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Looking
Foreword

f or so long, the axiom for most businesses 
has been “the customer is always right.”  And 
although the saying holds true today, another 
phrase may be more apt: “the customer is 

always changing.”
 Bookstore customers who make up this millennial 
generation, often called Generation Y, now demand 
faster service, immediate communication, and instant 
satisfaction; all the while remaining socially and 
environmentally conscious. With that understanding, 
MBS Textbook Exchange has worked tirelessly to stay 
out in front of the needs of your customers.  
 The MBS POS serves as the ultimate tool for 
customer service by providing the capabilities to handle 
almost any customer need from a single sales terminal 
and, just as importantly, by doing so at record speed. 
The MBS POS will once again be on display at this year’s 
CAMEX at the MBS booth, but you can get an early 
preview of the POS and how it has taken the University 
of Oregon Duck Store to new levels on Page 8. 
 In addition to offering solutions for customers 
right at the register, MBS is preparing bookstores to 
satisfy the needs of the Higher Education Opportunity 
Act (HEOA).  Read how MBS is helping bookstores 
comply with HEOA through our Web commerce 
solution on Page 6. On Page 12, bookstores can 
learn how one bookstore manager used Facebook to 
communicate and build loyalty with his customers. 
And on Page 15, read how MBS is supplying student 
customers a chance to do something socially 
responsible by donating their no-value textbooks in 
lieu of throwing them in the trash. 
 Read these stories and several more inside this 
issue. And for even more in-depth information on any 
and all services from MBS, make sure to come see us at 
this year’s CAMEX. We hope to see you there.

Brian Butcher,
Editor

Mason CoFFMan, Copywriter

eriC Larson, designer22
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a uthor Max Forman once said, “Education seems to 
be, in America, the only commodity of which the 
customer tries to get as little as he can for his money.”
 For those who attended the 2009 MBS 

Systems Users Symposium, however, that saying couldn’t be 
further from the truth as customers eagerly received a wealth 
of free education.
 Held on Oct. 20-22 in Columbia, MO, Symposium 
provided the customary training sessions, networking 
opportunities, and product demos designed to simplify a 
bookstore’s business.
 More importantly, this year’s Symposium built on the 
success of previous events and produced the largest turnout 
ever with 230 in attendance. 
 Marta Hartman, Manager of Customer Education for 
MBS Systems, said the record attendance came as a bit of a 
surprise because of the current economic climate. 
 But despite the struggling economy and the associated 
travel restrictions many customers experienced, Hartman 
acknowledged the turnout exemplifies how much bookstores 
appreciate Symposium.
 “Our customers value education and being well-versed 
on all of their MBS offerings that help drive their business,” 
she said. “They realize the more they learn about their 
business, the easier their job becomes, so when this kind of 
training is available for free, it’s pretty hard to resist.”
 This year’s training sessions featured a new format. 
Called a “Building Block Approach,” session leaders began 
with a small concept and expanded upon it to provide 

scouts 
honor: 
syMposiuM 

deLivers vaLued 

training

customers in-depth training on numerous bookstore topics.
 To help create excitement and give this year’s Symposium 
a refreshed look, MBS developed a cohesive theme. Titled, 
“Earn your badge,” the theme centered on the experience 
of Boy Scouts or Girl Scouts, who, just like bookstore 
employees, use education as a foundation for growth.
 As a major component of the theme, those in attendance 
earned commemorative merit badges for completing various 
training sessions and participating in other Symposium events.
 The badges served as souvenirs as well as a testament to 
the education one receives at Symposium and proved to be a 
major hit.
 “You can never put a dollar value on the relationships, 
the sharing of ‘what works at our store’ and the connected 
feeling that came out of this Symposium,” one Symposium 
attendee said.
 Of course, another appealing benefit of Symposium 
is the entertainment value, including the opening 
cocktail reception and the Campfire Cookout that 
provided lively entertainment, terrific food, and 
a chance to interact with MBS staff.
 “Not only did customers receive 
irreplaceable training, but they also got 
a break from their day-to-day duties 
to relax, have some fun, and 
strengthen relationships with 
MBS and their bookstore 
peers,” Hartman said.
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f or more than 80 years, the annual Campus Market 
Expo (CAMEX) has served as an ideal event for the 
college retail industry. The 2010 CAMEX, held March 
12-15 in Orlando, FL, will prove no different, and 

MBS will be present with a wealth of enticing offerings for 
those in attendance.
 “We’re really excited about showcasing several of our 
valuable tools and services at CAMEX to exemplify how 
MBS can simplify the essentials of the college bookstore retail 
business,” said Executive Vice President of MBS Wholesale 
and Systems David Henderson.
 MBS will feature its innovative hosting model, designed 
to alleviate a bookstore’s computer server concerns by 
housing all MBS applications, including the full suite of 
general merchandise and financial applications.
 Hosting enables MBS to serve as an extension of a 
bookstore’s textbook department by simplifying all aspects 
of managing course materials. From adoptions to buyback, 
the hosting model provides additional client services from 
an application support standpoint as well as Textbook 
Management Services. Best of all, MBS handles all of the 

maintenance and upgrading tasks involved with hosting.
 “A bookstore manager’s focus should not be on managing 
a computer service center, but rather, managing the store and 
serving customers,” said Henderson. “That’s why we deliver 
this hosting model to our partners and will proudly highlight 
its efficacy at CAMEX.”
 To further that focus on customer service, MBS will 
also have its Point of Service (POS) and Electronic Payment 
System (EPS) solutions on display for demonstrations. 
 MBS started installing the MBS POS/EPS in campus 
bookstores across the country nearly a year ago and 

ORLANDO
MAGIC

continues to integrate new features that solidify its position 
as the ultimate resource for customer servicing. 
 One of those features is the new customer signature 
capture, which MBS will unveil at CAMEX. Designed to 
increase speed at checkout, this faster signature capture, 
when combined with a card swipe feature that allows the 
customer to swipe his or her card anytime during the 
transaction, will keep lines at registers moving to minimize 
sales transaction times. 
 The customer signature capture provides savings on 
receipt paper as bookstores receive an electronic copy of the 
customer’s signature, precluding the need to store a physical 
receipt. The feature also provides increased transaction 
security, ease in sales reporting, and ease in retaining and 
accessing store data.
 MBS is also offering a set of customer training sessions to 
further amplify the value of attending CAMEX. Featuring an 
in-depth look at a variety of crucial bookstore topics, these 
training sessions will educate attendees on how they may 
strengthen their bookstore operations. Better yet, the training 
is completely free of charge.

 A key educational program MBS is providing is the MBS 
HEOA Road Map. This program will educate bookstores on 
how the MBS system supports the compliance requirements, 
as well as features that allow the bookstore to provide 
information and services that go well beyond the basic 
HEOA compliance standards.
 “A primary objective of MBS business culture is ensuring 
customers are sufficiently educated on our products and 
services,” Henderson said. “So anytime we can offer some free 
training, we’re always more than willing to provide it and our 
customers are always happy to participate.”

register for the CaMex training sessions  
by visiting www.mbsbooks.com/allsystemsgo

MBs to
showCase
hosting
soLution
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Maximize your CaMex experience by visiting MBs at booth 985 and 993 to see all of the 
products and services we will have on display that simplify the essentials of your bookstore business. 
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t he deadline for complying with the Higher Education 
Opportunity Act of 2008 (HEOA) is approaching, and 
college bookstores are preparing for the responsibility 
of fulfilling requirements to help students find the 

most affordable textbook options.
 While the law states bookstores are an integral part of 
HEOA, they’re certainly not alone in the endeavor with MBS.
 “We have always strived to stay out in front of the 
requirements of HEOA and its renewals,” said MBS General 
Manager of Support Services Sarah Shiflett. “Over the years, we 
have developed the resources designed to help our bookstores 
easily satisfy the requirements set by the legislation.” 
 Since 2000, MBS has provided the Registrar Link feature 
on its Web commerce solution, MBS Systems inSite. The 
feature allows students to move directly from a school’s 
online registrar site to inSite with a single mouse click, and all 
course material information populates automatically for the 
student by course and section number—including the ISBNs 
and pricing for all conditions of the textbooks offered.
 Students may also view images of textbook covers 
through Registrar Link and inSite to ensure they purchase the 
correct textbooks when looking up ISBNs on the institution’s 
registration site or online course catalog. And while 
competitors often charge for such images, MBS provides 
them for free.
 To help facilitate textbook adoption information between 
faculty and campus bookstores, another HEOA condition, 
MBS offers Faculty Center Network (FCN).
 FCN provides a wealth of bibliographic information 

on more than 600,000 textbook titles to ensure faculty 
members make informed decisions about their adoptions. 
And by integrating with inSite, faculty can seamlessly send all 
adoption information electronically to their MBS textbook 
management system.
 “The service facilitates on-time adoptions, and by doing 
so, it also gives a bookstore the chance to increase its used 
textbook volume,” Shiflett said. “It makes sense for the 
bookstore to be the source of information on textbooks.” 
 While not a requirement, HEOA highly encourages 
institutions with textbook rental programs, used textbooks, 
guaranteed buyback programs, or other methods of 
delivering content like eBooks to publicize information about 
their availabilities. 
 Not only does MBS provide these programs, including 
the industry’s first fully integrated textbook rental program, 
a comprehensive eBook solution with Universal Digital 
Textbooks, and full buyback support services, the company 
also helps campus bookstores promote them with profession-
ally-produced marketing materials.
 Shiflett said providing these programs and the numerous 
solutions to help partners meet HEOA requirements is an 
extension of MBS’ efforts to simplify the essentials of the 
bookstore business.
 “We strive to make our customers’ jobs easier in 
whatever manner possible—that’s why we’re here,” she said. 
“Providing tools to comply with HEOA highlights our 
dedication to our customers’ success and our commitment to 
our customers’ students.”

2008 provisions to take eFFeCt JuLy 1

MBS ReADIeS StOReS 
fOR HeOA CHANGeS

H. R. 4137 

One Hundred Tenth Congress 
of the 

United States of America 
AT THE SECOND SESSION 

Begun and held at the City of Washington on Thursday, 
the third day of January, two thousand and eight 

An Act 
To amend and extend the Higher Education Act of 1965, and for other purposes. 

Be it enacted by the Senate and House of Representatives of 
the United States of America in Congress assembled, 
SECTION 1. SHORT TITLE; TABLE OF CONTENTS. 

(a) SHORT TITLE.—This Act may be cited as the ‘‘Higher Edu-
cation Opportunity Act’’. 

(b) TABLE OF CONTENTS.—The table of contents for this Act 
is as follows: 

Sec. 1. Short title; table of contents. 
Sec. 2. References. 
Sec. 3. General effective date. 

TITLE I—GENERAL PROVISIONS 
Sec. 101. General definition of institution of higher education. 
Sec. 102. Definition of institution of higher education for purposes of title IV pro-

grams. 
Sec. 103. Additional definitions. 
Sec. 104. Protection of student speech and association rights. 
Sec. 105. Treatment of territories and territorial student assistance. 
Sec. 106. National Advisory Committee on Institutional Quality and Integrity. 
Sec. 107. Drug and alcohol abuse prevention. 
Sec. 108. Prior rights and obligations. 
Sec. 109. Diploma mills. 
Sec. 110. Improved information concerning the Federal student financial aid 

website. 
Sec. 111. Transparency in college tuition for consumers. 
Sec. 112. Textbook information. 
Sec. 113. Database of student information prohibited. 
Sec. 114. In-State tuition rates for Armed Forces members, spouses, and dependent 

children. 
Sec. 115. State higher education information system pilot program. 
Sec. 116. State commitment to affordable college education. 
Sec. 117. Performance-based organization for the delivery of Federal student finan-

cial assistance. 
Sec. 118. Procurement flexibility. 
Sec. 119. Certification regarding the use of certain Federal funds. 
Sec. 120. Institution and lender reporting and disclosure requirements. 

TITLE II—TEACHER QUALITY ENHANCEMENT 
Sec. 201. Teacher quality enhancement. 

TITLE III—INSTITUTIONAL AID 
Sec. 301. Program purpose. 
Sec. 302. Definitions; eligibility. 
Sec. 303. American Indian tribally controlled colleges and universities. 
Sec. 304. Alaska Native and Native Hawaiian-serving institutions. 
Sec. 305. Predominantly Black Institutions. 
Sec. 306. Native American-serving, nontribal institutions. 
Sec. 307. Assistance to Asian American and Native American Pacific Islander-serv-

ing institutions. 
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see how MBs insite equips your Bookstore’s weB site to Meet the requireMents of heoA  
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With an expansive operation covering 11 locations, the 
University of Oregon Duck Store needed a point 

 of sale that supported its entrepreneurial  
drive and focus on customer service.

FOR THE DUCK STORE,  
THE MBS POS FIT THE BILL. 

DuCk 
StORe 
SOARS 

with MBs pos
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university oF oregon duCk store at a gLanCe

p icture a power outage at a campus bookstore 
during store hours. Imagine the chaos for 
employees as they struggle with interrupted or lost 
transactions; the frustration for customers  

        unable to make a purchase; and the overall headaches for  
         a bookstore manager as he or she attempts to restore order.
 Fortunately for the University of Oregon Duck Store, 
such possible tribulations are a thing of the past.
 Last August, The Duck Store and MBS Textbook 
Exchange began installing the new MBS Point of Service 
(MBS POS). On the third day of implementation, MBS 
representatives and team members from The Duck Store were 
preparing to test the built-in failover program for credit card 
authorizations, a component that ensures sales transactions 
go through even during an Internet network disconnection. 
 Right before the store purposely disconnected from its 
network to run the test, however, a massive power outage 
occurred throughout its portion of campus. Despite the lack 
of power, Duck Store Chief Financial Officer Rhonda Stoltz 
was amazed to find some registers were still up and able to 
process credit cards with the MBS POS.
 “I called (then MBS Director of In-store Client Services) 
Kelly Bullock and incidentally told her, ‘we’re doing the 
backup test on credit cards right now—our Internet 
connection is down!’” Stoltz said. “Despite the unplanned 
disconnect from the Internet, our registers were still running 
and we were able to take credit cards.”
 At that moment, Stoltz realized that with such reliable 
equipment driving her store operations, she and The Duck 
Store had made the right investment. 
 “The MBS POS has very much exceeded our 

expectations,” Stoltz said. “What soon became apparent to us 
is the MBS POS is so intuitive, you almost don’t even need to 
read the manual to know how to operate it.” 
 It is that instinctive and dependable framework that 
would attract The Duck Store team to the MBS POS.
 The Duck Store is a dynamic operation, serving 20,000 
students at its 45,000 square foot on-campus location alone. It 
also has 10 additional satellite locations, generating a balanced 
business consisting of approximately one-third textbooks, 
one-third sportswear, and one-third computer technology.
 Due to this expansive operational size, maintaining an 
impeccable level of customer service is paramount for The 
Duck Store. 
 Jim Williams, Duck Store General Manager, added the 
entrepreneurial nature of The Duck Store team members 
and the store’s emphasis on customer service is what allowed 
it to initially expand into the sportswear and computer 
technology markets, and also led to the formation of the 
various satellite locations.
 However, prior to installing the MBS POS, The Duck 
Store was experiencing difficulties with its then current 
system, specifically with the credit card feature causing 
settlement problems and reconciliation differences in 
addition to frequent network disconnections.
 Such difficulties occasionally led to longer customer 
lines as employees were preoccupied with fixing these 
entanglements, therefore interrupting them from addressing 
their primary task—satisfying customers.
 As a result, Williams challenged his team to find a 
point of sale system that supported the customer focus and 
entrepreneurial spirit of The Duck Store and would help take 

FOR THE DUCK STORE,  
THE MBS POS FIT THE BILL. 

CaMpus 

enroLLMent:  

20,000 students

on-CaMpus  

store size:  

45,000 sq. Ft.

staFF size  

FaLL oF 2009:  

380 employees

saLes registers/

Lanes in store:  

64 lanes

totaL  

sites  
(inCLuding sateLLites):  

11 locations

AnnuAl student sAVings: $1 Million 
the duCk store is a nonproFit organization and oFFers students 10 perCent oFF what Most 
CoLLege Bookstores Charge For textBooks. this Figure is a reFLeCtion oF those savings. 99
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DirecTorS conSiSTS of 11 
people—eighT Being STuDenTS— 
highlighTing iTS commiTmenT 
To keeping STuDenT cuSTomerS’ 
inTereSTS a Top prioriTy.

      eAch terM, the duck store AwArds A terM’s worth of textBooks to 25 students.
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the organization to the highest level of retail success.
 So when Williams and his team learned how the MBS 
POS could help them meet these objectives, The Duck Store 
jumped at the opportunity to implement the hardware.
 Employees from both MBS and The Duck Store soon 
began installing the MBS POS at the business’s 11 locations. 
The two parties completed the final install on Aug. 14, just 
one and a half weeks after the process began, impressing the 
entire store with how seamless the operation went.
 “The MBS team was great,” Stoltz said. “The installation 
went so smoothly that our customers didn’t even notice a 
difference within the store except that we were able to offer 
them some new features at the register,” she said.
 One of those features is the debit with PIN solution that 
processes a sales transaction in less than three seconds, which 
led to faster-moving customer lines and cost reductions for 
The Duck Store.
 “We’ve noticed a higher percentage of student 
transactions are being completed with debit than what 
is normal for most retailers, and this has led to a great 
cost-savings for our store in terms of decreased processing 
fees from the banks,” Stoltz said. 
 In addition to faster moving lines, Stoltz said the MBS 
POS has completely solved the aforementioned network 
interruptions with the failover program and built-in 
redundant dial backup feature. 
 Now when there is an interruption to the high-speed 
connection, the MBS POS automatically switches over to a 
dial-up connection so a pending transaction is not lost, nor 
does it need to be repeated. Once the high speed connection 
is restored, the system automatically reverts back to it so 
transactions go through without user intervention.
 According to Sarah Shiflett, MBS General Manager of 
Support Services, redundant dial is an important component 
of the MBS POS for The Duck Store as well as other 
partnered bookstores.
 “With redundant dial, a bookstore staff can have peace 
of mind knowing everything is going according to plan, even 

in the event of a temporary network interruption,” Shiflett 
said. “It enables employees to continue focusing on serving 
customers, not restoring the connection.”
 Another feature of the MBS POS Stoltz finds particularly 
helpful in terms of improving customer service is the ability 
to print clean receipts. 
 “We frequently offer a 20 percent off coupon for 
sportswear, and customers sometimes wouldn’t show the 
coupon until the end of the transaction,” Stoltz said. “Now 
that we have the MBS POS, we are able to go back in and edit 
the customer receipt to give them a clean receipt without 
having to void the transactions and go all the way through 
the transaction again, which speeds up the lines even more.”
 Aside from bolstering The Duck Store’s ability to serve 
customers in the store, Stoltz said the MBS POS has enabled 
them to conveniently handle major campus events, such as 
football games and other athletic contests, by setting up sales 
registers at concession tents.
 The store also completed its first buyback with the 
MBS POS in December of 2009, which proved to simplify 
managing the buyback by eliminating the need for a separate 
buyback register setup.
 Overall, Stoltz said team members at The Duck Store 
have not experienced any difficulties adjusting to the new 
MBS POS system.
 “When we signed on board, we knew we’d be getting an 
improved credit card feature, but we’ve also realized that it is 
easier to train team members on the register because it’s so 
intuitive,” Stoltz said. “Our full-time team members quickly 
became comfortable with the new hardware, and for our 
part-time student team members, the MBS POS is something 
more in line with what they’re used to with their computers.”
 With all of the value the MBS POS has provided the 
University of Oregon Duck Store, Stoltz and the rest of her 
team strongly encourage other stores upgrade to the MBS 
POS as well.
 “Jump—it’s a great move,” she said. “We’d make it again 
in an instant.”

A speciAl thAnks to RhondA stoltz, AlmA hesus And 
the Rest of the duck stoRe teAm foR contRibuting to 
this ARticle.

      eAch terM, the duck store AwArds A terM’s worth of textBooks to 25 students.
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StAtuS upDAte: 
Bookstores add   
Friends, Boost saLes  
with FaCeBook presenCe

1212

i f it seems everyone is using 
Facebook, it’s probably because 
everyone is.
 In December of 2009, 

Facebook, the online social networking 
site, announced it surpassed 350 
million users. Additionally, Facebook 
estimates more than 50 percent of its 
users are active, posting more than 
35 million status updates on any 
given day.    
 Facebook’s exponential growth has 
created a unique and oftentimes free 
method to reach potential customers. 
By providing the opportunity to create 
events and fan pages, Facebook offers a 
means for businesses to participate in 
the social networking phenomenon. 
 Bob Jansen, a former bookstore 
manager at Middlebury College 
Bookstore, is one of 700,000 small 
business managers to establish 
a presence on Facebook. Jansen 
created the page for the Middlebury 
College Bookstore and said he saw 
immediate benefits.
 “I decided to take the plunge with 
Facebook because about 93 percent of 
our students were using Facebook at 

that time, so I thought ‘maybe I need to 
be there, too,’” Jansen said. “If students 
use social media to communicate, why 
would you not want to communicate 
with them?”
 However, simply creating a 
Facebook page is not enough. Jansen 
said the first step is building a group 
of “friends” that will follow your 
page. One promotion Jansen used 
to build up the bookstore’s following 
was a “Friends of Middlebury College 
Bookstore Event.” The bookstore ran 
a 30 percent off sale to customers 
who were Facebook friends with 
the bookstore. Jansen estimated the 
promotion increased sales by 327 
percent compared to the same period 
the previous year. Just as importantly, 
the total of Middlebury Bookstore’s 
Facebook friends jumped from 
approximately 150 to 462 in one week. 
 “The bottom line improved when I 
tied Facebook events to physical events 
in the bookstore,” Jansen said. “You 
have to use Facebook events to drive 
some kind of response from customers. 
The more exciting you can make an 
event, the more likely they are to come 

into the bookstore for the event.”
 Building on the success of the first 
promotion, Middlebury used Facebook 
to promote a second event. The 
promotion, a 60-second shopping spree 
for two, led to more than a 79 percent 
increase in sales. Middlebury saw its 
Facebook page add 30 new students 
within 12 hours of announcing the 
promotion. All told, 427 students 
signed up for the shopping spree, many 
of whom brought their parents into the 
bookstore while the students registered. 
 According to Dave Propst, vice 
president of wholesale at MBS, 
increasing participation at buyback 
through Facebook is a major interest 
for many bookstores. 
 “With the success other bookstores 
have had with Facebook, the blueprint 
for a better buyback is there,” Propst 
said. “That’s why we’ve been working 
with stores to implement a social media 
strategy. It’s something that bookstores 
can’t afford to ignore anymore.” 
 Propst advocates bookstores 
reexamine their marketing strategy 
in order to introduce social media 
promotions and budget accordingly.
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DeveLOpING A fAN pAGe ON fACeBOOk pROvIDeS A uNIque OutLet tO COMMuNICAte 
SpeCIAL pROMOtIONS AND OtHeR StORe-ReLAteD eveNtS tO CuStOMeRS.

 “With Facebook available for 
free, bookstores can refocus their 
buyback promotional funds on more 
worthy efforts such as advertising 
and locally-identified marketing 
tactics like remote buyback sites,” 
Propst said. “Utilizing Facebook frees 
up bookstores to use their entire 
promotional budget on more high 
profile promotions such as staging 
events during buyback. Examples 
might be giveaways or contests.” 
 However, Jansen reminds 
bookstores looking to Facebook to 
increase sales through promotions that 
investing in relationships is the key.
 “Students and society as a whole 
are buying more things online and 
spending less time in stores,” Jansen 
said. “If the bookstore is to compete 
in the future, it must master online 
sales approaches. Facebook allows 
us to improve our relationship with 
our customer because the customer 
has engaged us in a conversation on 
a personal level. You listen to your 
friends; you have conversations with 
your friends; the customer is our 
friend.”

FaCeBook stats
• Average user becomes a fan of two pages each month
• Average user is invited to three events per month 
• Average user spends more than 55 minutes per day on Facebook 
• More than 65 million active users access Facebook through mobile devices.
• More than 3.5 billion pieces of content (Web links, news stories, blog posts, notes,  
  photo albums, etc.) shared each week

POKE!POKE!
POKE!
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e very day, consumers are 
exposed to an abundance of 
advertisements and other 
promotional messages.

 Some researchers indicate as 
many as 3,000 such messages a day. 
While these pundits can’t agree 
on one conclusive figure, evidence 
shows consumers are saturated with 
advertising.
 This saturation poses an often 
daunting challenge for bookstore 
managers who must cut through 
this advertising clutter to effectively 

promote in-store events to student 
customers—most notably buyback.
 To simplify the process for its 
partnered bookstores, MBS offers a 
multitude of professionally-produced 
marketing pieces to help capture 
the interest of students during the 
buyback season.
  “We understand not all bookstores 
have the resources available to produce 
their own promotional pieces for 
buyback,” said Don Asel, MBS Director 
of Marketing Services. “As their 
textbook partner, we’re devoted to their 
buybacks, and that includes delivering 
all the support pieces a bookstore 

needs to increase student participation 
during buyback.”
 One of the essential resources 
MBS offers is a set of personalized 
student emails. Bookstore managers 
can send an initial email announcing 
key details such as buyback locations, 
dates, and times, and subsequently 
follow it up with reminder emails as 
the event gets closer. 
 Managers can also send an email 
that indicates how much students 
can expect to earn at buyback based 
on the current value of titles students 

purchased that semester, further 
enticing them to visit the bookstore.
 To make use of social networking 
sites to promote buyback, an 
increasingly popular trend among 
bookstores, MBS can produce 
Facebook advertisements.
 According to MBS Advertising 
Coordinator Nancy Scott, using 
Facebook is effective because it 
provides bookstores with a vital 
customer contact point.
 “Being in constant contact with 
the customer is essential to successful 
marketing,” Scott said. “And because 
students use Facebook so much on 

a daily basis, they are often doing so 
while taking a break from studying 
and using their textbooks—quite the 
opportune time for a bookstore to 
advertise its buyback.”
 For stores looking for an even more 
cohesive marketing campaign, Buyback 
by Design from MBS offers another 
attractive option.
 Featuring numerous packages, 
accessories, and themes, Buyback 
by Design includes everything from 
emails to attention-grabbing posters 
and other signage to help bookstores 

promote buyback both in the store and 
around campus.
 Regardless of the materials 
bookstores utilize, data from a recent 
MBS buyback survey indicates the 
resources are well received. Eighty-nine 
percent of bookstores reported 
being satisfied with the promotional 
materials and 96 percent said those 
materials were effective. 
 “Knowing our current resources 
are working is great, but we’re always 
looking to develop fresh marketing 
tactics so our partners can continue 
maximizing their buybacks,” Asel said.

 Cutting through the

                     “Knowing our current resources are working is great, but  
             we’re always looking to develop fresh marketing tactics so 
                          our partners can continue maximizing their buybacks.”

GivinG BackGIvING BACk
                                                        MBs highLightsCLut teR  

buybaCk MarkeTing speaks TO sTudenTs
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                     “Knowing our current resources are working is great, but  
             we’re always looking to develop fresh marketing tactics so 
                          our partners can continue maximizing their buybacks.”

program empowers stores
 A common philosophy for those seeking to make a 
difference is to think globally by acting locally. In this case, 
MBS is no different.  
 Over the years, MBS has eagerly given back to the 
community. It has done so by hosting numerous events, 
including blood drives, book fairs, silent auctions, and 
bake sales; and also contributes to several philanthropic 
organizations such as Susan G. Komen, the American Heart 
Association, and the United Way, which assist groups locally, 
regionally, or nationwide.  
 Its newest program, however, is a bit more universally 
beneficial. 
 One Planet Books, a program designed for college 
bookstores, acquires and recycles used textbooks that have no 
current market value in an effort to reduce wasted paper and 
promote more eco-friendly practices. 
 MBS partnered bookstores that sign up for One Planet 
Books run textbook collections during buybacks and at other 
times of the school year, generating funds as a reward for 
their support and participation. 
 “One Planet Books is a truly altruistic program,” 
said Kevin McKiernan, MBS Internet Commerce Project 
Manager. “By participating, bookstores are not only helping 
the environment, but they can use the proceeds to benefit 
their university, students, charities, and community as a 
whole. You name it, and bookstores can support it with this 
program.”

For more information on how your bookstore can get involved 
with One Planet Books, contact your MBS Representative
or visit www.oneplanetbooks.com 

GivinG BackGIvING BACk
                                                        MBs highLights+

 More importantly, 
McKiernan emphasized 
that bookstores can 
allocate the funding 
however they see fit. 
 “One of the unique benefits 
of participating in One Planet Books 
is that our bookstores have control over the proceeds,” 
McKiernan said. “And because of that control, students will 
be more willing to give their books to this program over 
competing organizations because they can monitor what the 
proceeds are going toward.” 
 Participating bookstores are stimulating education 
and other causes right at home. According to a recent MBS 
survey, bookstores are allocating proceeds toward student 
scholarships as well as on-campus organizations, local and 
national charities, and other activities.
 The survey showed nearly half of participating 
bookstores used the proceeds from the One Planet Books 
program to support on-campus charities.  Another 21 
percent used the proceeds to fund scholarships.  
 “We’re proud of our bookstores for supporting such 
tremendous causes because it’s a practical way for them 
to continue fostering education and learning— even if it’s 
outside of the typical methods in which bookstores make 
contributions to education,” McKiernan said.
 Moving forward, McKiernan expects to see more 
partnered bookstores become increasingly involved with One 

Planet Books.
 “We’ve had overwhelmingly positive 

responses from bookstores already 
participating in One Planet Books,” 

he said.  “The program’s model is 
working, and now we hope for 

additional bookstores to start 
signing up.”
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