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Looking
Foreword

t he more things change, the more they stay 
the same. Bookstore managers and business 
officers alike are familiar with this popular 
and historic phrase. Every term brings new 

students, new textbooks, and new wrinkles in the 
management of a bookstore.
 MBS Textbook Exchange, Inc. understands this 
phenomenon as well. You may have noticed the recent 
facelift we’ve made to our quarterly magazine, now 
called MBS Foreword. And although the name and 
design have changed, you can continue to expect 
the same helpful and essential information found in 
previous MBS publications.
 In this issue you will find stories about both 
changes in the industry, but more importantly, the 
constant MBS provides within it. The increased 
presence of rival buyers on campuses during buybacks 
is giving some bookstores fits. Read how your school 
can fight back on page 12. Also inside are details for 
the fifth annual MBS Systems Users Symposium. The 
event, held every October, offers a tremendous value 
by featuring free training, product announcements, 
entertainment, and networking opportunities for 
our customers. Learn more about the event that is 
providing an ideal training solution in this edition’s 
featured story on pages six and seven.
 These are just a few of the stories you will find 
within this issue. We hope you will enjoy our new 
publication as much as we have enjoyed bringing it 
to you. If you’ll excuse the pun, we look “foreword” 
to continuing to bring you the best and most useful 
content to simplify the essentials of your bookstore.

Brian Butcher,
Editor

Mason CoFFMan, Copywriter

eriC Larson, designer
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1909 1973
As the organization is transformed to a clearing house for moving textbooks, 
Missouri Store Company becomes University Book Services, later changed 
to Missouri Book Services and today is MBS Textbook Exchange, Inc.

1978
MBS becomes first in 
the textbook industry 
to offer toll-free orders.

1985
MBS inherits Barnes & Noble’s 
wholesale division, prompting expansive 
growth and greater market share
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M
BS upgrades the point-of-sale system

 to a total point-of-service system
, the M

BS 
PO

S, further im
proving custom

er service and sim
plifying a bookstore’s operations.

MBS has certainly undergone its share of renaming and 
structural changes since its humble origins. However, two 
things have remained constant: its main facility location in 
Columbia and its involvement in the educational industry.
 Within the very confines of education, however, its 

expertise and core offerings have evolved over the years. 
Initially a school furniture and teacher supply store, the 
company would later become the full provider of textbook 
management products and services that it is today.
 “I can say without a doubt that MBS is second to none 
when it comes to assessing a bookstore’s needs, and then 
subsequently recommending the innovative solutions 
to successfully address them,” said Marketing Service 
Representative Alan Leach.
 With these textbook solutions, MBS aims to simplify 
the essentials of a bookstore’s operations, a tenet of MBS 
business culture since the company’s inception.
 “By enabling managers and staff members to 
concentrate on matters more important to them, like 
administrative duties and tending to their student 
customers, MBS has created a business mindset strongly 
focused on the success of its partners,” Leach said.
 The inventive textbook products the company has 
developed over the years are intrinsically tied to this goal of 
simplifying a bookstore’s business. Such offerings are a direct 
reflection of its proactive business nature, which enables 
MBS to remain on the forefront of the textbook industry.
 “Our innovations are not limited to just introducing 
new products and hardware—it has been, and always will 
be, our position to upgrade current technology so that we 
may best serve our bookstores,” Leach said. “Our dedication 
to innovate is not only to make our company successful, but 
even more importantly, to simplify business for bookstores 
and invest in their success.”

2009

1909
a time well before even the most primitive of 
computers were developed, automobiles weren’t even 
mainstream, and William Taft was the 27th President 
of the United States.
 That same year, a company was being formed by 
two brothers, Boyd and Reuben Lucas, in the small, yet 
bustling college town of Columbia, MO—home to the 
University of Missouri (MU).
 Two college students themselves, the Lucas 
brothers proved to be pioneering businessmen and 
soon partnered with members of the MU faculty to 
establish the Missouri Store Company. It is through 
this business that MBS Textbook Exchange, Inc. can 
proudly trace its roots.
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with a society focused on protecting the 
environment through whatever means 
possible, managing a more eco-friendly 
business has been virtually institutionalized 

as standard practice.
 MBS is certainly no different.  In fact, the company has 
been exhibiting eco-conscious actions for quite some time 
with its extensive recycling program.
 Through partnerships with area recycling companies, 
MBS has salvaged thousands upon thousands of textbooks 
throughout the last several years.
 “MBS has always strived to maintain business practices 
that not only position our customers for success, but just as 
importantly, contribute to the well-being and preservation of the 
environment,” said Internet Commerce Project Manager Kevin 
McKiernan.  “With the volume of unwanted books that exists, 
there’s no reason why as a textbook wholesaler we shouldn’t do 
our part to recycle and be good corporate citizens.”
 Of course, MBS’ recycling efforts aren’t limited to 
textbooks. The company also recycles heaps of scrap paper 
and plastic—namely CDs, DVDs, cases, and VHS tape cases 
that come bundled with educational materials.

 

 McKiernan says those figures will continue to expand 
and that MBS will seek other methods to maintain an 
environmentally-friendly business.
 “We’re always looking for more ways to display our 
environmental consciousness,” he said.  “It’s not only 
something we take pride in as a company, but it also benefits 
the local community—and of course, the world at large, too.”

    MBSCoMMits to 
Recycling

For the 2008 fiscal year 
alone, MBs recycled the 

following amounts:

One Planet Books is designed for bookstores and 
furthers the recycling efforts of MBS.  The collection 
box is an easy means for gathering donated books.

one pLanet Books:



55

272,520 pounds of textbooks
90,390   pounds of scrap paper
13,300   pounds of plastic

introdUCing a UniqUe  

reCyCLing prograM tHat  

CoLLeCts no-VaLUe textBooks 

FroM stUdents to ensUre 

Fewer Books go to waste. 

proCeeds generated FroM 

tHis reCyCLing go direCtLy to 

tHe Bookstore to enHanCe 

reLationsHips on CaMpUs and 

in tHe CoMMUnity.

www.oneplanetbooks.com

one pLanet Books:
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f or bookstores looking 
to maximize value in an 
economic landscape 
where stringent budgets 

are standard, the MBS Systems 
Users Symposium provides not 
only exceptional educational 
opportunities, but several other 
appealing attractions as well.
 Held in Columbia, MO, 
the annual Symposium offers 
unmatchable value in terms of 
textbook management systems 
training for bookstore managers 
and employees who attend. 
Now in its fifth year, the 2009 
Symposium will surely prove  
no different.
 “Symposium is the 
quintessential event for 
bookstore system training,” said 
Manager of Customer Education 
for MBS Systems Marta Hartman. 
“Not only is the training free, but 
we take pride in knowing that 
the more our customers know 
about their systems, the easier 
their jobs become.”
 Regardless of a user’s 
respective level of knowledge 
or familiarity with the system, 
Symposium offers irreplaceable 
training sessions designed to 
educate employees on the 
capabilities of their system and 
everything it can do to help 
simplify bookstore operations.
 For advanced users who 
have attended previous 
Symposiums, MBS is 
offering a new approach to 
comprehensive training this 
year. Called a “Building Block 
Approach,” trainers will start with 
a small concept and expand 
upon it—providing customers 
the most in-depth training on 
a variety of vital topics and 
components.

 MBS Systems Representative 
Rick Curtis says it is this 
advanced training coupled 
with the additional value of 
attending Symposium that has 
bookstores greatly anticipating 
this year’s event.
 “Generally, our bookstore 
partners jump at the chance 
to advance their familiarity 
with MBS offerings,” Curtis said. 
“But when we also give them 
an opportunity to tour our 
state-of-the-art warehouse and 
the rest of our operations, they 
get an even better sense of 
what doing business with MBS is 
all about.”
 If the extensive training and 
facility tours weren’t enough, 
Symposium offers several 
more interesting benefits and 
opportunities.
 Networking with employees 
from other bookstores provides a 
conduit to exchange innovative 
ideas. Additionally, users will be 
able to interact with MBS staff, 
helping to strengthen already 
solid partnerships.
 Finally, the barbeque 
cookout is always a hit with 
those in attendance and 
integrates some entertainment 
value amongst the training.
 “It is the intertwining of 
education and recreational 
activities that makes Symposium 
such a wonderful event for our 
users,” Hartman said. “Not only 
do they gain valuable insight 
into their bookstore system, they 
also get a well-deserved break 
from running their everyday 
operations.”
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eARn yOUR BADgeS

77

 To help build even more excitement for 
Symposium, a cohesive theme is developed every 
year. This year’s theme is Earn Your Badge at the 
2009 MBS Systems Users Symposium. A guide to 
bookstore success, this event will be centered 

on the experience of Boy Scouts or Girl 
Scouts—who, just like bookstore employees, 

utilize education as a foundation for growth.  
 Those in attendance will be earning commemorative 
merit badges for completing the various training sessions 
and participating in other Symposium activities. As a 
primary component of the theme, the badges will 
serve as a testament to the valuable education 
one receives at Symposium as well as 
sentimental keepsakes.
 In terms of entertainment, attendees 
will enjoy a night full of great barbeque, 
music, and fun at the Campfire 
Cookout. Held the second night 
of Symposium, the Campfire 
Cookout is also a great way to 
interact with other bookstore 
staffs and MBS employees 
to spark innovative ideas.

For more inFormation about this year’s symposium,  

visit www.mbsbooks.com/symposium.

USERS
SYMPOSIUM

CAMPFIR
E

COOKOUT

2009
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i nvesting in new bookstore technology should always 
warrant careful consideration as bookstore managers 
undoubtedly want to get the most bang for their buck.
 Stores looking to make the ultimate investment 

should look no further than the MBS Point of Service system.
 The MBS POS transforms a typical point-of-sale register 
into a platform capable of providing expanded customer service.
 “With the MBS POS, a point-of-sale becomes a total 
point-of-service,” said MBS Vice President of Systems 
David Henderson. “Bookstore employees are empowered to 
do more for customers than ever before—all from a single 
sales terminal.”
 The MBS POS offers an electronic payment solution 
(EPS) application with redundant dial back up. If the 
high-speed internet (IP) connection is interrupted, the 
system automatically switches over to dial-up. Once the IP 
connection is restored, the system automatically returns to 
high speed to ensure all transactions go through with no 
user intervention required.
 The MBS POS is also Visa PA-DSS compliant, which 
provides bookstores the highest transaction security 
available to prevent credit card fraud for customers.
 “A POS is simply the most important investment for 
bookstore retailers,” Henderson said. “Bookstore managers 
should feel confident that their POS is giving them 
everything they need from a customer servicing standpoint, 
and that’s just what the MBS POS does.”
 Henderson added a bookstore needs to have trust in 
its POS system because without it even the simplest sales 
transactions are not possible.
 “This is where the tender comes from, so if your POS is 
not working, your store isn’t working.”
 Henderson said the POS provides even more utility as it is 
one of the only pieces of cutting-edge technology a bookstore 
can physically showcase to its customers inside the store.
 “Customers often associate successful, thriving 
businesses with having new technology and innovative 
products,” he said. “Students will certainly notice the quicker, 
more expansive customer service they experience when 
shopping in stores that have employed the MBS POS.”

P O S 
i n V e s t M e n t

seCUre
With Visa PA-DSS compliancy and 
IBM’s proprietary technology, the MBS 
POS ensures bookstore information will 
be kept safe and that customers receive 
heightened transaction security.

 adaptaBLe
The MBS POS provides expanded 
services through better, more flexible 
programming as bookstore employees 
may access more applications right from 
the cash register.

ConneCted
Powered by the Windows operating 
System, the MBS POS offers Internet 
connectivity as well as access to MBS 
Web applications.

you can review all of the capabilities of 
the MBs pos at this year’s symposium



    Textbook Trader Bulletin Board has been an MBS 
offering for a while,” Propst said. “But what we like 
to emphasize to our partnered bookstores is that it’s 
available, effective, and best yet—free.

f or bookstores looking to maximize revenue during 
trying economic times, it might seem ironic to think 
no-value inventory could provide additional profit.
 However, Textbook Trader Bulletin Board, a free 

service provided by MBS, attempts to generate just that by 
connecting customers with no-value stock to other stores that 
are seeking hard-to-find titles to place on bookstore shelves.
 “At MBS, our primary goal is to ensure our bookstore 
customers are as successful as possible,” said Dave Propst, 
Vice President of Wholesale. “One way we can help 
guarantee that success is seeking simple, yet strategic ways 
to increase their profits as well as the overall textbook mix.”
 While other companies provide similar services, Textbook 
Trader Bulletin Board simply offers the most value. More 
importantly, it is completely free of charge. Competitors’ 
services, on the other hand, are often quite expensive with all 
of the associated software and support charges.

 Textbook Trader Bulletin Board enables bookstores to 
post seemingly valueless stock on a national online listing 
service that other bookstores may access. Bulletin Board 
subsequently lists the titles a bookstore sends and allows it to 
set the selling price for a period of 30-120 days.

 Additionally, the selling bookstore can list other 
pertinent information about the titles that might be of 
interest to the buyers.
 Stores looking to buy these titles simply search by ISBN, 
author, title, keyword, or publisher. Titles listed by multiple 
stores will also have individual listings so bookstores can 
seek the best deal.
 “This is a service that just makes sense in this economic 
climate,” Propst said. “What makes this service valuable for 
our customers is that it’s free and easy. Our customers like it 
that way.”

BULLetin Board MateriaL
SERVICE GIVES BOOKS A SECOND CHANCE AT VALUE

TexTBook Trader 
offerS added value 
and PoSSiBiliTieS
Another valuable service MBS offers its partnered 
bookstores for free is Textbook Trader.  Closely 
related to Bulletin Board, Textbook Trader enables 
bookstores to earn extra revenue on non-returnable 
inventory that has no published wholesale value.

With a database consisting of more than 600,000 
titles, bookstores can seek profit, almost effortlessly, 
on the following types of titles:

. non-returnables

. university and Small Press Titles 

. new editions Pending

. old editions  

. out-of-Print Titles

. Trade Titles

Textbook Trader is another resource MBS partners 
have on hand to maximize their business ventures, 
and is accessible on to the MBS Service Center at 
http://servicecenter.mbsbooks.com. 99
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e very bookstore manager knows buybacks are 
integral to bookstore success—both in terms of 
accumulating as many used textbooks as possible 
and attracting loyal student customers.

 What can be problematic at times, however, is enticing 
those students to sell back their textbooks to bookstores in 
the first place.
 Stores looking for compelling ways to ensure a successful 
buyback should look no further than Carnegie Mellon 
University’s bookstore’s example.
 Led by its enterprising Book Department Manager, 
Ali Haimson, the CMU bookstore devised a plan to spread 
buyback awareness by utilizing current MBS offerings, 
ingenuity, and a little foresight—all despite the fact her store 
was restricted from sending emails directly to students 
regarding the buyback itself.
 Haimson employed a vital Focus on Faculty component, 
strengthening relationships with faculty members in order 
to facilitate earlier adoptions. This consequently increased 
demand for certain titles, equating to more retail dollars. 
Even more importantly for the students, early adoptions 
drove up the buyback prices for those same titles.
 “Higher prices paid out to students for their textbooks 
not only lowers the perceived costs associated with buying 
those textbooks at the beginning of the semester, it also does 
wonders for keeping students returning to your bookstore,” 
said MBS Territory Manager Sandee Tomeo.
 One of the more resourceful decisions Haimson made 
during the campaign was her use of the MBS inSite Web 
Commerce Solution to contact those students who had 
previously made purchases through inSite to notify them 
of buyback—ostensibly avoiding the restriction on student 
email solicitation.
 “Capturing email addresses from students is incredibly 
important,” Haimson said. “We heard a lot of positive 
comments at the buyback table, and I think that the 
students appreciate being in the know about buyback dates 
and locations.”
 Haimson also made use of popular social networking sites 
to further increase buyback awareness among the students.
 For example, she posted messages on a popular student 
message board called “misc market”—a forum students 

often visit several times a day to post items they have for sale 
or are looking to buy, as well as to indicate events going on 
around campus.
 She coupled those messages on the student forum with 
the use of the bookstore’s Facebook and Twitter pages.
 “These days, this is the best way to get the attention of 
students on your campus,” Haimson said.
 A final element to CMU’s buyback success was what 
Haimson considers getting creative with the promotional 
budget and thinking outside of the box.
 Her store utilized a recognizable promotion with a local 
bakery that provided free gourmet cupcakes to students 
who sold their books back, and spread the word about the 
promotion by hanging up flyers around campus.

 They were very eye-catching, and once the 
students started reading the flyers, they were 
made aware of the buyback dates and locations,
                                                                             Haimson said.

 While by no means a blueprint for all bookstores to 
follow, Carnegie Mellon University’s bookstore buyback 
success proves that using all the provided promotional 
resources along with some creativity and inventiveness goes a 
long way in generating increased volume at buyback.

SWeeT SUcceSS
ingenUity driVes CMU BUyBaCk
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u sed textbooks have always 
been a highly sought 
after commodity. Now, 
however, the tactics of 

some companies seeking to attract 
students and their used textbooks 
away from the college bookstore is 
starting to change, oftentimes using 
unscrupulous practices.
 According to recent MBS Textbook 
Exchange survey data, college 
bookstores are dealing with rival buyers 
more than ever before. Thirty-five 
percent of bookstores responded that 
rival buyers are either becoming more 
prevalent on campus or are already a 
drain on their financial success.

 Rival buyers include any group 
that competes with the bookstore’s 
buyback. These groups could be 
anything from established brick and 
mortar organizations with a permanent 
location on campus to groups that 
operate underneath a small tent or 
outside the back of a conversion van.
 “Bookstores from across our 

region are starting to notice these 
rogue buyers more and more,” 
Northeast Regional Manager Jim 
Ladzinski said. “The bookstore isn’t 
typically accustomed to dealing with 
competition on campus, especially 
from these people who show up around 
buyback season and then just vanish.”
 One organization sends its 
representatives into dorm rooms with 
mobile devices and cash to purchase 
textbooks. For most schools, this is 
a direct violation of policy, but that 
doesn’t stop these organizations 
from soliciting on campus property. 
Therefore, bookstores must be vigilant 
about these groups as not only are they 

violating campus regulations, but are 
also a burden to the financial success of 
a bookstore’s own buyback.
 “There are things a bookstore 
can do to ensure these kind of 
tactics don’t succeed on its campus,” 
Ladzinski said. “Some schools have 
crafted cease and desist letters to 
make sure these groups know they, 

and their tactics, aren’t welcome.”
 Although some groups and their 
tactics may not be welcome on campus, 
it is accepted within the industry 
that these groups are here to stay. 
Therefore, college bookstores must get 
accustomed to the prospect of facing 
competition for used textbooks. Rival 
buyers oftentimes offer higher buyback 
prices on popular textbook titles to lure 
students to their location, but make up 
for that by offering lower prices on less 
popular titles. Practicing a refined retail 
pricing strategy is one way to ensure 
these rival buyers don’t gain any edge.
 “A lot of bookstores are learning 
that if you offer strong, even prices, 

such as $35 for a textbook instead 
of $33.50, that they are more than 
making up the difference because 
more students are willing to sell their 
book back,” Ladzinski said. “The key to 
ensuring students don’t flock to other 
buyers is giving them a fair price for 
their books while showing them that 
they are valued as a customer.” 

 riVaL BUyers go 

R O g U e  
U

SE
D

   “The key to ensuring students don’t flock to other  
            buyers is giving them a fair price  for their books while 
showing them that they are valued as a customer.”
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   “The key to ensuring students don’t flock to other  
            buyers is giving them a fair price  for their books while 
showing them that they are valued as a customer.”

REP PERsEvEREs DEsPitE iNJURY
 For many bookstores, buybacks are perhaps the busiest time 
of the year. Long lines of students form awaiting the start of 
buyback, hoping to sell their used textbooks back quickly and 
for the most money. At the same time, bookstore staffs work 
diligently, ensuring the buyback goes smoothly and successfully.
 For MBS territory managers, buybacks are equally as busy. 
For Esther Rosner, though, last winter’s buyback season was a 
time to show her commitment to the bookstores on which she 
calls, no matter the circumstances.
 Rosner, an MBS territory manager for the Southeast region, 
suffered a unique accident while working on her house last year. 
After falling from a ladder, Rosner needed emergency surgery 
on her right ankle after suffering a compound fracture.
 Unfortunately for Rosner, the injury and subsequent 
surgeries amounted to much more than a minor inconvenience. 
Rosner spent 36 days in the hospital and has required 12 
surgeries to date. While working from her hospital bed, Rosner 
arranged for staffing at buybacks, took care of advertising, and 
fielded customer phone calls.
 Later, confined to what she called her “home office-bed” for 
a prolonged period of time, Rosner continued to work to serve 
the needs of her customers.
 “It takes a really special person to be able to do what she 
did,” Dave Propst, Vice President of Wholesale, said.  “MBS and 
the bookstores she works with are lucky to have her.” 
 Even after Rosner was able to return to the office and 
resume traveling to call on customers, her condition precluded 
her from flying. Instead, Rosner, with the help of her husband-
turned-chauffer, Steve, began driving to visit customers. 
 “When I was finally able to get out to see everyone, that was 
great,” Rosner said. “I rode in the backseat of the car with my leg 
propped up with five pillows the entire way. It caused some pain, 
but I wanted to get out there to show everyone I was still kicking.” 
 Although Rosner was back calling on customers, kicking 
anything would have been a painful experience. One of the 
surgeries Rosner underwent was to set her compound fracture, 
leaving her with an external fixator, a device that holds bones 
together with screws, from her foot to just below the knee. 
 Now Rosner is getting closer to her old form. She has traded 
in the external fixator and the accompanying walker for an 
orthotic that fits in her right shoe and a temporary cane.
 “Sometimes, in life and business, it’s the smallest things,” 
Rosner said. “I get to wear matching shoes now to visit my 
customers. It’s important to appreciate all the small things.”

Esther Rosner 
remains committed 
to her bookstore 
clients despite 
having to work from 
home after an injury.  
Rosner celebrates 25 
years of working for 
MBS this year.
“I have always 
thought it was 
important to show 
customers how much 
we care about their 
success,” Rosner said. 
“It was just super for 
me to be able to go 
out there and show 
them we care.”

CommitmentcOMMiTMenT
                                                    MBs HigHLigHts     +
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ReSOURceS 
MATeRiAlize 
fOR BUyBAck
 Marketing key to sUCCess

1515

bookstores looking 
for more appealing 
ways to encourage 
students to 

participate in buybacks will have 
a little something extra to look 
forward to during this year’s 
Users Symposium.
 MBS will be unveiling a new 
series of marketing tools for 
in-store buybacks that aim to cut 
through the advertising clutter 
and clearly communicate the 
benefits of buyback participation 
to students.
 Buyback season is an 
essential time for bookstores 
in terms of obtaining used 
inventory. Additionally, 
it provides a compelling 
opportunity to capture loyal 
customers when students feel 
they are compensated fairly for 
selling back their textbooks.
 The new promotional 
pieces will serve to bolster 
this value for bookstores, 
helping ensure students return 

to campus bookstores for 
the entire duration of their 
collegiate careers.
 “These marketing resources 
will entice students to visit 
bookstores not just during 
buyback, but throughout the 
school year,” said MBS Marketing 
Material Production Supervisor 
Wendy Gish. “We hope to 
provide bookstores with the 
tools to increase the loyalty and 
comfort students feel with their 
bookstore so they will make the 
bookstore the first option when 
selling back their textbooks.”
 Featuring materials such 
as brochures, posters, emails, 
and other creative promotional 
ideas, MBS will have everything 
bookstores need for successful 
buyback marketing.
 “We’re working hard to 
provide the marketing materials 
for bookstores to use to increase 
their buybacks,” Gish said. 
“Bookstores that aggressively 
market buybacks have great 

success. We want to help every 
bookstore enjoy that success.” 
 An example of one of the 
new resources MBS will provide 
to partnered bookstores is a 
series of customizable emails 
to send directly to student 
customers. Emails explaining 
the buyback process, unique 
promotional opportunities, 
and specific buyback dates are 
included. Additionally, and 
perhaps even more importantly, 
are methods bookstores can 
use to capture student email 
addresses so that each bookstore 
can communicate effectively 
with customers.
 Improving the marketing 
materials stores can use to 
promote buyback is another way 
MBS exemplifies dedication to its 
partnered bookstores’ successes. 
Be sure to look for more 
information and samples 
of these new buyback 
materials at Symposium.



as a bookstore manager, your focus is on running 
your store, not on individual nuances like man-
aging a computer service center. that’s why you 
have access to an expanded hosting model that 
eliminates the complexities of handling a server—
allowing you to concentrate on the more essential 
aspects like the retail side of your operations.

at MBS, we pride ourselves on delivering you 
all the tools you need to continue making your 
bookstore a vibrant part of your student cus-
tomers’ college experience. our hosting model is 
just one of many innovative resources that help 
you accomplish that, while also granting you the 
freedom to do what you do best.

expanded hosting solutions from mbs
your bookstore—untangled

To see other services that enable you to focus on managing your bookstore,  
simply visit www.mbsbooks.com

EN
 TANGLEDin-store servers tying your schedule up in knots?


