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1. Does Barnes & Noble offer an option that supports independent stores with marketing, 
software and hardware?  For example, a scaled back proposal that provides support for in-
store and e-commerce operations, including necessary software upgrades, overall technical 
support and a plan for lowering costs to students, as well as capital contributions for purposes 
of refreshing the physical space (in keeping with original RFP goals)? If so, please provide a 
proposal that reflects this.

Barnes & Noble College does not offer this option.  However, our sister company, within Barnes & Noble Education, 

Missouri Book Systems (MBS) does offer these services.

2.  Proposals were submitted based on a 10-year contract; are proposals impacted by a 5 year 
plus potential for 5 annual renewals? 

No.

Will Barnes and Noble commit to a 5-year contract with the option of 5, one-year renewals?

Yes. 

If so, provide revised proposals.

There are no revisions. 

3. What would be the marketing strategy to encourage business from the surrounding community 
into the UMW bookstore?

We encourage our local teams to actively engage and 

interact with the local community.  As an integral part 

of both the University of Mary Washington and greater 

Fredericksburg communities, we would approach 

outreach in a manner of ways to build awareness about 

our products and services:

•  Connect with local authors.  We excel at building 

excitement and interest in author appearances, from 

all genres and from any publisher - large or small.   

We will seek to build a balance of robust in-store 

appearances with “around town” events to engage 

members of the community who might not venture 

onto campus.  As an example, the Howard University 

Bookstore serves as the host Bookstore for the 

Congressional Black Caucus in Washington, DC, the 

Tidewater Community College Bookstore organized 

and served as the presenting sponsor of a local 

author book festival for many years in Norfolk, VA, our 

team at VCU built a relationship with the Richmond 

Forum and now serves as the Bookstore for all of 

their Lecture Series events, and the George Mason 

University Bookstore is the partner Bookstore to the 

Annual Fall for the Book Festival.  

•  Support local causes.  Our teams love to give back 

and we encourage them to support activities like 

local food drives and charities that collect toys 

and necessities for children and families during 

the Holidays. We will partner with a local shelter or 

organization and student organizations that collect 

clothing for those in need on a coat drive, rewarding 

each donation of a coat or winter accessory with a 

generous discount on a new item purchased in the 

Bookstore.  In recent years, the Longwood University 

Bookstore has provided donations to the local 

food bank in Farmville, VA, the Radford University 

Bookstore annually sponsors an Angel Tree for the 

New River Valley Salvation Army and the Liberty 

University team collects donations through the sale 

of a lapel pins benefiting the Godparent Home in 

Lynchburg, VA. 
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•   Partner with the local Chamber of Commerce and 

Visitor’s Center to advertise the UMW Campus Store 

and participate in local festivals and events.  We have 

found this to be a successful way to expand our reach 

beyond the campus community.  Examples include 

The Heart of Virginia Festival in Farmville where our 

Longwood University team has participated as a 

vendor and sponsor for over ten years.  As an active 

member of the Farmville Downtown Partnership, we 

proudly support the High Bridge Half Marathon and 

5K and Players on the Plaza, our team uses our spirit 

trailer to promote Radford University and support 

the Highlander Festival in Radford’s Bisset Park.   In 

the Hampton Roads area, our team of Booksellers at 

Tidewater Community College frequently supports 

local activities including Harborfest and Dickens’ 

Christmas Towne at Nauticus.  

Ultimately, our local teams are given the latitude 

to identify opportunities that resonate with their 

communities and have the flexibility to think out of the 

box to build awareness, excitement, and traffic around 

their stores.  
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Following are examples of Campus Store websites reflecting activities and events:
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4. A contract administrator will review detailed operating and associated reports monthly with 
store manager or company representative.  Can B&N confirm that such reports will be available 
for monthly review?

Yes, please see the attached examples of monthly and annual reports UMW will receive: Monthly Commission 

Statement (Exhibit A); 770 Student Survey Reports from other State of Virginia Universities (Exhibit B); and a Year in 

Review Report from William & Mary (Exhibit C). 

5. Is B&N able to address removing the re-negotiation clause and/or associated risk to UMW.

Provided all conditions remain the same for the duration of the contract that were in place at the time of the RFP 

being issued, without any additional direct to publisher disintermediation, Barnes & Noble College is amenable to 

removing this clause.

6. B&N states criminal background checks will be performed the way they are done at other 
Virginia institutions.  Please detail this process.   

Please see Exhibit D for Virginia Commonwealth 

University, The College of William & Mary and Radford 

University Background Check Policy for Bookstore 

Employees. 

Barnes & Noble College will conduct background 

checks on all full-time and non-temporary part-               

time new hires and rehires after an offer has been 

extended, and before work begins. The check for full-

time and non-temporary part-time positions will include: 

•  Enhanced Nationwide Criminal Search 

•  DOJ Sex Offender Search 

•  Social Security Number Search 

•  County Criminal Search for all identified counties. 

•  The check for seasonal positions will include: 

•  Enhanced Nationwide Criminal Search 

Convictions discovered in the background check will be 

reviewed by Loss Prevention and/or Human Resources. 

Consideration must be given to the relationship to 

the job, how long ago the conviction occurred, the 

potential risk posed to employees, customers, campus 

and Company, and any other circumstances deemed 

relevant to the final determination of whether to employ 

or retain the employee. Conviction information is 

maintained as confidential and is not revealed to the 

hiring site. If a conviction is found to be relevant to 

the role and the decision is made not to proceed, the 

Adverse Action Process is commenced, in accordance 

with the Fair Credit Reporting Act.

7. Except the background check addressed above and the IT Hosted Technology form previously 
discussed with UMW IT, please confirm that the company takes no exceptions to the General, 
Special and Hosted Tech Agreement. 

Barnes & Noble College acknowledges. 
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Exhibit A - Sample Commissions Reporting

Please direct all inquiries to:
Jill Rager, Senior Contract Administrator 

jrager@bncollege.com
908-991-2641

Tuesday, July 22, 2018

XYZ College Commission Statement 
July 2017 - June 2018

Monthly Gross Sales Summary

Amount
$25,293.88

$1,078,475.75
$189,720.26

$52,455.70
$25,103.59
$48,743.05

$892,917.90
$207,195.75

$64,117.52
$37,858.43

$141,386.77
$148,620.23

Month
July-17
August-17 
September-17 
October-17 
November-17 
December-17 
January-18 
February-18 
March-18
April-18
May-18
June-18

Total Gross Sales $2,911,888.83

Commission Summary

Breakpoint % Gross Sales Commission
$0.00 10.00% $2,911,888.83 $291,188.88

$3,000,000.00 11.00% $0.00 $0.00
Total $2,911,888.83 $291,188.88

Less Previously Paid: (258,402.34)

Balance Due: $32,786.54
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Exhibit B - Project 770 Reports

Listen. Learn. Act. Three small words, one invaluable commitment to everyone we serve at your school. Through our Barnes &

Noble College Insights platform, we ensure that the experience we deliver for your students, faculty and entire campus is directly

shaped by their voices. With these insights – like those shared below – as well as your continued partnership, we can

collaborate to drive even greater success in the years to come.

YOUR BOOKSTORE

80%
Of students are satisfied with

customer service at the bookstore

83%
Of students feel that it’s important

to have course materials available

at the bookstore

Please indicate your agreement with each of the following
statements.

The campus bookstore has a positive impact on my image of the school

5% 31% 38% 24%

My campus bookstore is more than just a place to get books and supplies

6% 14% 19% 36% 25%

I consider my bookstore a part of my support system at college

12% 21% 30% 24% 13%

I would feel comfortable spending down-time in the bookstore

11% 14% 37% 34%

If I would approach my bookstore with a problem, they would be ready
and willing to help

5% 25% 39% 29%

I feel like I have access to the bookstore whenever and wherever I need it

7% 9% 39% 43%

My bookstore wants to see me succeed

5% 52% 25% 16%

Strongly Disagree Somewhat
Disagree

Neither Agree nor
Disagree

Somewhat Agree Strongly Agree

If you were to rate the bookstore on overall performance, what
would your rating be?

1%

Poor

7%

Fair

29%

Good

50%

Very Good

13%

Excellent

Rating of 
Overall Performance 
of Good, Very Good, 

or Excellent.

A-

92%

2%

2%

4%

4%

2%

2%

2%

2%

2%

2%

N= 656 | Fielded: February 2018
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EMPOWERING THE ACADEMIC EXPERIENCE

Where do your professors generally recommend you purchase your course materials vs. where you actually purchased your course
materials this term?

Professor Recommended Where Students Bought

When shopping from the campus bookstore this term, did you purchase in-store or online?

53% In-store 23% Online 25% Both In-store and Online

79%
Have rented course materials from

the bookstore at least once

This term, did you have all of your course materials on your first
day of class?

 Yes  No  I'm not sure

For what reason(s) did you not have all of your course materials
on the first day of class this term?

46%
I wanted to check with professor first if
textbook is needed

35%
I wanted to gauge the class to see if I
would keep it or drop it

29% Professor didn't list materials in time

17% I procrastinated / forgot

14% I couldn't find the book / out of stock

44%

63%

Campus bookstore
(online/in-store)

46%

75%

Amazon

5%

14%

Chegg

3% 4%

Directly from the Publisher's
website

3% 4%

Off-campus bookstore

3%

12%

bn.com

All other things equal, which one of these course materials would
you most prefer to use for a course?

 Printed Course Materials  eTextbook  Diverse Learning Tools

20%

77%

3%

71%

15%

14%
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DRIVING REVENUE

How did you find out about your required course materials this
term/semester?

67%

Syllabus

50%

Bookstore website

46%

Professor

51%

LMS

Which of the following can you purchase from the campus bookstore using SFA (Student Financial Aid)?

10%

Course Materials

7%

School supplies

3%

Backpacks

4%

Laptops/Tablets

3%

Technology
Accessories

4%

None - students can't
use SFA at the campus

bookstore

85%

I'm not sure

Did any of your professors mention that the campus bookstore
offers price matching?

30%

Yes

44%

No

27%

Don't Remember

Does your campus bookstore match the prices of other course
material providers (e.g. Amazon, bn.com)?

 Yes  No  I'm not sure

If your bookstore offered price
matching, would you be more
likely to purchase from the
campus bookstore?

78% Yes

46%
would find it convenient to be able

to purchase course materials from

the bookstore through the LMS

70%

7%

23%
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STUDENT RETENTION

Overall, how do you feel about your current situation at school?

1%

Very negative

5%

Somewhat
negative

6%

Neither positive
nor negative

36%

Somewhat
positive

52%

Very positive

15% Of students are considered "At Risk"*
* Low sense of connection to school, low confidence of completing program, negative 

feelings about current situation at school.

At this point in time, how confident are you that you will complete the program you are currently enrolled in?

1%

Not at all Confident

2%

A little Confident

4%

Somewhat Confident

16%

Moderately Confident

77%

Very Confident

61% Of new students felt that the campus bookstore 

made their transition to campus life easier

How connected do you feel to your school?

2% Not at all Connected

11% A Little Connected

17% Somewhat Connected

34% Moderately Connected

36% Very Connected

next.bncollege.com | Copyright © 2018 | 477
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Listen. Learn. Act. Three small words, one invaluable commitment to everyone we serve at your school. Through our Barnes &

Noble College Insights platform, we ensure that the experience we deliver for your students, faculty and entire campus is directly

shaped by their voices. With these insights – like those shared below – as well as your continued partnership, we can

collaborate to drive even greater success in the years to come.

YOUR BOOKSTORE

83%
Of students are satisfied with

customer service at the bookstore

84%
Of students feel that it’s important

to have course materials available

at the bookstore

Please indicate your agreement with each of the following
statements.

The campus bookstore has a positive impact on my image of the school

27% 34% 32%

My campus bookstore is more than just a place to get books and supplies

5% 13% 21% 34% 27%

I consider my bookstore a part of my support system at college

10% 16% 29% 24% 21%

I would feel comfortable spending down-time in the bookstore

5% 9% 18% 34% 34%

If I would approach my bookstore with a problem, they would be ready
and willing to help

23% 35% 36%

I feel like I have access to the bookstore whenever and wherever I need it

6% 10% 34% 47%

My bookstore wants to see me succeed

5% 45% 23% 23%

Strongly Disagree Somewhat
Disagree

Neither Agree nor
Disagree

Somewhat Agree Strongly Agree

If you were to rate the bookstore on overall performance, what
would your rating be?

0%

Poor

8%

Fair

31%

Good

43%

Very Good

18%

Excellent

Rating of 
Overall Performance 
of Good, Very Good, 

or Excellent.

A-

92%

3%

3%

4%

4%

2%

2%

4%

4%

3%

3%

4%

4%

N= 768 | Fielded: February 2018
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EMPOWERING THE ACADEMIC EXPERIENCE

Where do your professors generally recommend you purchase your course materials vs. where you actually purchased your course
materials this term?

Professor Recommended Where Students Bought

When shopping from the campus bookstore this term, did you purchase in-store or online?

49% In-store 28% Online 24% Both In-store and Online

70%
Have rented course materials from

the bookstore at least once

This term, did you have all of your course materials on your first
day of class?

 Yes  No  I'm not sure

For what reason(s) did you not have all of your course materials
on the first day of class this term?

57%
I wanted to check with professor first if
textbook is needed

23% Professor didn't list materials in time

21%
I wanted to gauge the class to see if I
would keep it or drop it

18% I can't afford the cost of a new/used book

17% Professor doesn't use the textbook

45%

57%

Campus bookstore
(online/in-store)

42%

59%

Amazon

7%

13%

Chegg

8% 8%

Directly from the Publisher's
website

18%
21%

Off-campus bookstore

8%
12%

bn.com

All other things equal, which one of these course materials would
you most prefer to use for a course?

 Printed Course Materials  eTextbook  Diverse Learning Tools

28%

68%

4%

56%

23%

21%
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DRIVING REVENUE

How did you find out about your required course materials this
term/semester?

71%

Syllabus

46%

Bookstore website

58%

Professor

55%

LMS

Which of the following can you purchase from the campus bookstore using SFA (Student Financial Aid)?

18%

Course Materials

13%

School supplies

8%

Backpacks

7%

Laptops/Tablets

7%

Technology
Accessories

5%

None - students can't
use SFA at the campus

bookstore

75%

I'm not sure

Did any of your professors mention that the campus bookstore
offers price matching?

34%

Yes

47%

No

19%

Don't Remember

Does your campus bookstore match the prices of other course
material providers (e.g. Amazon, bn.com)?

 Yes  No  I'm not sure

If your bookstore offered price
matching, would you be more
likely to purchase from the
campus bookstore?

81% Yes

Are you able to purchase course materials from the bookstore
through your LMS?

 Yes  No  I'm not sure

49%

13%

38%

17%

31%

52%
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STUDENT RETENTION

Overall, how do you feel about your current situation at school?

1%

Very negative

5%

Somewhat
negative

10%

Neither positive
nor negative

43%

Somewhat
positive

41%

Very positive

22% Of students are considered "At Risk"*
* Low sense of connection to school, low confidence of completing program, negative 

feelings about current situation at school.

At this point in time, how confident are you that you will complete the program you are currently enrolled in?

2%

Not at all Confident

4%

A little Confident

9%

Somewhat Confident

22%

Moderately Confident

63%

Very Confident

60% Of new students felt that the campus bookstore 

made their transition to campus life easier

How connected do you feel to your school?

4% Not at all Connected

12% A Little Connected

28% Somewhat Connected

34% Moderately Connected

22% Very Connected

next.bncollege.com | Copyright © 2018 | 620
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Listen. Learn. Act. Three small words, one invaluable commitment to everyone we serve at your school. Through our Barnes &

Noble College Insights platform, we ensure that the experience we deliver for your students, faculty and entire campus is directly

shaped by their voices. With these insights – like those shared below – as well as your continued partnership, we can

collaborate to drive even greater success in the years to come.

YOUR BOOKSTORE

75%
Of students are satisfied with

customer service at the bookstore

88%
Of students feel that it’s important

to have course materials available

at the bookstore

Please indicate your agreement with each of the following
statements.

The campus bookstore has a positive impact on my image of the school

27% 33% 34%

My campus bookstore is more than just a place to get books and supplies

8% 15% 23% 28% 26%

I consider my bookstore a part of my support system at college

9% 15% 25% 27% 24%

I would feel comfortable spending down-time in the bookstore

14% 17% 24% 24% 21%

If I would approach my bookstore with a problem, they would be ready
and willing to help

20% 30% 44%

I feel like I have access to the bookstore whenever and wherever I need it

5% 9% 33% 51%

My bookstore wants to see me succeed

5% 35% 26% 31%

Strongly Disagree Somewhat
Disagree

Neither Agree nor
Disagree

Somewhat Agree Strongly Agree

If you were to rate the bookstore on overall performance, what
would your rating be?

0%

Poor

8%

Fair

31%

Good

39%

Very Good

22%

Excellent

Rating of 
Overall Performance 
of Good, Very Good, 

or Excellent.

A-

92%

2%

2%

4%

4%

2%

2%

4%

4%

2%

2%

3%

3%

N= 464 | Fielded: February 2018
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EMPOWERING THE ACADEMIC EXPERIENCE

Where do your professors generally recommend you purchase your course materials vs. where you actually purchased your course
materials this term?

Professor Recommended Where Students Bought

When shopping from the campus bookstore this term, did you purchase in-store or online?

32% In-store 42% Online 26% Both In-store and Online

88%
Have rented course materials from

the bookstore at least once

This term, did you have all of your course materials on your first
day of class?

 Yes  No  I'm not sure

For what reason(s) did you not have all of your course materials
on the first day of class this term?

45%
I wanted to check with professor first if
textbook is needed

22% Professor didn't list materials in time

17%
I wanted to gauge the class to see if I
would keep it or drop it

17% Professor doesn't use the textbook

15% I can't afford the cost of a new/used book

49%

65%

Campus bookstore
(online/in-store)

50%

59%

Amazon

18%
22%

Chegg

6% 6%

Directly from the Publisher's
website

3% 3%

Off-campus bookstore

2%

10%

bn.com

All other things equal, which one of these course materials would
you most prefer to use for a course?

 Printed Course Materials  eTextbook  Diverse Learning Tools

37%

62%

1%

70%

15%

15%
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DRIVING REVENUE

How did you find out about your required course materials this
term/semester?

54%

Syllabus

59%

Bookstore website

49%

Professor

44%

LMS

Which of the following can you purchase from the campus bookstore using SFA (Student Financial Aid)?

39%

Course Materials

27%

School supplies

20%

Backpacks

19%

Laptops/Tablets

19%

Technology
Accessories

3%

None - students can't
use SFA at the campus

bookstore

56%

I'm not sure

Did any of your professors mention that the campus bookstore
offers price matching?

52%

Yes

34%

No

14%

Don't Remember

Does your campus bookstore match the prices of other course
material providers (e.g. Amazon, bn.com)?

 Yes  No  I'm not sure

If your bookstore offered price
matching, would you be more
likely to purchase from the
campus bookstore?

78% Yes

Are you able to purchase course materials from the bookstore
through your LMS?

 Yes  No  I'm not sure

67%

8%

25%

20%

32%

48%
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STUDENT RETENTION

Overall, how do you feel about your current situation at school?

1%

Very negative

5%

Somewhat
negative

9%

Neither positive
nor negative

34%

Somewhat
positive

51%

Very positive

20% Of students are considered "At Risk"*
* Low sense of connection to school, low confidence of completing program, negative 

feelings about current situation at school.

At this point in time, how confident are you that you will complete the program you are currently enrolled in?

2%

Not at all Confident

5%

A little Confident

8%

Somewhat Confident

20%

Moderately Confident

65%

Very Confident

67% Of new students felt that the campus bookstore 

made their transition to campus life easier

How connected do you feel to your school?

5% Not at all Connected

11% A Little Connected

23% Somewhat Connected

33% Moderately Connected

28% Very Connected
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Exhibit C- Year In Review Reports

 Year In Review - 2018

Barnes & Noble College is committed to bringing you an unmatched retail and digital learning experience.

Below are the results we achieved together during 2018.

Store:

477 William & Mary 

2018 - Fall 2018 - Spring

Rental Availability 86.4% 85.4%

Rental Penetration Rate 62.1% 68.7%

Digital Availability 27.8% 27.2%

Digital Penetration Rate 5.1% 3.7%

2017 2018 % Change

Sales (in-store & online) $ Units $ Units $ Units

New Textbooks $1,037,375 14,367 $990,827 14,286 -4% -1%

Used Textbooks 292,110 7,187 260,624 6,630 -11% -8%

New Textbook Rentals 375,989 9,148 426,748 9,380 14% 3%

Used Textbook Rentals 307,992 12,588 299,332 12,319 -3% -2%

Digital Textbooks 25,400 341 37,488 764 48% 124%

  Total Textbooks $2,038,866 43,631 $2,015,020 43,379 -1% -1%

  $ Students Saved $716,263 $728,496

  % Students Saved 26.0% 26.6%

Trade Books 1,421,184 1,288,732 -9%

General Merchandise 4,154,018 4,469,564 8%

Convenience 193,957 194,848 0%

Cafe 469,576 459,992 -2%

Total Sales $7,614,069 $7,773,315 2%

Online Sales (included in above figures)

     Textbooks $725,483 $762,878 5%

     General Merchandise 521,566 691,126 33%

     Online Sales $1,247,049 $1,454,004 17%
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 Year In Review - 2018

Store:

477 William & Mary Textbook Unit Sales Mix

33%

16%21%

29%

1%

Last Year

New Textbooks Used Textbooks New Textbook Rentals

Used Textbook Rentals Digital Textbooks

33%

15%22%

28%

2%

This Year

New Textbooks Used Textbooks New Textbook Rentals

Used Textbook Rentals Digital Textbooks

      $1,247.0 

      $1,454.0 

2017 2018

      -$ 

      $200.0 

      $400.0 

      $600.0 

      $800.0 

      $1,000.0 

      $1,200.0 

      $1,400.0 

      $1,600.0 

Online Sales ($ in 000's)

      $716.3       $728.5 
26.0% 26.6%

2017 2018

      -$ 

      $100.0 

      $200.0 

      $300.0 

      $400.0 

      $500.0 

      $600.0 

      $700.0 

      $800.0 

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

Students Saved ($ in 000's)
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College of William & Mary: 

 

 

VCU 

Policy Statement and Purpose 

Virginia Commonwealth University (VCU) makes every effort to provide reasonable safeguards to 
protect the welfare and safety of its students, patients, employees and visitors and the university's 
institutional resources. As a part of these efforts, VCU Human Resources will provide for criminal 
conviction investigations to be performed on all new and rehired employees. Criminal conviction 
investigations also will be conducted in connection with certain transfers, promotions and other 
business needs as described within this policy. (Note: Based on the duties being performed, VCU also 
may request criminal conviction investigations for unpaid interns, volunteers and affiliates.) 

The accuracy and completeness of the disclosure of prior law violations revealed or identified in the 
hiring/orientation process will be verified. Convictions disclosed or discovered in the hiring/orientation 
process may influence the final offer of employment only where such offenses are considered “job 
related.” Convictions related to drugs, violence and/or sexual behavior are generally considered job 
related due to the nature of the VCU environment and the need to provide reasonable levels of 
protection for students, patients, employees, visitors and institutional resources. The job relatedness of 
all convictions will be considered on a case-by-case basis and relevant factors will include, but not be 
limited to, the nature and gravity of the offense(s), time that has passed since the conviction(s) and/or 
completion of the sentence(s) and the nature of the job sought (i.e., the work environment, specific 
responsibilities of the position, access to and interaction with students, patients and the public, etc.). 

Noncompliance with this policy may result in disciplinary action up to and including termination of 
employment. VCU supports an environment free from retaliation. Retaliation is prohibited against any 
employee who brings forth a good faith concern, asks a clarifying question or participates in an 
investigation. 

 

 

 

Exhibit D - Background Check

Radford University 

 V   E4. Criminal History Background Check: Barnes & Noble College conducts criminal history  
 background checks on all their employees. 
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