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C Save Order to complete later '
(Favor'h‘e Lisfs)

(PU Ordes | ™ ¥
L~ - .

Ease of use & accessability

Our main website offers current pdf flyers, imprintable
items and closeout products along with links to vendor
catalogs and Drop Ship Programs. We've added a Shopping
Cart website as an another method for submitting your
orders and reviewing product. Have you visited the new
site? If not, we invite you take a look!

Main Website:

https://www.servicewholesale.com/

*Must have an open account to view information under the
Dealer Help Desk (DHD) portion of the site.

Shopping Cart Website:
https://www.ecinteractive.com/101838/ECILogin.aspx
Username: demouser

Password: demouser

Request your username by emailing your name, phone #,
and account # to me at dreynard@servicewholesale.com.
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B Prep School Stores Get Together
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c-"f"mm: Calling all Prep School Stores! We hope you can all attend next month’s Prep School Store Get
e e Together! FREE for CSNE Prep School Store Members, $20 for non-members.
Date: Monday, June 7th

Location(s):  Lower Level of Monahan at The Hotchkiss School in Lakeville, CT or
Student Center at Governors Academy in Byfield, MA

The Hotchkiss School Meeting sponsored by: Gear For Sports & Under Armour

The Governors’ Academy Meeting sponsored by:  Ouray Sportswear H
The informal format is:

10:00am Meet and greet, coffee and pastries, discussion on topics of interest to Prep UNBER ARMOUR
School Stores.

12:30pm Lunch then continued discussion

2:00pm Depart or golf at Hotchkiss School Om

SPORTSWEAR

Please RSVP to: Karen Murphy 978 250-9847 or office@csne.net. If you are attending the program at .
Hotchkiss, please let us know if you will be golfing and i@you will neegla golf cart or to rent clubs. HARD TO SAY. EASY TO WEAR.

For directions to Hotchkiss School, visit: http://www.hotchkiss.org/visithotchkiss/index.aspx . Click on Directions at bottom of screen.
For directions to Governors Academy, visit http://www.thegovernorsacademy.org Click on Directions at bottom of screen. You may
park anywhere, and we will meet in the student center.

Prep School Store Issues

By: Guy Gnerre, Store Manager, The Hotchkiss School Store

During the Prep School Store session at the Joint Meeting and Trade Show in Saratoga Springs, NY in April, we discussed
issues and obstacles as well as hot items and general store information.

We found that our biggest challenge is administrative involvement with management of the store. It appears that may
administrators like to be involved in making decisions normally handled by store management such as embellishments
and the daily store operations. On the other hand, the group felt that administration could be very helpful in directing
faculty to place textbook orders on time and getting the student schedules prepared early enough to complete the orders.

This seemed to be an unrecognized need by most administrations.
We discovered that each school has a different philosophy for profit expectations.

We questioned online sales finding that each school is either thinking about going online or has a site already. Most seem
to see average sales but, nothing astounding.

We also shared hot items and companies like the following:

e Cross pens

e Glow in the dark Nalgene

e Campus crystal black box with paperweight
e Stem-less wineglasses
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Follow CSNE on Facebook and Twitter!

facebook e <

Get more timely news from your association!

Become a fan of Campus Stores of New England on Facebook Follow CSNE on Twitter!

The following is a paid ad from CSNE Member, Nebraska Book Company

NBC’s Rental Solution Gives Bookstores More of What Students Want

Maybe it's the downturn in the housing market. Maybe it's the universal belt-tightening of the past couple of years.
But, suddenly, renting has become fashionable again.

That goes for textbooks, too. More than ever, student shoppers are looking at—even demanding—other options be-
yond buying used or new textbooks. And, since Internet purveyors like Barnes & Noble and Chegg have rolled out
rentals on their virtual shelves, students are sure to take notice.

“When students are thinking about rentals, they’re thinking about the Web because traditionally they haven't been
able to rent anything from their college store,” says Nate Rempe, NBC chief technology officer. “That’'s a dangerous
consumer behavior trend for stores. If they wait, they're risking losing even more share to the Internet.”

But starting an internal rental program isn’t a simple proposition. It takes inventory—and the cash on hand to buy it
and the space to shelve it—plus an ability to decide which titles are economically feasible to rent.

A smart option for stores who want to rent

Now, there’s a way to introduce a rental program in your bookstore without facing the heavy lifting. This summer,
NBC will give bookstores a new weapon in the fight to protect market share from Internet sellers. The NBC Textbook
Rental Solution for College Stores is a fresh idea in rentals that:

e Doesn't require multiple-term adoptions from faculty
e Guarantees the store will maintain or increase margins
e Relieves the store of risk commonly associated with traditional rental models

e |Is easily managed by the WinPRISM and PRISM ICS and POS systems

It's a smart way for a store to add more offerings, says Mike Kelly, NBC senior vice president. “We’ve been talking a
lot to our customers about giving students another choice. Now, bookstores have a place to turn. We've harnessed
the power of NBC's national reach to make it much easier and essentially risk free for bookstores to implement a
rental program.”

One of the biggest keys to the program, Kelly says, is the flexibility it offers stores. No longer do stores have to decide
how many titles to rent or the number of quantity to make available.

Thanks to the functionality built into NBC’s WinPRISM and PRISM systems, stores can give students the choice of
buying or renting right at the point of sale. That aspect makes it easier for stores to jump into the rental marketplace
before it's too late—and helps give stores the credibility as a full-service player.

Learn more! To find out how your bookstore can benefit from the NBC Textbook Rental Solution for College Stores
call us at 1.800.869.0366.
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Motivating Today’s Employees With Recognition

By: Ed Rigsbee, CSP

Are you wondering how to motivate your employees? Do you fear that today’s employees are sometimes un-motivate-able?
Here’'s the good news; employee motivation is easier than you might realize. Today's employees really are motivated
through recognition. The key is to understand the various kinds of activities considered to be recognition of an employee’s
abilities, hence motivational for today’s employees.

Several years ago | conducted an employee motivation research project while | was traveling North America for the Dun &
Bradstreet Foundation delivering full-day public seminars, targeted to business. After several months and hundreds of
responses to a simple question, “What can your boss, or your company, do to improve your company loyalty?” It was
amazing! Over 50% of the responses were: recognition, or something very similar. Guess what, it is the same today.

Part of Something Bigger

When you can find a way to help your employees to be part of something bigger than them, they are more engaged and
their work has a purpose beyond the daily grind. For most of today’s active workforce in North America, this involvement is
perceived as recognition. They receive pleasure from participating in something special; a huge marketing and sales
campaign, a contest, company reorganization, special research project, community activity, etc.

The smart employer that really understands employee motivation gets in front and leads. As an example, a community
project might seem like a drain on resources for a small business, but really is a marketing/publicity campaign if
administered correctly. Employees are allowed to spend a small amount of company time on the project and encouraged
to spend some of their own time doing the same. The innovative business leader finds ways to “spin” the project for
publicity which will translate to more community involvement with the company and into increased sales.

Give Them Some Control

It has been proven over and over again since the famous “Western Electric’'s Hawthorne Works” study conducted by
Harvard back in the late 1930s that employee productivity increases when the employees have control over their
environment. | wrote about a similar situation that | observed at a Grand Rapids manufacturing company in my first book,
“The Art of Partnering.” When employees took over control of the worst production line at the factory, they solved many of
the challenges. The line soon became one of the most productive and also desirable among employees to work. In both
cases the employees were given the recognition of trust that they could successfully control their work environment.

Trust and Respect Are Powerful Recognitions

Today’s employees want to be trusted and respected as having something to contribute beyond mindless labor and
compliance; and they want it now! For the “Baby Boomer” aged business leader, trust and respect is something that must
be earned over a period of time. The natural gap here is the length of time. In order to motivate today’s employees, older
business leaders must dramatically speed up their distribution of trust and respect—not a naturally easy thing to do.

For many of today’s employees, an employer’s trust equals respect in their minds; and respect equals belonging. If you
can see your way to helping your employees to have an emotional ownership in belonging to the community of your
organization, they will see that as recognition and will be motivated to participate at accelerated levels within the
“community.” This accelerated participation, if channeled correctly, will mean accelerated productivity.

Give What They Cannot Buy

It goes without saying that you have to pay (total package) your employees well. If you do not, your competitors will.
However, beyond the compensation package, you will find a myriad of opportunities to show appreciation for the value
employees deliver to your organization.

(Continued on page 9)

Call for News!

The next edition of the Campus Connection, CSNE’s Newsletter, will be going to print in the fall. Please submit your
news, job openings, photos, articles and/or advertisements to office@csne.net by October 1st.
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(Continued from page 8)

Find, discover, and develop appreciation (recognition) in conduits with legs. When you hand out cash recognitions, the
cash disappears instantly and is forgotten almost as quickly. Let’s say that you gave an employee $200. There are a
number of consumable niceties that they could instantly enjoy—then they simply want more cash.

Or, perhaps take that same $200 and have your company logo embroidered on the back of a trendy leather jacket. Give
the jacket to that same employee. How long to you think they will enjoy the jacket? Most likely for years, and every time
they wear the jacket it is a reminder of your appreciation for their work. By the way, whatever you select as recognitions,
make sure those items are not available to employees through purchase. Give them what they cannot buy.

Recognition for today’s employees need not be elusive to employers. To motivate today’s employees, recognitions must be
thought-out and implemented with the same care as a military operation; innovate, research, decide, organize, and
implement. Do these things any you will motivate your employees to do more and be more than you had previously
considered possible.

HH##

Ed Rigsbee, CSP, is a frequent lecturer on Employee Motivation. He is the author of PartnerShift, Developing Strategic Alliances and The Art of
Partnering. Additionally, he has had over 1,500 hard-copy published articles to his credit. Ed travels internationally to deliver relationship ROl and
strategic alliance ROI keynotes and workshops. When you need a keynote speaker or workshop leader on employee partnering, Ed can be reached at
(805) 498-5720, ed@rigsbee.com or visit www.rigsbee.com. To access helpful additional information and resources from Ed Rigsbee at no charge,
please visit www.rigsbee.com/downloadaccess.htm.

Welcome New Members!

Shanan Mathison, Retail Sales Rep Richard “Stogie” Many, Manager

Anthro Corporation Town & Country
10450 SW Manhasset Dr (serving UNH)
Tualatin, OR 97062 60 Main St

800 325-0259 Phone
800 325-0045 Fax 603-868-9661 Phone
shanan.mathison@anthro.com 603-868-6690 Fax
www.anthro.com romany@comcast.net
Products: Mobile POS cash wraps, www.collegegear.com
backroom carts & desks

Durham, NH 03824

Rocio Menoscal, Owner

Jason Goldenberg, Co-Founder
Berry Plus
PO Box 327
Woodmere, NY 11598
516 596-8879 Phone
516 596-8904 Fax
jason@cleanerinnovations.com

www.berryplus.com
Products: Laundry soap

Vince Ciampi, President
Stick It to Em Sports Apparel
9 Quarterdeck Lane
Scarborough, ME 04074
207 632-9309 Phone
vaciampi@gmail.com
Products: Sports apparel

Traditionally Trendy
(serving Dartmouth College)
32 South Main Street
Hanover, NH 03755
603 643-5008 Phone
603 643-5008 Fax
itxpressusa@yahoo.com
www.dcollegiate.com

Phyllis McConaha, Office Manager
The WG Fry Corporation
60 Allston Ave
W Springfield, MA 01089

413 747-2551 Phone
413 747-5380 Fax
info@fry-kamket.com
www.fry-kamket.com

Products/Services: Custom logo notebooks, school supplies
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Have You Noticed That Things Are Changing?

By: Stephen Hochheiser, VP College Store and Public Affairs, Cengage Learning

Have you noticed that:
e Students are taking pictures of ISBNs on your shelves and then leaving your bookstore empty-handed.

e Sales trends indicate that more of your students are purchasing elsewhere.
e Faculty are seeking lower-cost options for their students.

e Administrations are asking stores to offer lower-cost options and alternate formats.

Students today are very comfortable with purchasing online and with web-delivered content. Stay tuned, because this
trend will only grow when the next generation of college students reaches your campus. Like it or not, these changes
impact the way we all need to do business.

Many college stores have chosen to ramp up their online product offerings to embrace these changes. They hope to
entice students -- who normally comparison-shop online before purchasing - to make the bookstore’'s website their first
and last stop.

Broadening online offerings requires more textbook options than stores can offer on their own. eCommerce affiliate
programs facilitate that need. These programs offer an easy way for bookstores to provide more student choice and most
require no upfront fee to get started. Finding a program that offers additional textbook formats and lower-priced options is
easy. More daunting is selecting the right program for your store and for your students.

It is important to consider the following when reviewing affiliate programs:

¢ A high payout on the sales you generate through the program.
Every intermediary between you and the supplier needs to be compensated in the affiliate model. Dealing directly
with the content provider usually pays the highest sales commission.

e A broad offering will provide students with the choices they search for online. Make the most of your relationships
by selecting a partner who can cover a breadth of products with a wide range of price points to mirror what
students find when they search online.

e Strong customer support is the hallmark of a successful program.
Your partner is the expert on the products and services offered. Pick a partner who can provide support directly to
your students to ensure customer satisfaction.

e Aflexible model
You need to offer as little or as much product as you believe is appropriate. An affiliate program should allow
customization of product selection to fit each store’s individual needs.

e Letyour partner do the heavy lifting required in the relationship.
The partnership should allow you to increase sales without increasing your head count or workload.

e Know what you’'re getting into
Be sure to read and understand the license agreement for the partnership and select a partner with a solid
reputation, a singular customer focus and an articulated vision for the future.

Business as usual is no longer an option for college stores. Consider joining your colleagues from around the country who
are seeking out new opportunities and new business models.




Thank You!

We would like to thank our Joint Meeting & Trade Show Sponsors and Donors:
Gold:

Nebraska
Book Company

T e @follett

§ HIGHER EDUCATION GROUFP
Corporation

Bronze:
Giant Microbes
Herff Jones
Tichenor College Textbook Company
Top of the World

In-Kind Donations:

Envirotote
Framing Success

Spirit Products

Call for Session Ideas, Speakers and Volunteers!

CSNE will be hosting a Joint Meeting and Trade Show with CSA-NYS in
New England in Spring 2011. |If you have ideas for topics, speakers
and/or if you would like to volunteer to serve on the committee, please

contact CSNE's Executive Director, Pam McKenna @ 978-250-9847 or




2010 Joint Meeting & Trade Show Photos
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CSA-NYS Incoming President, Steve Baker, CSNE's Speaker, Kelly McDonald received a very high rating of 4.7
President, Dirk Fecho, CSA-NYS Outgoing President, Rich out of 5 from attendees for her session, How to Market to
Kloster CCR thank 2010 Meeting Chair, Evan Koster People Not Like You
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Trade Show CSNE’s Executive Director, Pam McKenna, CAE, Guest
Author, Shonda Schilling and Meeting Chair, Evan Koster

- )

Sarah Potter selling balloons for a cause during Fun Night

Additional photos are available at http://www.flickr.com/photos/mckennamanagement/sets/72157623938450279/




