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x   ChAPTER  

VISuAl WAlK-ThROuGh

A chapter-opening vignette shows why the topics in the chapter are important to companies 
and  businesspeople.

Learning objectives are the important concepts in each chapter. Expressed in everyday 
 language, these LOs are mapped throughout the chapter, end-of-chapter assessment, and 
 MyAccountingLab; this allows students to accurately track their understanding of each  learning 
objective.

      The interim results posted for Bombardier Inc. 
in April 2009 showed that even with revenues of $4.5 billion and a net income of $158  million, 

the effects of the recent economic downturn were still affecting the operations of this global 

aerospace and rail transportation company. These � gures were down from the $4.8 billion in 

revenues and $229 million in net income recorded in the � rst quarter of 2008.  

 These overall numbers hide the reality that not all of Bombardier’s products were  suffering 

from the recession. In fact, the Bombardier Transportation division increased the percentage of 

its earnings before interest and taxes (EBIT) from 4.9% to 5.6% of sales compared with the same 

period in the previous year. This shows that although the Aerospace division was  experiencing 

cancellations of orders that outpaced new orders, the Transportation division was growing. Pierre 

Beaudoin, president and CEO of Bombardier, stated in a press release issued with the interim 

� nancial statements that the company was continuing to invest in Aerospace and Transportation 

products in order to weather the economic storm at that time. 

 Bombardier Aerospace, touted by the General Aviation Manufacturers Association as the 

market leader in terms of revenues and the number of units of business aircraft delivered to 

customers, is currently developing a new aircraft, the Learjet 85, which is targeted to businesses 

wishing to purchase their own corporate jets. 

 It may appear as though Bombardier continues its operations almost effortlessly. However, 

an economic downturn can heighten the issues that a company faces, and many decisions need 

to be made. How much should be spent on research and development of new  products when 

orders for current models are being cancelled? Is the current manufacturing  design  working 

 ef� ciently? Are there cost-cutting measures that can be implemented during times of reduced 

cash in� ow? In this  chapter    , we talk about many costs: costs that both managers and  management 

accountants must understand to successfully run a business. 

       Sources:  Bombardier Inc. and its subsidiaries     

60
 

2

61

22222222
 Building Blocks of 
Managerial Accounting 

     Learning Objectives 
■ 1  Distinguish among service, merchandising, and manufacturing companies.  

■ 2  Describe the value chain and its elements.  

■ 3  Distinguish between direct and indirect costs.  

■ 4  Identify the inventoriable product costs and period costs of merchandising and 
 manufacturing � rms.  

■ 5  Prepare � nancial statements for service, merchandising, and manufacturing 
companies.  

■ 6  Describe costs that are relevant and irrelevant for decision making.  

■ 7  Classify costs as � xed or variable, and calculate total and average costs at different 
volumes.   

22  2 
  So far, we have seen how managerial     accounting provides information that  managers 

use to run their businesses more ef	 ciently. Managers must understand basic 
 managerial  accounting terms and concepts before they can use the information to make 
good decisions. This terminology provides the common ground through which  managers 
and accountants  communicate. Without a common understanding of these concepts, 
 managers may ask for (and accountants may provide) the wrong information for making 
decisions. As you will see,  different types of costs are useful for different purposes. Both 
managers and accountants must have a clear understanding of the situation and the types 
of costs that are relevant to the decision at hand.  

2
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 Job Costing    137

         Sustainability and Job Costing  
 Job cost records serve a vital role for manufacturers who embrace  sustainability. 
Since job cost records contain information about the direct materials,  direct labour, 
and manufacturing overhead assigned to each job, they capture the  essential resources 
required to manufacture a product. The summary  information on the job cost records 
can be enhanced to provide management with further information about how the 
product or production process may  affect the environment, employees involved in 
the manufacturing process, future consumers of the product, and future disposal of 
the packaging materials and product itself. 

 For example, the direct materials section of the job cost record can be  broken 
down into subcategories that provide management with useful environmental 
 information. Categories might include the following: 

    ■   material inputs that are post-consumer-use or recycled materials  
   ■   toxic versus non-toxic materials  
   ■   packaging materials that can be recycled or composted versus those that will end 

up in a land� ll  
   ■   materials sourced from local suppliers versus those sourced from geographically 

distant suppliers (thereby increasing the company’s carbon footprint)  
   ■   materials that will become waste as a result of the production process  
   ■   materials sourced from companies that embrace fair-labour practices and 

 environmental sustainability  
   ■   materials with heavy fossil-fuel footprints   

 The job cost record could also re� ect the percentage of the end product that can be recycled 
by the consumer. Companies embracing sustainability will also need more  information 
about the speci� c resources that are treated as manufacturing overhead costs, especially 
those that are related to energy and water consumption. To provide better information, 
the accounting system should contain multiple subsidiary MOH accounts based on the 
types of MOH incurred. For example, the company could separately track the following: 

    ■   the amount (and cost) of water used (reclaimed water versus potable water)  
   ■   electricity generated from coal-burning power plants versus wind turbines  
   ■   the amount of fossil fuel versus biofuels used to power forklifts and equipment  
   ■   costs related to emission control, wastewater, and garbage disposal   

 Even property taxes, property insurance, and employee training costs may be 
affected by a company’s journey towards sustainability. Only by separately  measuring 
these costs will management have the information it needs to adequately weigh the 
costs and bene� ts associated with environmental and social responsibility initiatives. 
To provide managers with better information with which to make decisions, job 
cost records could also contain a section estimating the future environmental costs 
 associated with each job. 

 For example, many Canadian provinces have already put legislation in place 
to reduce the amount of potentially dangerous e-waste (electronic waste) in land� lls 
by shifting the end-of-life disposal cost back to the manufacturer. The costs vary by 
 province, so different end-of-life products will bear different costs if a  manufacturer 
sells or ships these products to another province. By bearing the disposal cost, 
 manufacturers should be motivated to design greener products that are repairable, 
more easily recyclable, and have a longer life-cycle. In response to the differing 
 regulations in each province, an industry association, Electronic Product Stewardship 
Canada (EPSC), was founded and includes members such as Hewlett-Packard, 
Microsoft Corporation, and Apple, Inc. The goal of the association is to promote 
harmonization among provincial electronic waste regulatory programs and strong 
environmental standards for the treatment of end-of-life electronics in Canada. More 
information can be found on the EPSC website:  www.epsc.ca . 

 See Exercises 
E3-20A and E3-40B 

NEW!

Sustainability
Sustainability Boxes are integrated into the 

body of each chapter, providing students 
with insight on how sustainability applies to 

 accounting concepts. Related questions are 
 included in the end-of-chapter assessment. 

x
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explain hard-to-understand concepts. Accounting 
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 Building Blocks of Managerial Accounting    69

Costs for Internal Decision Making and External Reporting
Let us look more carefully at how companies determine the costs of one of the most com-
mon cost objects: products. As a manager, you will want to focus on the products that are 

subtract the cost of the product from its selling price. But how do you calculate the cost 
total costs for 

internal decision making and (2) inventoriable product costs for external reporting. Let us 
see what they are and how managers use each type of cost.

Total Costs for Internal Decision Making
Total costs include the costs of all resources used throughout the value chain. For Bombardier, 
the total cost of a particular model, such as the Learjet 85, is the total cost to research, design, 
manufacture, market, distribute, and service that model. Before launching a new model, man-
agers predict the total costs of the model in order to set a selling price that will cover all costs 

We 
will talk more about total costs in Chapter 8, where we discuss many common business deci-
sions. For the next few chapters, we will concentrate primarily on inventoriable product costs.

Inventoriable Product Costs for External Reporting
IFRS and ASPE do not allow companies to use total costs to report inventory balances or 

 standards 
allow only a portion of the total cost to be treated as an inventoriable product cost. 
IFRS and ASPE specify which costs are inventoriable product costs and which costs are 
not. Inventoriable product costs (quite often referred to simply as product costs) include 
only the costs incurred during the “production or purchase” stages of the value chain 

product is sold. Hence, the name “inventoriable” product cost. When the product is sold, 
these costs are removed from inventory and expensed as cost of goods sold. Since inven-
toriable product costs include only costs incurred during the production or purchases 
stage of the value chain, all costs incurred in the other stages of the value chain must be 
expensed in the period in which they are incurred. Therefore, we refer to R&D, design, 
marketing, distribution, and customer service costs as period costs.

4 Identify the 
inventoriable product 
costs and period costs 
of merchandising and 

Assign 
direct and indirect

costs to cost objects

Amount of cost assigned
to the cost object

is very precise

Trace 
direct costs 

to cost objects

Amount of cost assigned 
to the cost object 

is less precise

Allocate 
indirect costs 
to cost objects

EXHIBIT 2-5 Assigning Direct and Indirect Costs to Cost Objects

Period costs are often called “operating expenses” or “selling, general, and 
administrative expenses” (SG&A) on the company’s income statement. Period costs 
are always expensed in the period in which they are incurred and never become part 
of an inventory account.

Accounting Simplified 

Direct versus Indirect 
Costs 

To view, see the Multimedia 
Library in MyAccountingLab.

Stop & Think,
a question-and-answer  section,  encourages 

students to think critically about the 
 application of key concepts.

122   CHAPTER 3

  How Do Manufacturers Determine 
a Job’s Cost? 
 As we have just seen, manufacturers use job costing if they produce unique products or 
relatively small batches of different products. Shaw Group produces each of its products 
individually, so each unit is a unique job. In this section, we will show you how Shaw 
Group determines the cost of producing Job 603, a single gold crown. Gold is used to make 
crowns, or “caps,” to replace damaged portions of teeth because gold does not  tarnish or 
change and wears down in a similar fashion to natural teeth. As we walk through the pro-
cess, keep in mind that many companies record the illustrated documents electronically, 
but the process will be the same.  

  Overview: Flow of Inventory Through a Manufacturing System 
 Let’s take a quick look at how the physical products, as well as costs, � ow through the 
company.  As you learned in  Chapter   2   , manufacturers     such as Shaw Group maintain three 
separate types of inventory: raw materials, work in process, and � nished goods. The cost 
of each of these inventories is re� ected on the company’s balance sheet. 

 As shown in  Exhibit   3-2   , raw materials (RM) inventory is maintained in a storeroom 
within the manufacturing facility until the materials are needed in production. As soon 
as these materials are transferred to the production area, they are no longer considered 
raw materials because they have become part of the work in process. Work in process 
(WIP) inventory consists of all products that are partway through the production process. 

Job Costing

Cost object:

Outputs:

Extent of averaging:

Job

Single units or small batches with
 large difference between jobs

Less averaging—costs are
 averaged over the small
 number of units in a job
 (often 1 unit in a job)

Process Costing

Process

Large quantities of identical units

More averaging—costs are
 averaged over the many
 identical units that pass
 through the process

   EXHIBIT 3-1   Differences between Job and Process Costing       

      Do all manufacturers use job costing or process costing systems?  

Answer: Some manufacturers use a hybrid of these two costing systems if neither “pure” system 
mirrors their production environment very well. For example, clothing manufacturers often mass 
produce the same product over and over (dress shirts) but use different materials in different 
batches (cotton fabric in one batch and silk fabric in another). A hybrid costing system has some 
elements of a process costing system (averaging labour and manufacturing overhead costs 
equally across all units) and some elements of a job costing system (tracing different fabric costs 
to different batches).       

   STOP    THINK & 

2   Understand the � ow 
of production and how 
direct materials and 
direct labour are traced 
to jobs.  

Why Is This Important?
highlights the connection of accounting to 
the business environment so students can 
 better understand the business signifi cance of 
 managerial accounting.

 Job Costing    121

 Each package of Clodhoppers is identical to every other package, so each bears the 
same average cost: $2.50. Once managers know the cost of manufacturing each package, 
they can use that information to help set sales prices and make other business decisions. 
To generate a pro� t, the sales price has to be set high enough to cover the $2.50 per pack-
age manufacturing cost, as well as the company’s operating costs incurred along other 
areas of the value chain (marketing, distribution, and so forth) during the period. 

We will delve more deeply into process costing in  Chapter   5   . For now, just  remember 
    that any company that mass-produces identical units of product will most likely use 
 process costing to determine the cost of making each unit. The following industries and 
companies are further examples of companies that use process costing: 

 ■   Oil re� ning—Nanticoke Re� nery (Imperial Oil), St. John Re� ners (Irving Oil), BP 
(British Petroleum)  

 ■   Food and beverages—McCain Foods Ltd., Kellogg’s, Dare Foods Ltd., General Mills, 
Kraft Canada Inc.  

 ■   Consumer toiletries and paper products—Cascades Tissue Group Inc., Colgate-
Palmolive Canada Inc., Kruger Products Ltd. (Scotties tissues)    

  Job Costing 
 Process costing is used by companies that mass manufacture 
 identical units, whereas job costing is used by companies that 
 produce unique, custom-ordered products or relatively small 
batches of different products. Each unique product or batch of 
units is considered a separate “job.” 

 Different jobs can vary considerably in their use of direct 
 materials, direct labour, and manufacturing overhead costs, so job 
costing accumulates these costs separately for each  individual job. 
For example, Edge Fitness Hydra Fit Mfg. Inc.  manufactures a 
variety of different exercise machines. Edge Fitness has a  limited 
number of products, but they produce them in small, separate 
batches for each customer. Each batch of exercise machines 
 produced is considered a separate job. The Shaw Group of Dental 
Laboratories, as discussed in the opening story, custom manufac-
tures each dental product based on the unique requirements of 
each patient. Since each unit is unique, Shaw Group treats each 
unit as an individual job. Job costing would also be used by 
Bombardier Inc. (airplanes), custom home builders (unique houses), high-end jewellers 
(unique jewellery), and any other manufacturers that build custom-ordered products.    

 Job costing is not limited to manufacturers. Professional service providers such as law 
� rms, accounting � rms, consulting � rms, and marketing � rms use job costing to determine 
the cost of serving each client. People working in trades, such as mechanics, plumbers, 
and electricians also use job costing to determine the cost of performing separate jobs for 
clients. In both cases, the job cost is used as a basis for billing the client. In the appendix 
to this chapter we will study a complete example of how a law � rm would use job costing 
to bill its clients. 

 In summary, companies use job costing when their products or services vary in terms 
of materials needed, time required to complete the job, and/or the complexity of the pro-
duction process. Because the jobs are so different, it would not be reasonable to assign 
them equal costs. Therefore, the cost of each job is compiled separately. We will spend 
the rest of this chapter looking at how companies compile, record, and use job costs to 
make important business decisions. Before moving on, take a look at  Exhibit   3-1   , which 
 summarizes the key differences between job and process costing.   

  Why is this important? 
 Managers need the most 

 accurate cost information 

they can get in order to make good 

business  decisions. They 

choose a  costing  system ( usually 

job costing or  process 
 costing) based on which system 

best � ts their operations. 

NEW!

xi
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Quick Check section is a series of questions 
designed to test student recall of key concepts. 
 Answers are provided in the text.

Almost all questions in the book appear 
on  MyAccountingLab, along with additional 
 interactive resources like videos, animations, and 
resources to help you master managerial  accounting 
concepts. This provides students with the ability to 

re-test  assigned questions or attempt alternative 
 versions of  the same or similar questions to rein-
force  learning.

We have included Group A and Group B 
 Exercises in the textbook so that instructors can 
work through the exercises in one of these groups in 
class and assign the other group as individual work, 
giving students more practice on these key concepts.

xii

Decision Guidelines 

  Capital Budgeting 
 Here are more of the guidelines that Maplewood Equestrian Centre’s managers used as they 
made the major capital budgeting decision to invest in pasture development for grazing. 

 Decision  Guidelines 

  Which capital budgeting 
should we use for this decision?  

 No one method is best. Each method provides a different perspective on the 
investment decision. 

  Why do the NPV and 
IRR  models calculate 
the  present value of an 
 investment’s net cash � ows?  

 All of the cash � ows must be converted to a common point in time because an 
 investment’s cash in� ows occur in the future, yet the cash outlay for the investment 
occurs now. These  methods use the  present  value as the common point in time. 

  How do we know if investing 
in a barn for hay and shaving 
 storage will be worthwhile?  

 Investment in a barn may be worthwhile if the NPV is positive or the IRR exceeds the 
required rate of return. 

  How do we compute the net 
present value (NPV) if the 
investment has equal annual 
cash in� ows?  

 Compute the present value of the investment’s net cash in� ows using Table B: Present 
Value of an Annuity of $1 and then subtract the investment’s cost. 

  How do we compute the net 
present value (NPV) if the 
investment has unequal annual 
cash in� ows?  

 Compute the present value of each year’s net cash in� ows using Table A: Present Value 
of $1, sum the present value of the in� ows, and then subtract the investment’s cost. 

  How do we compute the 
 internal rate of return (IRR) 
if the investment has equal 
annual cash in� ows?  

 Find the interest rate that yields the following annuity PV factor: 

   

Investment’s cost
Amount of each equal net cash inflow

Annuity PV factor =
       

  How do we compute the 
 internal rate of return (IRR) if 
the investment has unequal 
annual cash in� ows?  

 Use trial and error, a business calculator, or spreadsheet software to � nd the IRR. 

  SUMMARY PROBLEM 2 
 Recall from Summary Problem 1 that Zetamax is considering buying a new bar-coding machine. 
The investment proposal passed the initial screening tests (payback period and accounting 
rate of return), so the company now wants to analyze the proposal using the  discounted cash 
� ow methods. Recall that the bar-coding machine costs $48,000, has a 5-year life, and has no 
residual value. The estimated net cash in� ows are $13,000 per year over its life. The company’s 
hurdle rate is 16%. 

  Requirements 

    1. Compute the bar-coding machine’s NPV.   

   2. Find the bar-coding machine’s IRR (exact percentage not required).   

   3. Should Zetamax buy the bar-coding machine? Why or why not?     

 Capital Investment Decisions and the Time Value of Money    757

      MyAccountingLab Visit MyAccountingLab to access audio versions of these Decision Guidelines that you can 
listen to right on your computer or download and transfer to your mobile device.

Recall from Summary Pr
The investment pr
rate of return), so the company now wants to analyze the pr
� ow methods. Recall that the bar� ow methods. Recall that the bar�
residual value. The estimated net cash in�
hurdle rate is 16%.

Requir

1. Compute the bar

2. Find the bar

3. Should Zetamax buy the bar
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  Learning Objectives 
■ 1   Distinguish among service, merchandising, and manufacturing companies.  

■ 2  Describe the value chain and its elements.  

■ 3  Distinguish between direct and indirect costs.  

■ 4  Identify the inventoriable product costs and period costs of merchandising and 
manufacturing � rms.  

■ 5   Prepare � nancial statements for service, merchandising, and manufacturing 
companies.  

■ 6   Describe costs that are relevant and irrelevant to decision making.  

■ 7   Classify costs as � xed or variable, and calculate total and average costs at 
 different volumes.           

  END OF CHAPTER 

   ACCOUNTING VOCABULARY 

  Allocate  (p.  68 )     To assign a portion of an indirect cost to a 
cost object or cost objects.   

  Assign  (p.  68 )     To attach a cost to a cost object.   

  Average Cost  (p.  85 )     The total cost divided by the  number 
of units.   

  Controllable Costs  (p.  82 )     Costs that can be in� uenced or 
changed by management.   

  Conversion Costs  (p.  73 )     The combination of direct labour 
and manufacturing overhead costs.   

  Cost Object  (p.  67 )     Anything for which managers want a 
separate measurement of costs.   

  Cost of Goods Manufactured  (p.  78 )     The cost of manufac-
turing the goods that were � nished during the period.   

  Customer Service  (p.  62 )     Support provided for customers 
after the sale.   

  Design  (p.  60 )     Detailed engineering of products and 
 services and the processes for producing them.   

  Differential Cost  (p.  83 )     The difference in cost between two 
alternative courses of action.   

  Direct Cost  (p.  67 )     A cost that can be traced to a cost 
object and is worthwhile to do so after a cost/bene� t analy-
sis has assessed the cost of tracing the cost and compared 
it with the bene� t received from the additional accuracy.   

  Direct Labour  (p.  71 )     The cost of compensating employees 
who physically convert raw materials into the company’s prod-
ucts; labour costs that are directly traceable to the cost object.   

  Direct Materials  (p.  71 )     Primary raw materials that become 
a physical part of a � nished product and whose costs are 
traceable to the cost object.   

  Distribution  (p.  65 )     Delivery of products or services to 
customers.   

  Finished Goods Inventory  (p.  63 )     Completed goods that 
have not yet been sold.   

  Fixed Costs  (p.  84 )     Costs that stay constant in total despite 
changes in volume.   

  Indirect Cost  (p.  67 )     A cost that relates to the cost object 
but cannot be easily traced to it.   

  Indirect Labour  (p.  71 )     Labour costs that are dif� cult to 
trace to speci� c cost objects.   

  Indirect Materials  (p.  71 )     Materials whose costs are  dif� cult 
to trace to speci� c cost objects.   

  Inventoriable Product Costs  (p.  69 )     All costs of a product 
that IFRS or ASPE require companies to treat as an asset 
(inventory) for external � nancial reporting. These costs are 
not expensed until the product is sold.   

  Manufacturing Company  (p.  81 )     A company that uses 
labour, plant, and equipment to convert raw materials into 
new � nished products.   

  Manufacturing Overhead  (p.  65 )     All manufacturing costs 
other than direct materials and direct labour; also called 
 factory overhead or indirect manufacturing cost.   

  Marginal Cost  (p.  86 )     The cost of producing one more unit.   

  Marketing  (p.  65 )     Promotion and advertising of products or 
services.   

  Merchandising Company  (p.  81 )     A company that resells 
tangible products previously bought from suppliers.   

  Other Indirect Manufacturing Costs  (p.  71 )     All manufac-
turing overhead costs aside from indirect materials and 
indirect labour.   

  Period Costs  (p.  69 )     Cost that are expensed in the period in 
which they are incurred; often called Operating Expenses, or 
Selling, General, and Administrative expenses.   

Accounting Vocabulary lists all the 
bolded terms in the chapter with 
 defi nitions and page references. There 
is also a  complete glossary at the end of 
the book.

Decision Guidelines summarize 
key terms,  concepts, and formulas in the 

 context of specifi c business decisions so that 
students can see how  accounting is used to 

make good business decisions.
Summary Problems allow students

to  practice the skills outlined in the 
 decision guidelines.
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Case Assignments appear in chapters 3 
through 12. They are designed to test the student’s 
 understanding of the concepts in realistic, complex 
scenarios.

Demo Doc Problems and Solutions  appear 
in chapters 3, 5, 7, and 9. These provide walk-
through problems for demonstration and compre-
hension of the concepts.

Case Appendix (MyAccountingLab) This 
 innovative tool will provide students with direction 
on case analysis. Associated with the case appendix 
and found in the MAL are three all NEW Multi- 
Chapter Cases. These situational cases test the 
 student’s  ability to apply multiple managerial ac-
counting  concepts to resolving the scenario. Each 
scenario is a stand-alone case, allowing instructors 
to assign only those cases that are applicable to 
their course.

MyAccountingLab delivers proven results in 
helping individual students succeed.

It provides engaging experiences that  personalize, 
stimulate, and measure learning for each student. 
And, it comes from a trusted partner with 
 educational expertise and an eye on the future. 
MyAccountingLab is the portal to an array of 
learning tools for all learning styles— practice 
questions with guided solutions are only the 
beginning. NEW to MyAccountingLab is
Knewton, the latest  technology in Adaptive 
Assessment for individualized  learning and mas-
tery. Students can access MyAccountingLab at 
www.myaccountinglab.com.

MyAccountingLab can be used by itself or linked 
to any learning management system.

MyAccountingLab provides students with 
a variety of resources including a personalized 
study plan,  assignable Excel simulated  questions, 
tutorials, videos, and animations. In addition, 
select chapters with adapted questions from 
previous CMA entrance exams are supplied on 
 MyAccountingLab, allowing students to see how 
some of the concepts may be examined by the pro-
fessional designations.

xiii

CAPSTONE APPLICATION PROBLEMS
APPLICATION QUESTIONS
A11-47 Collect and analyze division data (Learning Objective 5)

Colgate-Palmolive operates two product segments. Using the company’s website, 
Hint: Look 

Requirements

1. What are the two segments (ignore geographical subsets of the one product 
 segment)? Gather data about each segment’s net sales, operating income, and 
 

2. Calculate ROI for each segment.
3. Which segment has the highest ROI? Explain why.

4. If you were on the top management team and could allocate extra funds to only one 
division, which division would you choose? Why?

APPLICATION CASE
A11-48 Speihler Forest Products

“Speihler is an integrated manufacturer of forest products—lumber, pulp, paper and 
 specialty cellulose—serving customers worldwide. Speihler has operations in North 
America and Europe with some 4,000 employees, is listed on the TSX and has annual 
sales of approximately $2 billion.

Speihler manages nearly 25 million acres (10 million hectares) of Canadian forestlands 
in keeping with responsible forest management practices. And we have earned Forest 

availability of everything we make.”

Barb Huebert is a CMA consultant who specializes in developing performance  evaluation 
plans for corporations. She had just been contacted by the CEO of Speihler Inc. with a 
request to look into the creation of a new performance evaluation tool for Speihler based 
on the new focus toward sustainability. Speihler had just released its Sustainability Report 

overall evaluation process. Barb read the press release for the Sustainability Report, 

notes on how to proceed with the evaluation.

ST. JOHN’S, September 4, 2014 - Speihler today released its 2013 Sustainability Report, a 
detailed update that centres on the Company’s sustainable stewardship of resources.

727

Source: Kletr /Shutterstock

      MyAccountingLab
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xiv   Visual Walk-Through

CourseSmart for Students
CourseSmart goes beyond traditional expectations, pro-
viding instant, online access to the  textbooks and course 
materials you need at an average savings of 60%. With in-
stant access from any computer and the ability to search 
your text, you’ll find the content you need quickly, no 
matter where you are. And with online tools like high-
lighting and note-taking, you can save time and study 
efficiently. See all the benefits at www.coursesmart.com/
students.

Pearson eText
Pearson eText gives you access to the text whenever and 
wherever you have access to the Internet. eText pages 
look exactly like the printed text,  offering powerful new 
functionality for students and instructors. Users can cre-
ate notes, highlight text in different colours, create book-
marks, zoom, click hyperlinked words and phrases to 
view definitions, and view in single-page or two-page 
view. Pearson eText allows for quick navigation to key 
parts of the eText using a table of contents and provides 
full-text search.

Instructor’s Resources

 Integrated Instructor’s  
Resources eText 
Useful Teaching Tips and Resources, identified by 
an apple icon, are easily identified throughout the 
Pearson eText located within MyAccountingLab. In-
structors will find Chapter Overviews and Outlines, 
Teaching Tips,  Assignment Grids, Quizzes, and other 
valuable resources including how to integrate MyAc-
countingLab into your course. Collated versions of 
this resource can also be downloaded in either PDF 
or Word format from the  Instructor Resources page in 
MyAccountingLab.

Other Resources accessible in MyAccountingLab:

 ■ Instructor’s Solutions Manual: This manual contains 
full solutions for all end of-chapter material.

 ■ Instructor’s Resource Manual: Provided in PDF 
format, this manual includes chapter overviews, 
chapter outline, detailed outlines with teaching tips 
tied to learning objectives, chapter student summary 
handouts, chapter assignment grids, chapter quiz 
(designed as a handout that can be printed from 
eText) with answer key.

 ■ TestGen: This powerful and user-friendly computer-
ized test bank has been thoroughly revised to include 
more accurate coverage, new Blooms Taxonomy tag-
ging, and increased difficulty level with the inclusion 
of NEW challenging short answer problems. The test 
bank includes well over 100 questions per chapter, 

 Microsoft Excel™ in 
MyAccountingLab

Instructors have the option to assign students end-of-chap-
ter questions that can be completed in Microsoft  Excel, 
giving students practice using this essential spreadsheet 
software. Questions can be auto-graded, reported to the 
instructor, and displayed in online grade books. Excel re-
mediation will be available to students

To learn more about how MyAccountingLab combines 
proven learning applications with powerful assessment, 
instructors can visit www.myaccountinglab.com.

Premium Online Courseware
Pearson’s MyAccountingCourseTM is a premium online 
course solution that combines fully customizable course 
lessons and tutorials and the personalized homework and 
assessment features of MyAccountingLab. Designed to 
be used in fully online or blended learning environments, 
MyAccountingCourse can accommodate various term 
lengths and includes an integrated eBook and comprehen-
sive Instructor Resource Guide.

Features of MyAccountingCourse Include:

A flexible, customizable solution in which an  instructor may 
add, delete, and reorganize  content. Each  topic-based My-
AccountingCourse  module is built to specific learning out-
comes, and MyAccountingCourse includes a  comprehensive 
Instructor Resource Guide complete with course outcomes, 
lesson objectives, and teaching tips.

 ■ Interactive lesson presentations with a proven learn-
ing model, robust content, and relevant video, audio, 
eBook, downloadable MP3 lectures, and other rich 
media assets.

 ■ Rich MyAccountingLab-based assessment, pre-tests, 
quizzes, homework, and tests.

Study on the Go
Featured at the end of each chapter you will find a 
 barcode providing access to Study on the Go. Study on 
the Go delivers practical study tools directly to your 
smartphone. Now wherever you are—whatever you are 
doing— you can study by listening to audio guidelines, 
quizzing  yourself, or using the awesome Glossary Flash-
cards. Go to one of the sites below to download a free app 
to your smartphone. Once installed, your phone will scan 
the code and link to a website containing Pearson’s Study 
on the Go content that you can access anytime.

ScanLife
http://www.scanlife.com/
NeoReader
http://get.neoreader.com/
QuickMark
http://www.quickmark.com.tw/

NEW!

NEW!
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Visual Walk-Through    xv

with true/false, multiple choice, short answer and 
essay type questions.

 ■ PowerPoint Presentation for instructors and stu-
dents is a highly visual and comprehensive set of 
PowerPoint files with 40 to 60 slides per chapter.

CourseSmart for Instructors
CourseSmart goes beyond traditional expectations, 
 providing instant, online access to the textbooks and 
course materials you need at a lower cost for students. 
And even as students save money, you can save time 
and hassle with a digital eTextbook that allows you to 
search for the most relevant content at the very moment 
you need it.  Whether it’s evaluating textbooks or creat-
ing  lecture notes to help students with difficult concepts, 
CourseSmart can make life a little easier. See how when 
you visit www. coursesmart.com/instructors.

Technology Specialists
Pearson’s Technology Specialists work with faculty 
and campus course designers to ensure that Pearson 
technology products, assessment tools, and online course 

materials are tailored to meet your specific needs. This 
highly qualified team is dedicated to helping schools take 
full advantage of a wide range of educational resources 
by assisting in the integration of a variety of instructional 
materials and media formats. Your local Pearson Canada 
sales representative can provide you with more details on 
this service program.

Pearson Custom Publishing
We know that not every instructor follows the exact order 
of a course text. Some may not even  cover all the material 
in a given volume. Pearson Custom Publishing provides 
the flexibility to select the chapters you need, presented in 
the order you want, to tailor your text to your course and 
your students’ needs. Contact your Pearson Canada Sales 
and Editorial Representative to learn more.

We hope you enjoy Managerial Accounting!
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