated future time, usually three years or more. 
 
BUDGET -a managerial plan of proposed operations to accomplish financial objectives. 
 
BREAK POINT - where cost of shipping by a particular method changes significantly because of 
size or weight classifications. For example, parcel post shipments cannot exceed 70 pounds. 
 

CASH DISCOUNT -a discount given for the immediate or prompt payment of a bill. 
 
CASH SALES INVOICE - a form used to record a cash sale. Sequentially numbered, each 
number must be accounted for each day when cash sales are totaled. 
 
CERTIFIED CHECK - a depositor's check on which the bank guarantees payment. 
 
CHART OF ACCOUNTS - an accounting definition.  A list of all of the balance sheet and income 
statement accounts with numbers assigned to each account. 
 
CUSTOMER FILE - a list of customer accounts containing information on whether the customer 
is allowed to charge on open account or is C.O.D. A special file is maintained at the counter as a 
reference aid in finding each account’s name, address, and company assigned account number 
and credit status. 
 
CONSIGNMENT - a shipment of goods, title of which remains with the shipper, to be sold for 
the account of the shipper. 
 
CORPORATION - an artificial being, created by the state through a charter to engage in a 
particular kind of business. 
 
CREDIT MEMORANDUM - a record of what is owed to a customer in a transaction, sale, or 
return. Often abbreviated, “credit memo.” 
 
CREDITOR - one to whom a debt is owed. 
 
CURRENT ASSETS - cash and other assets expected to be converted into cash within the 
operating cycle, usually one year or less. 
 
CURRENT LIABILITIES - liabilities representing the short term debt of a business, expected to fall 
due within a year or less. 
 
DATE SHIPPED - the actual date of the shipment of an order to the customer. 
 
DATE ORIGINAL ORDER SHIPPED - the date of the first shipment of a portion of a customers 
purchase order. 
 

DEPRECIATION - decrease in value of a fixed asset due to wear and tear or obsolescence. 
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DESCRIPTION OF ITEM - a brief description to identify characteristics --- such as type of item 
(agitator, solenoid, etc.) brand, material, etc. 
 
DESIRED ARRIVAL DATE - the date the company expects to receive an order if vendor ships in a 
normal lead time. Lead time refers to the number of days the vendor usually requires for 
delivery from date of receipt of original notification of the company's intent to buy goods. 
 
DISCOUNT - an allowance or deduction from a quoted list price; an allowance and/or cash for 
prompt payment of account. 
 
ESTIMATED SHIPPING DATE - the best estimate by the vendor of the date he expects to ship a 
specific item or items. 
 
EXCISE TAX - a tax paid by the manufacturer or seller, usually assumed indirectly by the 
consumer. 
 
EXTRA DATING - a discount made available for purchased items that are delivered at a given 
date and marked payable in a given period, such as 30,60, or 90 days. It is used to spread 
payment without loss of the cash discount. 
 
FACE AMOUNT - the sum of money stated on a check, bond, note or other instrument, 
exclusive of interest accumulations. 
 
FINANCIAL STATEMENTS - a balance sheet, statement of income or any other presentation of 
financial data. 
 
FISCAL YEAR - a twelve month accounting period ending with the last day of any month. 
 
FIXED ASSETS - assets more or less permanent in nature whose useful life is more than one 
year. 
 
F.O.B. - an abbreviation for “free on board.” 
 
FREIGHT BILL - a carrier’s bill to a consignee describing the type and number of materials, their 
weight, point of origin, shipper and freight charges. 
 
FREIGHT TERMS - the terms of the company as they relate to freight charges may vary. In some 
instances, goods are shipped freight prepaid; in others, freight collect. There may be different 
rates for freight depending on classification of goods shipped, total weight, number of 
packages, cubic measurements, value, etc. 
 
GOODWILL - the value of a business over the book value or agreed value of its net assets. 
 
GROSS PROFIT - the excess of net sales over the cost of goods sold. 
 
HANDLING CHARGE - a nominal charge for processing an item for return through the normal 
channels of a manufacturer or supplier. 
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INDIVIDUAL ITEM Pack - a container holding one unit of a vendor item or a quantity of items in 
a unit pack. 
 
INSURANCE PREMIUM - the amount paid to an insurance company for protection against 
property or business losses. 
 
INTANGIBLE ASSETS - assets having no physical nature but having value derived from the rights 
conferred upon their owner. 
 
INTEREST - the charge made for the use of money. 
 
INTERMEDIATE ORDER - an order placed after a regular stock order to replenish stock until the 
regular stock order shipment is received. 
 
INVENTORY CONTROL - a method of checking the quantity and type of material on hand. 
 
INVOICE - an itemized statement of goods bought or sold. 
 
INVOICE REGISTER - the company system for controlling the issuance of customer invoices. 
Essential to prevent internal theft or other losses. Depends upon a numerical copy, in 
sequential form, being kept of each invoice issued during day, week, month and year. 
 
LABOR TIME TICKET - a record to indicate how an employee spent his time while at work. 
 
LIABILITIES - creditor claims on the assets of a business. 
 
LINE - the term used to describe all of the items which may be produced or sold by an individual 
manufacturer under his brand name. 
 
LINE ITEM - a branded product sold by a vendor, carried as part of regular inventory or available 
from a supplier. 
 
LIST PRICE - a published price, subject to trade discounts. 
 
MANUFACTURER - a business that purchases raw materials and transforms these into finished 
products. 
 
MASTER SHIPPING CARTON - a carton containing multiple units of a vendor item which is 
acceptable for shipping purposes. The single items contained are also packed in smaller 
individual shipping cartons which are unpacked and sold as single units to the customer. 
 
MERCHANDISE INVENTORY - a list of goods on hand for resale and its money value. 
 
MERCHANDISE TURNOVER - the number of times the average inventory is sold during the 
financial period. 
 
MORTGAGE PAYABLE - a long-term debt for which the creditor has a secured prior claim 
against one or more of the debtor’s assets. 
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NEGOTIABLE INSTRUMENT - a written promise, such as a promissory note, check or draft, to 
pay a specified sum of money at a specified time to a specified person or his order. 
 
NET Price - the cost of an item specified usually by the class of purchaser: for example, dealer 
net, distributor net, jobber net. 
 
Net Profit - the excess of income over costs and expenses of a business. 
 
NET WORTH - the excess of assets over creditor claims against the assets.  Assets - 
Liabilities = Net Worth. 
 
NET WORKING CAPITAL - current assets less current liabilities. 
 
NOTES PAYABLE - amounts owed because of promissory notes given to creditors. 
 
NOTES RECEIVABLE - a promissory note which is a formal written promise from a customer to 
pay a definite sum at a specific future time. 
 
OBSOLESCENCE - lack of demand for merchandise resulting in slow (or no) turnover. 
 
OVERHEAD - the expenses of conducting a business aside from the cost of the purchase of 
stock, fabrication, sales costs and salaries. For example, lighting, heat and telephone expenses. 
 
OWNER'S EQUITY - the net worth of a firm.  The amount of the total assets of a firm which 
belong to the owners. 
 
“PAID-OUT” - money spent by the firm. Usually used in connection with cash register 
transactions. 
 
PARTNERSHIP - a relationship between two or more persons, based upon a written, oral or 
implied agreement, to combine their resources and skills in a joint enterprise and to share 
profits and losses jointly. 
 
PERCENTAGE OF PROFIT - profit accruing on the basis of the selling price of the product. (Gross 
Profit - Selling Price = Percentage of Profit). 
 
PERPETUAL INVENTORY - a method of registering the quantity of stock by recording each 
receipt and issue of items in stock. 
 
PETTY CASH FUND - a fund of cash that is established to make minor disbursements and avoid 
writing checks for small amounts. 
 
PHYSICAL INVENTORY - a listing of merchandise on hand, determined by actual counts, weight 
or measurement, and the pricing thereof. 
 
POINT OF SALE - the location at which a sale is normally made. 
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POLICY - a guiding rule for the conduct of a business. 
 
PRINCIPAL - a sum of money on which interest accrues. 
 
PROFIT AND LOSS STATEMENT - a financial statement showing the income and expenses of a 
business for the period, and the profit (or loss) resulting there from. 
 
PROFIT (NET INCOME) - the excess of revenues over expenses. 
 
PROMISSORY NOTE - a written promise by the maker to pay a certain sum of money on a fixed 
or determinable date to the order of a designated person. 
 
PURCHASE ORDER - used by the purchasing department in placing an order with a supplier. 
 
PURCHASE ORDER DATE - the date the purchase order was prepared by the company. 
 
PURCHASE REQUISITION - a request from someone within the firm to the purchasing 
department for the purchase of goods. 
 
QUANTITY BACK ORDERED - the amount of units of an item that could not be shipped to a 
customer. Could also be the remainder of order not shipped by a vendor. 
 
QUANTITY ORDERED - the number of units ordered of a specific item. 
 
RECONCILIATION OF BANK STATEMENT - the process of accounting for the difference between 
the bank balance, as shown by the bank statement, and the balance shown by the depositor's 
records. 
 
RESERVE STOCK - a supply of warehouse merchandise used to replenish active stock. 
 
ROUTING OF AN ORDER - the specific carrier that has been designated to deliver the vendor’s 
product to the company or the method of shipment requested by customer. 
 
SHIPPING CARTON - a carton containing one or more units of a vendor's product that is 
stamped with a freight seal indicating carton meets shipping standards. 
 
SHIPPING PACK - a carton or package containing one or more units of a vendor’s product that is 
not in a container meeting shipping specifications. 
 
SHIPPING POINT - the point of origin of a shipment. 
 
STOCK CERTIFICATE - printed evidence of ownership in a corporation. 
 
STOCKHOLDER - the owner of one or more shares of the capital stock of a corporation. 
 
SUBSIDIARY - a firm which is owned and controlled by another corporation. 
 
TERMS - conditions of payment in a sale or purchase of merchandise. 
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TRADE DISCOUNT - a discount or deduction from a catalog or list price. 
 
TRANSACTION DATE - the date of any transaction, such as invoice date, credit memo date, etc. 
 
TRANSACTION NUMBER - the number assigned to a specific transaction, such as invoice 
number credit memo number, etc. 
 
TURNOVER - the ratio of stock sales dollars to stock acquisition dollars for a given period. 
 
UNIT OF MEASURE - the designation of measure assigned to an item used when ordering, 
shipping, or billing, (i.e. each, pair, dozen., pound, etc. 
 
VENDOR - the seller. 
 
VENDOR CATALOG NUMBER - the number assigned by a vendor to uniquely identify an item 
produced, such as No. IOOSS Starting Switch. 
 
VENDOR CATALOG NUMBERING SYSTEM - varies with each vendor. Some suppliers use an all 
numeric product coding system. Others, an alpha-numeric system. In some cases, a vendor will 
use an alphabetical code for product or part identification. 
 
VENDOR INVOICE DATE - the date of the specific invoice to be used in accounting control. 
 
VENDOR INVOICE NUMBER - the number assigned by the vendor to a specific transaction for 
accounting control. This number is used by the vendor and by the company to refer to a given 
shipment. 
 
VENDOR ORDER DATE - the date vendor entered a specific transaction or purchase order into 
his system. 
 
WARRANTY - an expressed or implied promise to make good for faults of an item due to poor 
manufacturing control or repair. 
 
WILL-CALL - the place at vendor’s place of business where orders previously received can be 
picked up.  A place where customer arranges to pick up purchase. 
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