








DUKE STORES LAUNCHES NEW
CUSTOMER FEEDBACK
PROGRAM

Duke University Stores has launched a new Customer
Feedback Program to give our customers an easy,
direct way to share product ideas and feedback about
their shopping experience—and to help our teams
better understand what the Duke community wants
most.

The signs have been placed at the registers and in key

store areas inviting customers to share what they'd
love to see us carry and how their experience was
during their visit. This program is designed to capture
real-time, actionable feedback that will support our
merchandising, marketing, and operations teams as
we continue to improve the Duke Stores experience.

What customers see
Customers are invited to scan a QR code and submit:
* Product ideas (brands, styles, sizes, gifts, tech,
Duke Athletics items, etc.)
+ Feedback about their service and overall experi-
ence
They can submit feedback anonymously or choose to
provide their name and email address.

Monthly thank-you drawing

To encourage participation, customers who include
their contact information will be entered into a
monthly random drawing for a $25 Duke Universi-
ty Stores gift card. One participant is selected each
month as a thank-you for helping us improve.

No purchase is required to participate.

How this helps our teams
All submissions go directly to Duke Stores leadership
and key teams, including merchandising and opera-
tions. This allows us to:

+ Identify product gaps and new opportunities

* Spot trends in customer demand

* Recognize strong service and team members

* Address issues more quickly and consistently
Over time, this will help us make better buying deci-
sions, improve service standards, and create a stron-
ger shopping experience for the Duke community.

1221 HELP SHAPE THE
DUKE STORES EXPERIENCE

Have a product idea?
Want to share feedback about your shopping experience?

We’d love to hear from you.
HOW IT WORKS

1. Share your ideas or feedback
Tell us what products you'd love to see or tell us
about your shopping experience.

2. Submit your feedback
Your feedback goes directly to our management
team for review.

3. Monthly drawing
One participant who shares product ideas or
. feedback will be randomly selected.

* 4:Receive'a Thank You
» The sefected participant will receive a $25 Duke
SmresGiﬁ.Card as<a ‘Thank You’ for sharing.
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How employees can help
Team members play a key role in the success of this
program. Please feel free to:
+ Point out the QR code signs to customers at
checkout
* Mention that their ideas really do get reviewed
* Let customers know they can enter the monthly
drawing by including their name and email
This program is another way Duke University Stores
continues to listen, learn, and grow—together with
the Duke community.



A CLOSER LOOK: DUKE STORES
WELCOMES CAMPUS TOUR
GUIDES

Duke University Stores recently welcomed 80 of
Duke’s tour guides for an engaging, behind-the-
scenes experience that brought the energy of campus
retail to life.

As some of the most influential student voices on
campus, tour guides play a key role in shaping how
prospective students and families experience Duke.
This event gave them the opportunity to go beyond
the surface and get an inside look at how Duke Stores
powers student life—from move-in moments to game
day traditions and everything in between.

Throughout the event, attendees explored the wide
range of products and services offered across Duke
Stores’ nine campus locations, including The Univer-
sity Store, Team Store, Duke Technology Center, and
the Gothic Bookshop. From the latest Duke gear to
essential academic tools and technology, guides saw
firsthand how Duke Stores supports Blue Devils at
every stage of their journey.

To top it off, each tour guide received an exclusive
50% off offer—good for one item in key categories
across Duke Stores, including apparel, gifts, books,
greeting cards, school supplies, and select tech acces-
sories—giving them the chance to shop and experi-
ence it all firsthand.

The event also highlighted key programs like Blue
Devil Delivery, designed to make move-in seamless,
along with Duke Stores’ contributions to campus tra-
ditions, sustainability initiatives, and everyday student
life.

With great conversations, behind-the-scenes insights,
and plenty of Duke spirit, the event gave tour guides
a fresh perspective—and even more to share on their
tours.

Duke Stores was proud to host this group of campus
ambassadors and looks forward to continuing to sup-
port the voices that bring the Duke experience to life
for thousands of future Blue Devils each year.
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DEVILS' DUPLICATES: A DUKE
STORES' ORIGINAL THAT LEFT
ITS MARK

Long before PDFs, cloud storage, and
print-on-demand, Duke students,
faculty, and staff relied on a small but
mighty print shop located on the mid-
dle level of the Bryan Center: Devils'
Duplicates.

For years, Devils’ Duplicates was the
campus go-to for course packets,
flyers, theses, posters, and just about
anything that needed to be copied,
bound, or printed—fast. Whether it
was a professor preparing materials
for a new semester, a student racing
to turn in a paper, or a student group
printing last-minute event flyers, Dev-
ils" Duplicates quietly powered life at
Duke, one page at a time.
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What many people don't realize is

that Devils’ Duplicates wasn't just located on cam-
pus—it was a department of Duke University Stores.
It was created to serve the academic and operation-
al needs of the university, alongside the campus
bookstores and retail locations that students and
faculty relied on every day.

It was also far ahead of its time. In addition to
full-service printing, Devils’ Duplicates offered
desktop computers and scanners for customer use,
giving students and faculty a place to write, edit,
scan, and prepare documents before sending them
to print—long before personal laptops and mobile
scanners were the norm.
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uplic 1cates

As technology evolved and printing moved from phys-
ical packets to digital files, the role of campus copy
shops changed. Eventually, Devils’ Duplicates closed its
doors—but its impact remains part of Duke’s retail and
academic history.

Generations of Blue Devils remember standing at the
counter with stacks of papers, floppy disks, flash drives,
and looming deadlines, trusting Devils’ Duplicates to
come through. It wasn't just a copy shop—it was a be-
hind-the-scenes partner in papers, projects, and pre-
sentations that shaped Duke life for decades.

While Devils' Duplicates is no longer open, its story lives
on as a reminder of how Duke University Stores has
always supported the heart of the university: learning,
teaching, and creating.

At Duke, even our copies had a legacy.



THE CUTEST CAUSE at DUKE

(and HOW YOU CAN HELP)
by Megan McGrath, Duke Lemur Center

Nestled on 100 acres of Duke Forest, you'll find the Uni-
versity's most unique attribute - the Duke Lemur Cen-
ter! Home to over 200 lemurs, the DLC is a world leader
in caring for, learning from, and educating about Earth's
most endangered mammals. Time and space are hot
commodities for the dedicated staff at the Duke Lemur
Center. Our five-person education team maintains the
DLC's onsite gift shop in between hosting over 25,000
annual visitors and conducting outreach programs with
local public schools. Since the DLC is only partially fund-
ed by Duke University, the revenue generated by our
gift shop sales provides critical support for our mission
to study, care for, and protect lemurs from Durham to
Madagascar. Purchasing the highest quality lemur food,
veterinary care, and so much more is made possible
with the funds generated from merchandise sales.

Even with the success of the Center’s onsite gift shop,
we knew there was a huge opportunity for expan-
sion. Requests kept coming in emails and social media

Coquerel’s sifaka Adopt a Lemur packages include a year of updates
on Gisela and her family!

Every Adopt a Lemur package sold helps care for and protect
lemurs like Randy.

comments from our global community of supporters:
how could they support the DLC's work by purchasing
gift shop items online? We knew that maintaining the
systems, storage, and time needed to effectively run
online sales would not be possible with everything we
already had on our plates. So, we turned to the experts:
the Duke Stores team. What started in 2013 as a small
arrangement, selling a few Lemur Center gift shop items
through Duke’s eStore, has grown over the years into a
truly collaborative partnership.

With the relaunch of our popular Adopt a Lemur pro-
gram on World Lemur Day in 2025, that partnership
proved incredibly valuable. While the eStore team
already supports the lemurs by sharing revenue earned
from all Duke Lemur Center online sales, they gener-
ously offered to increase that revenue on the symbolic
Adopt a Lemur sales. This resulted in over $30,000 of
support for lemur care and conservation in the first
three months of sales alone. This value skyrockets when
we consider the hundreds of hours DLC staff previous-
ly spent facilitating the Adopt a Lemur program every
year. “The adopt program has been a LOVED program
with a long history at the DLC,” shares Development
Director, Mary Paisley, and we are incredibly grateful for
the time and expertise of the eStore’s team throughout
this program’s relaunch.

With the Duke community facing so many challenges
over the past year, these kinds of relationships and
partnerships are crucial to moving forward together.

If you would like to support this partnership and the
lemurs, maybe even symbolically adopt a lemur of your
very own, you can visit the Duke Lemur Center’s shop in
Duke’s eSTORE at https://bit.ly/4ticHXZ.



WELCOME NEW EMPLOYEES

Yasmine Alston - Hospital Gift Shops
Amanda Gronwaldt - University Store
Sandra Horton - Hospital Gift Shops
Kim Christy - University Store

DID YOU KNOW?

Outside of Duke Stores, Darius Atkinson is an ac-
complished music producer and engineer whose
work has been featured on ESPN, Netflix, and Hulu.
With more than 15 years of experience, he has
earned recognition across the country, winning
multiple showcases and competitions alongside his
production team.

Before joining Duke University Stores, Carmella
Grace built an impressive background in the per-
forming arts. She appeared on stage in Danville, VA
at Averett University and in South Boston, VA at the
Prizery Theatre, with professional credits including
Legally Blonde and Oliver. A graduate of Averett Uni-
versity, Carmella earned her degree in theater with
minors in musical theatre and music, and later re-
ceived certification in voice acting for both narrative
and commercial work. In addition to her work on
stage and behind the mic, she is also a singer-song-
writer currently beginning work on her first album.

Grant Martin is a published author whose work was
inspired by his grandfather, a professional baseball
player. What began as a desire to tell his grandfa-
ther’s life story grew into a full collection of creative
writing, including short stories, song lyrics, essays,
and poems.

YORKEY-RAINEY SCHOLARSHIP:
STUDENT NOMINATIONS NOW
OPEN

Nominations are now open for the Yorkey-Rainey
Scholarship, awarded to undergraduate stuents
working within Duke Stores. This scholarship recog-
nizes financial need, length of service, dedication,
and merit-and helps replace loan burden in students’
financial aid packages.

With $118,840 available to award this year, this is a
powerful opportunity to support our student employ-
ees and invest in their future success.

Know a standout student? Submit their name to con-
firm eligibility and complete a nomination by Thurs-
day, April 23.
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ALUMNI REUNIONS WEEKEND
April 10-12

BLUE DEVIL DAYS
April 16, 17, & 20

COMMENCEMENT
May 10
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Be the first to know about new arrivals, special collections,
the latest in technology, sales events, and more.



