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P‘EDITOR'S NOTE BY EMILY REFERMAT

Technology Trends In 2015

Technology providers continue to push vending forward, helping operators run more
efficient businesses and engage with consumers.

echnology is a small word for such a large
range of topics. For instance, it is used to
describe everything from enhanced promo-
tional capabilities of micro markets, vending
management systems, digital marketing and
cashless payment options. This year we have
seen technology adoption increase even more
sharply in the vending industry than in the past
with new/expanded partnerships, equipment
launches and slow but consistent integration.

IN 2016,
technology
will
continue
to be
important.

Here is a look back at some
top technology-focused
news items that came out
in 2015. So far, 2016 is
looking just as innovative
and exciting.

Micro markets go big

with mobile push

In January, big news
broke about two industry
companies - the purchase
of BYNDL by Avanti
Markets. Jim Brinton,
CEO of micro market sup-
plier Avanti Markets, told
VendingMarketWatch.com
that consumers wanted

to use more mobile pay-
ments. He believed the
merger would help make
that a reality while also
developing the tools to

promote loyalty. Sure enough, this fall the
Avanti Markets App, Powered by BYNDL was
released and does both.

In April, we looked at trends reflected at the
NAMA OneShow in Las Vedas, NV. Among new
products to sample was an influx of technology
innovations, including more mobile payment
and promotions options available for vending
machines. It’s not just customer facing tech-

nologies that have been steadily increasing all
year, but the use of systems to enhance product
offerings and delivery schedules, too. Vend-

ing management systems (VMS) are no longer
‘nice-to-haves’, but instead have become ‘need-
to-haves’ The ability to both visit a machine
only when necessary and prekit products for the
route driver, are allowing tremendous growth
and unparalleled control over the business by
the operator.

Technology integrations have also been hap-
pening at a greater pace, which makes transi-
tions more seamless and saves time transferring
data and looking at metrics in two different sys-
tems. In early December LightSpeed announced
a new integration with Vagabond; an integration
which should be available to those customers
in early 2016. It’s one more positive step in the
right direction for vending.

Vending equipment gets a hoost

While there has been much talk about micro
markets and office coffee service, the vending
industry is still a strong core segment - it’s just
evolving. This October it was reported that the
Wittern Group in Clive, IA, was planning a
$17.75 million expansion that includes bringing
controlled dispensing solutions to industries
like healthcare and maintenance repair.

The next month vending equipment was again
in the spotlight when AMS announced its
MicroVend, a countertop vending machine

that would start production in 2016. While
previewed at a few trade shows, the announce-
ment gained a lot of industry attention for the

compact vender.
Technology will continue to be a major

trend in 2016. It is driving some operators to
higher profits and frustrating others, but we
have reached a tipping point where technology
is no longer in a testing phase, but has proven its
worth. Look for more of it in the year ahead. |

n Facebook/VendingMarket

@VendingMagazine LLIJ http://linkd.in/VendingMarketWatch
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The countdown has started for

the industry’s most important
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VendingMarketWatch rop news stories

Investor Group Buys
Keurig Green Mountain

For $13.9 Billion

eurig Green Mountain, Inc., a personal beverage system company that has

revolutionized the way consumers create and enjoy beverages, and JAB

Holding Company (“JAB”) have announced that the companies have entered
into a definitive merger agreement under which a JAB-led investor group will
acquire Keurig Green Mountain for $92.00 per share in cash, or a total equity value

of approximately $13.9 billion.

The agreement, which has

been unanimously approved
by Keurig Green Mountain’s
board of directors, represents

a premium of approximately
77.9 percent over Keurig Green
Mountain’s closing stock price

on Dec. 4, 2015.

JAB is acquiring Keurig

{EURIG

GREEN MOUNTAIN

The purchase of Keurig Green Mountain is expected to

close during the first calendar quarter of 2016.

Green Mountain in partnership with strategic minority investors who are already
shareholders in Jacobs Douwe Egberts B.V., including Mondelez International
and entities affiliated with BDT Capital Partners. At the close of the transaction,
Keurig Green Mountain will be privately owned and will continue to be operated
independently by the company’s management team and employees. Keurig Green
Mountain will remain headquartered in Waterbury, VT.
The transaction is not subject to a financing condition and is expected to close
during the first calendar quarter of 2016, subject to customary closing conditions.

—

Liberty Enterprises,
LightSpeed Partner
On New Blind Initiative

P Aurora, CO-based vending
operation Liberty Enterprises
and LightSpeed Automation
have joined forces in an effort
to modify LightSpeed’s ware-
house picking solution for
blind and visually impaired
operators. “Blind opera-

tors want to run successful
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businesses and would love to
compete for vending opportu-
nities outside of the govern-
ment contracts,” stated Gary
Nelson, president and CEO of
Liberty Enterprises. “We want
to grow our business just as
much as other operators and
if technology gives us the
chance to compete for that,
then I'm excited to be a part
of this project.” In addition
to LightSpeed’s warehouse
picking solution, Liberty
Enterprises will be working
closely with LightSpeed in
development of Level — their
advanced inventory solution.

Snyder’s
Lancefg

Diamond

Snyder’s-Lance, Inc.
To Acquire Diamond
Foods, Inc.

P Snyder's-Lance, Inc.

and Diamond Foods, Inc.
announced that they have
entered into a definitive
agreement under which
Snyder’s-Lance will acquire
all outstanding shares of
Diamond Foods in a cash
and stock merger transac-
tion for approximately $1.91

billion. The transaction
expands Snyder’s-Lance’s
footprint in “better-for-you”
snacking and increases the
company'’s existing natural
food channel presence.

AVT Shareholder
Leads Capital Raise
To Help Company Exit
Chapter 11

P> AVT, Inc. announced that a
prominent shareholder in the
company and a distinguished
businessman, is leading an
effort to raise capital to help
the company exit Chapter
11. “l am a huge fan and

an ardent supporter of AVT
because | have an under-
standing of the market and
of the company’s potential,”
said John Knipf. “l have
always been proactive in my
approach to business, and |
am looking forward to help-
ing fund AVT’s exit strategy
to get out of Chapter 11,

and get back to the business
of executing on its business
plan, current opportunities,
and future goals.”

NAMA Foundation
Announces 2015
Undergraduate
Scholarship Winners

P The NAMA Foundation
recently announced the
recipients for its 2015
undergraduate scholar-

ship program. The program
awarded post-high school
non-renewable scholar-
ships of $2,500 to three
recipients who were chosen
at random. The three win-
ners are: James C. Daniels,
Warren, OH, sponsored by
AVI Foodsystems; Melissa
McCann, Fontana, CA, spon-
sored by Betson Enterprises;
Thomas Porath, Lexington,
NE, sponsored by VVS, Inc.
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@ Foods

Food you love

ConAgra Foods Plans
To Separate Into Two

Public Companies

P ConAgra Foods, Inc.
announced plans to pursue
the separation of the com-
pany into two independent
public companies: one com-
prising its consumer portfolio
and the other comprising

its foodservice portfolio of
frozen potato products.

The consumer brands
business will be renamed
Conagra Brands, Inc. and
the frozen potato business
will operate under the Lamb
Weston name. Immediately
following the transaction,
which is expected to be com-
pleted in the fall of 2016,
ConAgra Foods sharehold-
ers will own shares of both
independent companies. The
transaction is expected to be
structured as a spin-off of
the Lamb Weston business,
tax-free to the company and
its shareholderer.

Conagra Brands will con-
sist of brands such as Marie
Callender’s, Hunt's, RO*TEL,
Reddi-wip, Slim Jim, PAM,
Chef Boyardee, Orville
Redenbacher’s, P.F. Chang’s
and Healthy Choice.

Six Convicted On
Business Opportunity
Fraud Charges

P A jury in Central Islip, NY,
convicted six men on felony
charges of conspiracy and
fraud in the sale of candy
vending machine business
opportunities, the Depart-
ment of Justice announced.
According to evidence
presented at trial, manag-

ers, sales representatives
and operators of “locating
companies” associated
with Multivend LLC, d/b/a
Vendstar, made material
misrepresentations about
the profits customers would
make from bulk candy vend
ing machines. During the
telemarketing calls, Vend-
star’s sales representatives
falsely claimed to operate
their own profitable vending
machine businesses.

ACE 2015 Oktoberfest
Operator Attendance
Up Five Years In A Row

P> Participants from 20
states and Canada took

part in this year’s three-day
Atlantic Coast Exposition
(ACE) that was held in Myrtle
Beach, SC. ACE reported
that operator attendance

has grown for five consecu-
tive years and booth sales
grew 10 percent over last
year. Awards were presented
to NCVA Vendor of the Year
Allen Hester of Canteen
Vending; NCVA Supplier of
the Year Rob Shumake of
G&J Sales and Marketing;
VAMA Vendor of the Year
Karen Harlow of Canteen
Vending; and VAMA Supplier
of the Year Lou Pace of Qual-
ity Brokerage. A plaque was
presented to Scott Denhard
of Canteen Vending to honor
his year-long commitment
and valued leadership as the
2015 ACE Planning Com-
mittee Chair. The Lifetime
Achievement Award was
presented to Zed Bradley of
Piedmont Vending Services.

TOP NEWS

People in the News

Jeff Yoder Promoted To
Vice President/GM Of AVS

American Vending Sales (AVS) has an-
nounced that they have promoted Jeff Yoder
to the position of vice president/general
manager. He joined the company in 2006
as general manager and has overseen all aspects
of operations. Yoder has also had a leading role in
the gaming division at AVS by heading up the gam-
ing compliance initiatives and acting as liaison to
the lllinois Gaming Board.

Glenn Butler Named
New GM Of Nayax

Industry veteran Glenn Butler has joined
Nayax as the general manager of Nayax
North America to accelerate its growth
across the U.S. and Canada. Butler started
his career just out of college by co-founding
Streamware in 1991. He later spent time as
president of Cantaloupe Systems, VP and CTO of
Crane Merchandising Systems, and co-founder of
VendScreen. His consulting company CTO Services
has done several integration projects for clients
within the vending industry.

Accent Foods Hires Canteen
Division President John Christian

Accent Foods, a vending, micro market and
office coffee service company in Austin, TX,
has hired John Christian for the position

of chief marketing officer. Christian was
formerly the central division president of Canteen.
Christian graduated from the University of Wiscon-
sin with Bachelor of Science degrees in Economics
and Business. He has been involved in the vending
industry for more than 25 years.

365 Retail Markets Welcomes
New Director Of Sales

365 Retail Markets is pleased to announce
the recent appointment of John Veit as

its new director of sales. As the director

of sales, Veit is responsible for continuing
the expansion of the company’s vending, micro
market and foodservice technologies across the
globe. He is also responsible for developing new
markets and optimizing routes to market; to pro-
vide the best customer solutions and experience
in the marketplace.
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P‘TOP NEWS

30 Participants Complete
NAMA's Executive Program

AMA announced

that 30 partici-

pants successfully
completed its Execu-
tive Development Pro-
gram at Michigan State
University. The EDP
Class of 2015 joins the
ranks of more than 450
other industry execu-
tives to graduate from
the program since its
inception in 2000.

“On behalf of

NAMA, I'd like to
congratulate our 2015

NAMA held its Executive Development Program at Michigan
State University Oct. 18-22, 2015.

EDP graduates on their tremendous performance in the program this past week,” said
Dan Mathews, NAMA executive vice president and chief operating officer. “This fall
marks the 15th year of the NAMA Executive Development Program and it gets bet-
ter and better each year. Our participants came from a variety of professional back-
grounds within the industry, but they were united by passion and a strong desire to

learn and grow.”

New additions this year included EDP faculty member, Dr. Cheri Speier-Pero, who
led Business Analytics and Leveraging Customer Data, giving participants a look at
how predictive analytics can be used to create value within organizations. The 2015
curriculum also incorporated new content, including an updated case study and a cus-
tomer pricing component, helping participants strategize and tackle pressing industry
challenges while preparing them for the future.

Gourmet Coffee
Service Signs Long
Term Distribution Deal
With Nespresso

P Gourmet Coffee Service

has partnered with Nespresso
to bring the brand’s single-

8  Automatic Merchandiser | VendingMarketWatch.com | December 2015

serve espresso and coffee
machines to Los Angeles
County and Orange County
office environments. “We are
very excited to join forces
with Nespresso,” said Bob
Tullio, VP of business devel-
opment for Gourmet Coffee
Service. “For some time, our
clients have been asking for
Nespresso, brewed on profes-
sional equipment, managed
through our refreshment
services program. It's another
opportunity to spoil our ter-
rific client base.”

Kraft Heinz Co.
To Close Seven
Manufacturing Plants

P Kraft Heinz Co. will

be closing seven of its
manufacturing plants and
eliminating 6 percent of its
workforce, The Wall Street
Journal reports. As part of
a plan to “reduce overlap
and excess capacity” the
newly merged company is
eliminating 2,500 jobs. Pre-
viously, the Kraft Heinz Co.
announced the completion

of its merger in July and
in August it laid off 700
employees at its corporate
headquarters in Northfield,
IL. This latest round of cuts
continues the Kraft Heinz
Co. plan to be more globally
competitive and modernize
plant equipment.

The company intends
to close production plants
in California, Maryland,
New York, Pennsylvania and
Wisconsin. Production in
those facilities will move to
other factories.

Carvana Opens World'’s
First, Fully-Automated,
Coin-Operated Car
Vending Machine

P> Carvana launched the
world’s first, fully-automated,
coin-operated car vend-

ing machine in Nashville,
TN. Carvana customers can
now purchase a car entirely
online and choose to receive
their car through a propri-
etary and fully-automated
pick-up experience, similar
to how a can of soda is
dispensed from a traditional
vending machine.

Carvana’s car vending
machine in Nashville is a
glass building that contains a
welcome center, a five story
glass tower storing up to 20
cars, three customer delivery
bays and an automated
delivery system that moves a
customer’s vehicle from the
tower and into each bay.



Pinnacle

FOODSE INE,

Pinnacle Foods To
Acquire Boulder
Brands

P Pinnacle Foods Inc.

and Boulder Brands, Inc.
announced that they have
entered into a definitive
agreement for the acquisi-
tion of Boulder Brands

by Pinnacle Foods, in a
transaction that expands
Pinnacle’s presence in
growing and complemen-
tary health and wellness
categories. The transaction
also expands Pinnacle’s
presence in the natural
and organic retail channel
and provides Pinnacle with
a new growth platform in
refrigerated foods.

. -
Ccetsty
The Coca-Cola Co.
Announces Letters

0f Intent With Three
U.S. Bottlers

» The Coca-Cola Company
announced it has signed let-
ters of intent with three U.S.
bottlers to grant expanded
distribution territories in
seven states as part of its
ongoing efforts to refranchise
half of company-owned U.S.
bottler-delivered volume by
the end of 2017.

In each territory, The
Coca-Cola Company will
grant exclusive rights
to these bottlers for the
sale and distribution of
bottler-delivered Coca-Cola
beverages. In addition,
Coca-Cola Refreshments,
the company-owned U.S.
bottler, will sell its sales
and distribution assets to
the expanding local bottling

partner. New letters of

intent provide that:

e Coca-Cola Beverages
Florida, based in Tampa,
will assume additional
territory in north Florida
including Brevard,
Daytona, Jacksonville,
Gainesville and Orlando.

e Great Lakes Coca-Cola
Distribution, L.L.C.,
based in Chicago, will
assume additional terri-
tory including the state
of Michigan, the majority
of Wisconsin including
Milwaukee, southern
Minnesota including
Minneapolis and portions
of northeast lowa and
northern Illinois adjacent
to its Chicago territory.

e Atlantic Coca-Cola Bot-
tling Company, based in
Atlantic, lowa, will assume
new territory in southeast-
ern lowa, including Cedar
Rapids and the Quad
Cities, western Illinois and
northeastern Missouri.

My Fit Foods™
Looks To Vending &
Micro Markets

P My Fit Foods™, a
producer and retailer of
handcrafted, fresh, grab-
and-go meals, announced
the opening and U.S.
Department of Agriculture
(USDA) certification of

its new, 30,000-square-
foot central kitchen. The
opening of the handcrafted
production kitchen allows
My Fit Foods to expand and
sell its products through
new, strategic distribution
channels, including cor-
porate cafeterias, vending
and micro markets, as well
as third party retailers. The
central kitchen is expected

to create over 150 new job
opportunities in the Dallas-
Fort Worth area.

LightSpeed Automation
Announces Integration
With Vagahond
Vending

P LightSpeed Automation
announces a new integration
with Vagabond Vending, the
mobile-first Vending Manage-
ment Solution (VMS). The
integration is in development
and should be available to
Vagabond and LightSpeed
customers in early 2016.
“We are very excited to bring
LightSpeed to Vagabond'’s
customers,” stated David
Marler, LightSpeed’s VP of
sales and marketing. “Their
customer base matches up
well with both our Xpress
and Foundation systems. We
look forward to bringing them
the same efficiencies and
profitability that our larger
operators enjoy.”

Seven Industry
Companies Join The
American Business Act
On Climate Pledge

P> Seven companies in

the vending industry have
taken part in the American
Business Act on Climate
Pledge, joining more than
140 companies.

CALENDAR OF EVENTS

JAN. 27-28

TMVA Board Meeting
Hotel Contessa

San Antonio, TX
Phone: 832-358-8080
www.tmva.org

JAN. 17-19

Winter Fancy Food Show
Moscone Center

San Francisco, CA

Phone: 646-878-0301
www.specialtyfood.com

TOP NEWS |«

NAMA member compa-
nies to participate thus far
include:

e 365 Retail Markets

e All Star Services

e Cantaloupe Systems

e Compass Group and
Canteen

e Gourmet Coffee Service

e Royal Vending

e The Wittern Group

“Sustainability is an
important focus for busi-
nesses looking to grow and
adapt amid a changing
environmental landscape,”
said Eric Dell, NAMA senior
vice president of govern-
ment affairs.

Massimo Zanetti
Beverage USA Acquires
Minority Stake In

Club Coffee

P> Massimo Zanetti Beverage
USA has announced plans
to acquire a 25.1 percent
minority equity position

in Club Coffee of Toronto,
Canada, for $25.1 million
(CDN). The parties anticipate
their agreement will enable
MZB to expand its reach

in Canada and Club Coffee
to enhance its U.S. pres-
ence. The equity investment
is expected to be finalized
before the end of this calen-
dar year and is subject to the
parties’ successful conclu-
sion of due diligence and
other pre-closing conditions.

MAR. 17-19

NCA Annual Convention
Hotel del Coronado

San Diego, CA

Phone: 212-766-4007
WWww.ncausa.org

APR. 13-15

NAMA OneShow

McCormick Convention Center
Chicago, IL

Phone: 312-346-0370
www.namaoneshow.org
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P‘OCS UPDATE

From Coffee To Cola: Single
Serve In The OCS Industry

By Adrienne Zimmer, Managing Editor

Single serve coffee changed the 0CS industry;
is single-cup cola poised to do the same?

ingle-cup coffee has revolution-

ized the OCS industry. Now with

the emergence of single serve
cold beverage systems, many opera-
tors are waiting to see if the demand
for these cold beverage units will hit
the OCS industry with the same fervor
as the hot beverage units.

A high cost option

Single-cup hot brewers have allowed
consumers to enjoy the personaliza-
tion and customization of single-cup
options from gourmet coffees and
teas to hot chocolate, mochas, lattes
and even soups. For single-cup cold
beverage machines, that customiza-
tion could come in the form of cola,
energy drinks, sparkling water,
juices, iced teas and more.

“The consumer loves options and
Ido think this type of machine would
be well-received by employees,”
said Charles Brunson, CEO of NC-
based Capitol Coffee Systems. “The
removal of the water from all our
canned and bottled products would
allow us to carry a lot more on our
trucks and deliver to more locations
in the same amount of time.”

The issue, he says, is cost per
serving. “Single serve coffee changed
the world from $.15 and $.20 cent
per cup to $.50 cents per cup of cof-
fee,” he said. “The issue would be
getting this new single serve cold
beverage item in the marketplace
and accepted [by the employer] at a
profitable price point.”

Before operators jump on board,
there has to be consumer interest
and the right price. “We would love
to offer [single serve cold beverage
options|,” said Sandy Thornton, co-
owner of GA-based VendEdge. “But
only if the demand is there,” she
added. “We are taking a ‘wait and
see’ approach,” she explained. Thorn-
ton believes the price may hold some
consumers back from embracing the
cold beverage machine in the office
right away. “We think that having
multiple flavors readily available is a
positive, however, early indications
are that the price points may be cost
prohibitive. We are hearing $1.25 for
a 12-ounce drink,” said Thornton.

Some systems also require CO,
tanks, which raise more issues of
transportation, storage and tank
replacement. Despite these concerns,
Pete Tullio is keeping an open mind
about the machines. “We would defi-
nitely consider adding a single serve
cold beverage machine to our OCS
offerings,” said the CFO of CA-based
Gourmet Coffee Service. “A track
record would be helpful, however,
to gauge the required maintenance
and service responsibilities. I can
certainly see this as a viable offer-
ing in the OCS environment and I do
believe it would be readily accepted
by the consumer in the office,” he
said. “In the right setting and with
a sufficient office population, we
would be interested in offering the
product,” Tullio said.
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Not an option for some

For some operators, single serve
cold beverage machines do not have
much allure. Jim Carbone, COO of
IL-based Workwell and Truebrew
Coffee & Tea Outfitters, revealed
that his company has no interest in
the machines, as more consumers are
turning away from soda. “With the
water system we offer, we try sell-
ing natural flavors for handcrafted
sodas, like root beer, cream soda,
etc. and get very little requests. We
will get whatever a customer wants
but I do not expect to offer [single
cup cold beverage machines] in our
portfolio,” he said.

Wl-based Joel Sather, CEO of
Capital Coffee, agrees. “The cost is
too high and the technology is unreli-
able right now,” he said.

Jeff Lieder, president of CA-based
Tri-R Coffee and Vending, prefers
to see where the demand is headed.
“Drinks are so expensive that these
‘make your own soda on demand’
machines are surfacing,” he said.
“The idea is cool...as an operator I
haven’t seen the value yet. I'm not
sure how this is going to play out but
we’re open to any possibilities that
come available.”

There is certainly potential for
the single-cup cold beverage system
in the OCS business, but only if
consumers drive demand to a point
where employers are willing to pay
the higher price per cup. For now, it
is a waiting game. | €
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Seattle Visionary
Ushers In New
Vending Era With
Micro Markets

By Emily Refermat, Editor

From one soda machine to a full-service operator
of over 3,000 vending machines and 600 micro markets,
Jim Brinton has seen his operation change more
in the last 5 years than in the previous 39.

hen Jim Brinton, president

of Evergreen Vending, felt

the impact of the 2008-2009

Great Recession, he was con-
cerned. His 34-year-old vend-

ing operation based in Seattle, WA,
was weathering the turbulent eco-
nomic times, but the future didn’t
look as bright as the past. His concern
deepened as he visited other vend-
ing operators around the U.S. in the
capacity of NAMA Chairman. “I was
feeling the same pain as the opera-
tors I was seeing across the country,”
he said. With businesses closing or
reducing employees, vending loca-
tions were disappearing. Wage
freezes or reductions were leading
to significant decreases in revenue.
With no major changes to the vend-
ing industry since glass front vending
machines and the bill validator, oper-
ators found it hard to highlight their
service versus their competitor and
drive the higher prices they needed
to maintain profitability. Many saw
ableak future. However, visionaries

see things differently. That is why,
despite this time of uncertainty,
Brinton decided to launch into a new
enterprise that would not only rein-
vigorate his operation, but the entire
industry — micro markets.

Micro markets were a much needed
solution to Brinton’s concerns thanks
to their ability to attract customers
willing to pay higher prices for a
greater variety of food as well as meet
demands of an increased number of
larger locations. In addition, the recov-
ering post-recession economy made it
an even more promising time to launch
anew workplace refreshment segment.

“I often say the stars aligned,”
joked Brinton about how he got into
the micro market business. And he
also credits it for keeping him in the
industry. “I might not be here — my
company that is — without micro
markets,” Brinton added seriously.

The job he always returned to
Brinton began his vending career in
1976, at age 17. He installed a vending
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machine in his father’s auto supply
store because employees kept enjoy-
ing his soda without paying him
for it. Once he had one machine,
he started looking for other places
he could install the venders. When
Brinton left for college he turned the
business over to his younger brother
to run for him. “It wasn’t his pas-
sion,” explained Brinton, who had
to return to run the company. He
grew his business by 250 percent in
the next year, organically and by buy-
ing a few routes from other operators.

FULL LINE v
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Replace Vending with a FRESH
Market in Your Workplace TODAY!

At the tail end of the recession in 2009, Jim Brinton, president of Evergreen Vending, decided to launch into a new enterprise that would

not only reinvigorate his operation, but the entire industry — micro markets.

Then in 1985, still young and full of
too much energy, Brinton decided to
also pursue a career in law enforce-
ment with the City of Seattle after the
encouragement of some friends. After
10 years, the unpredictability of the
job led him back to vending full time.
Since then, Evergreen Vending has
grown to include 54 routes and 165
employees operating from four dif-
ferent locations throughout Western
Washington and Oregon.

An industry is born

After the challenges of the recession,
Brinton knew his company’s future
had to be different. Probably the big-
gest change he made, both for his com-
pany and the industry, was going into
business with another operator on a
self-checkout system that did not use
RFID tags, but allowed users to scan
the existing bar codes on products. Up
until that point, the systems marketed
to the industry had needed RFID tags
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affixed to each product which added
labor and physical label costs. Brinton
thought there had to be another way
and placed a few kiosks in locations
for testing in 2009.

“Ilooked at the results of the base
test and thought ‘this might be the
savior of my business’,” said Brinton.
In 2010, Brinton hired sales people
for his micro market division and
started adding two to three markets
per week. He now has 600 markets
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over his service area from greater
Seattle, WA to central Oregon and in
between operating the same as other
operations. “There are no back doors
here,” he joked about his employees
using the same systems, reports and
technical support number as the rest
of the country including paying the
same service fees as everyone else.

As time went on, the revenue
numbers truly put in perspective for
Brinton the importance of diversi-
fying his operation. “It took me 35
years to develop 30 percent of my
business revenue [vending, OCS and
used equipment] and only 5 years to
develop 70 percent — micro market
sales,” explained Brinton. Despite
being a smaller percentage, he hasn’t
seen vending shrink that much. There
is some attrition when adding micro
markets, but most of his micro mar-
kets were and continue to be new
workplaces that did not have vending
or transitioned from operators who
did not endorse the micro market con-
cept early on.

“In the past, work environments
have shut out vending, but were not
big enough for a cafeteria,” said
Brinton. Evergreen Vending was
able to meet the needs of these cus-
tomers by offering micro markets
under Avanti Markets Northwest.
Brinton continues to add about 150
micro markets a year.

Location land grah
Brinton first went after locations he
felt were low hanging fruit. They
either weren’t being serviced at all
or adequately served by vending.
The type of workers, blue collar ver-
sus white collar, was not one of his
main considerations as he had seen
the micro market concept work with
multiple types of locations. The num-
ber of employees and existing service
were the main drivers.

Brinton believes that right now
is an important time for the micro
market division of his company, and

Brinton’s micro markets carry both branded
food and private label.

While Brinton is also the president of Avanti Markets Corporate, the
nationwide supplier of Avanti micro markets, the micro market side of his
operation has the same profitability model as any operator. “My staff call
the same support line number and | still pay service fees,” said Brinton.

Ongoing service fees are a hurdle Brinton hears from many operators. He
believes that they are comparable to some of the fees in vending that get
overlooked because operators are so used to them.

“First, vending machine credit card fees are higher than micro markets,”
indicated Brinton. Also, taxes are more transparent for the customer,
saving some money per transaction. For example, in Washington there is
a high sales tax, which needs to be added into the price of vending items
while balancing the price point customers will actually pay. In Oregon
there is a bottle deposit that must be paid. In micro markets, both those
taxes are added in at the kiosk, just like other retail environments, so the
price of the product doesn’t have to be adjusted. Add to this the cost of
vending management systems, service calls, as well as cash shortages or
product spoilage for vending machines compared to micro markets, and
the money is pretty comparable in Brinton’s estimation. Commissions
are another large cost area for vending that is eliminated (or should be
eliminated) with micro markets, according to Brinton.
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likely the industry. “It’s a real estate
grab,” he said, “in any area of the
country.” He believes it’s important
for the vending industry to establish
itself as the leader in this segment
so outside competition does mnot
enter the marketplace. He is getting
workplaces ideal for micro markets
under contract, even if it means
routes that are less dense than they
could be. He feels he can back fill,
or add more micro market locations
to existing routes in the future. He
has also been converting some of his
vending customers to micro markets.
It offers them a different experience,
the potential to increase his sales, but
also to reestablish his relationship
with the location.

The commission reset
Converting an existing Evergreen
Vending account to an Avanti North-

Warehouse staff pick cold food orders at an ambient temperature due to glassfront coolers.

west micro market served to reset
customers used to shopping for break-
room services based on price or getting
commissions. “We used it as an oppor-
tunity to set different expectations
for the customer and profit model,”
explained Brinton. His team focuses
on how micro markets bring a service
to the location — better refreshing
staff on site. Sales is able to explain
that micro markets run differently,
aren’t vending, and do not pay com-
missions. Products are different, with
more variety than vending. This keeps
customers from trying to make a price
comparison. Usually, the micro market
concept is so inviting they don’t mind
giving up commissions.

A redesigned warehouse

The warehouse in the headquarters
of Evergreen Vending and Avanti
Markets Northwest looks more like a

OPERATION PROFILE |«

members-only warehouse club. There
are large, glass fronted coolers so ware-
house staff can pick food while being
at a normal temperature. This is espe-
cially important for Brinton’s growing
micro market operation as 32 percent
of his product is food — refrigerated
or frozen. In fact, his food demand
has gotten so high, he has started an
unconventional process. He uses the
Seattle warehouse for food and his
Olympia, WA, warehouse 65 miles
away for dry goods, which constitute
about 70 percent of the micro market
product volume. Each night, prekitted
food is driven down to Olympia and
prekitted dry goods are sent back on
the truck to Seattle to be loaded onto
vehicles and ultimately distributed to
micro markets.

Having to reestablish the logistics
of product delivery has also caused
Brinton to consider how he uses vehi-
cles. He has a fleet of hybrid vehicles
for sales and service technicians to
use. For micro market deliveries, he
hasbegun switching to the RAM Pro-
Master with a custom interior. Food
is arranged on top above beverages as
food is lighter. There is also a refrig-
erated compartment that runs on 12
volts so there is no extra compressor
needed. “This is the easiest and best
layout,” said Brinton. He still has
more traditional delivery vehicles, but
is moving away from them in favor
of the gas savings of the newer vans.
With such an extensive fleet of over
80 vehicles total, Brinton employs
vehicle maintenance staff to service
them onsite. He also has outdoor out-
lets for the vehicles to be plugged in
to power the refrigerator.

The new vehicles work because
Brinton is no longer operating a
warehouse on wheels where vehi-
cles would hold 60 to 80 items per
truck. Micro markets offer 350 items.
“There is no way to be a rolling ware-
house and serve micro markets,”
explained Brinton. “You can’t effec-
tively run markets without prekit-
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ting,” he added, glad it was a system
that already existed in the industry.

The value proposition of food
With micro markets, food has become
a central and profitable aspect to the
business. That wasn’t the case with
vending food. “We weren’t making
money on fresh food,” he said about
the days he just served food from
vending machines. Micro markets
are different, so the food has to be
different, too. “What I realized was
that vending food was a last resort.
But micro markets have created a meal
stop,” said Brinton. Why? Because
now employees aren’t burning gas,
losing their parking spot, fighting
traffic or wasting breaks commuting
for food and beverages. That includes
the time it takes to get focused once
again on the work the employee was
doing. “That is the value proposi-
tion that has replaced commissions,”
added Brinton.

With this value proposition comes
some responsibility for the operator.
The micro market food program must

In the RAM ProMaster van, a 12-volt
refrigerated compartment needs to be
powered while the vehicle is off.

stay fresh and new. “A successful
micro market food program means
offering unique items and having
the control to change the menu and
increase the quality of the ingredients
so the food remains unique,” said
Brinton. He changes his food often,
but does not run his own commissary.

Promotions are a key driver
Brinton has also noticed that merchan-
dising and marketing in micro mar-

Jim Brinton, president of Evergreen Vending and Avanti Markets Northwest
as well as one of the founders of Avanti Markets, saw the potential of a
self-checkout system early on. However, he was also aware that if the
world had not evolved, the idea would not have worked.

In 2004, there were very few self-checkout systems the average person
saw and used on a regular basis “If that had continued to be the case,
introducing one at the workplace would have been foreign to customers,”
Brinton said, and he suggests that micro markets might not have even
worked. Luckily now there are self checkout systems everywhere from

airports to big box stores.

16

Another push towards micro markets came with consumers. At the same
time that self-checkout systems became more mainstream, there was a
generational shift in consumers and how they preferred to shop. “Millen-
nials prefer a non-human touch transaction,” said Brinton. “It has made
micro markets a much easier sell.” Even the move to a better-for-you
product selection including fresh food, diet drinks or gluten-free products
has contributed to the success of the micro market segment. “I think we've
made a lasting impression on our customers,” said Brinton. He doesn’t see
micro markets going anywhere but up.
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kets is necessary. A new market might
boost sales initially, but to keep the
momentum up, the operator must run
promotions and new products. Avanti
Northwest bundles products together
for deals or runs ‘buy X number of the
item and get one free’ deals. It pushes
advertising and promotions via the
kiosk and mobile. Micro market cool-
ers are refaced to look new and market
layouts are rearranged so users need to
“hunt” to find the products they want.
New products are introduced regularly,
either by customer request or because
of manufacturer promotions. “It’s
much more like retail,” said Brinton.
“And very different than in vending.”
The company is even experimenting
with take home options, like holiday
cookie tins, as last minute gift options
for a neighbor.

One of the indispensable tools
Brinton uses in micro market mer-
chandising is food tasting. He part-
ners with manufacturers for free or
discounted product as well as collect-
ing a fee to pay for the event. He then
has a dedicated staff member visit dif-
ferent markets Tuesday, Wednesday
and Thursday each week to hand
out samples of that product. Brinton
says it works to increase sales of the
sampled item, but also to reenergize
the market. It’s a technique he believes
any operator could do. “Brokers and
manufacturers have a budget for this
and love it,” Brinton said. It’s a scal-
able idea for any number of markets.
For example, he suggests that if an
operator had 26 markets, they could
do one every other week.

Other branches of service

Brinton does offer coffee service,
called NW Coffee Service, but it’s a
small revenue segment for his com-
pany. “OCS is not a huge push because
this is a very competitive market with
lots of quality coffee and strong brand
names,” said Brinton. In micro mar-
kets, Brinton usually offers a single-
cup brewer to meet the gourmet tastes



Operation Profile:

Founded: 1976
Owner: Jim Brinton
Headquarters: Seattle, WA

Routes: 24 vending,

4 coffee, 26 micro market
Single cup lines: iCups,
Total 1, Wolfgang Puck

VMS: Crane Streamware

Cashless provider:
Crane Navigator

Warehouse system:
Lightspeed mobile

Micro market provider: Avanti

of his clientele. In locations where
time is an issue, Avanti Northwest
installs multiple brewers rather than
liquid coffee or a vended coffee. “If
it’s coming from a vending machine
[or pre-made], it has a connotation
for the client,” said Brinton. “It’s all
about perception, especially in the
Northwest where there’s a focus on
healthy, organic and fresh.”

In addition to OCS, Brinton has
also opened a distribution company
for used vending equipment. “It was
something I started 15 years ago
under the name Vending Equipment
Center as an outlet to dispose of used
equipment that still operated,” he
said. It is located in Kent, WA. It also
offers installation service and repair
services to both Evergreen and other
area operators.

While these other segments make
up a substantial portion of Brinton’s
operations, micro market service has
become his lead. He considers vend-
ing a mature industry. “If they want
to talk to you about vending, they’ve
heard it all. Micro markets spark

Avanti Markets Northwest services over 600
micro markets in the Seattle, WA area.

their interest,” said Brinton. And
it has been doing very well for the
veteran operator. In locations that
he has converted from vending, he
sees two times the sales, on average.
“I look at that and think ‘long term
that means I can do half as many
locations for the same amount of
money’,” said Brinton. He has had
sales people return to his company
because they want to be a part of
this new, invigorating industry. The
increase in products sold in micro
markets more than makes up for
incidentals like shrinkage accord-
ing to Brinton. “My shrinkage is at
1.5 percent,” he said. “Besides, I'm
in the business to sell product, so
how do I get a higher sale volume in
a location? With a micro market.”

Vending has strong future

Despite the growth in other areas,
Brinton believes vending will be
important in the short and long
term future of breakroom refresh-
ment service. “Certain locations will
never have a micro market — and

OPERATION PROFILE |«

vending is perfect,” he said. In fact,
he has used knowledge gained from
micro markets to improve his vend-
ing operations. Evergreen Vending is
now headed to a cashless future.

In 2009, Brinton didn’t have
many credit and debit card readers
on his vending machines. As he began
using micro markets, he noticed that
70 percent of the transactions were
cashless and that number opened his
eyes. “How could I not have debit/
credit cards on vending?” he asked.
This year 55 percent of his machines
accept cashless payment and he’s still
deploying. “We plan to go 100 per-
cent,” he said. “Cashless payment
acceptance on vending has probably
been the most valuable lesson I've
learned so far.” From his experience,
Brinton also believes promotions
available at vending machines, like
the USConnect program, will dive
that segment a boost.

The future is bright for Brinton’s
vending, micro market and office
coffee operation. “I have a reason to
come to work again,” he joked. Brinton
believes micro markets will contribute
the most to his operation’s overall sales
growth in the coming years. | ¢
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Customers will drive
changes in 2016




increasing revenues, as long as the
industry can respond to demands for
item diversification and a 215 century
experience in the breakroom.

Increase the OCS ticket

One area of opportunity for opera-
tors in 2016 will be in OCS and the
operator’s ability to provide a pleth-
ora of products to consumers with
ever-changing beverage preferences.
“Diversification looms large as we
think about products and services
that we will be offering in 2016,”
said Jeff Deitchler, general manager
of PrairieFire Coffee Roasters in
Wichita, KS. “I can’t remember a
time when we’ve seen so many new
products, coffee brewing equipment
and methods of delivery in recent
history.” Despite already being exten-
sive, the number of OCS SKUs Prai-
rieFire offers continues to increase.
Dietchler is always looking for the
next item PrairieFire should add to its
inventory that will inspire customers
to increase their purchase “ticket.”
One of those items is alternative cold
beverage options.

“At PrairieFire Coffee, we have
been exploring some of the best
options in delivering non-traditional
OCS beverages,” Deitchler said. He is
aware that carbonated soft drinks are
less in demand, and yet consumers
still want a similar drink experience.
“Now, OCS providers have options
that are easily manageable from
inventory and space requirements
with soft drinks that can be made by
the serving right in the breakroom,
and are very user-friendly,” he said.
These units use cartridges or can be
part of redesigned equipment. In fact,
PrairieFire offers a combination cof-
fee and tea brewer that brews iced tea
right into a decanter under the brewer
and can then be stored in the refrig-
erator. “This allows us to provide a
gallon of iced tea for less than the cost
of a single serve cup or pod,” he said.

Challenges
to the industry

While the forecast for 2016 is
growth, there are some factors
challenging the industry be-
yond product costs and healthy
vending restrictions.

Government/Advocacy. The
uncertain outcome of the next
presidential election has some
operators less inclined to make
major investments as they are
unsure how politics will affect
businesses that they rely on in
their local economy. Fighting
against bills that will burden
the industry as well as for those
that will assist vending opera-
tors is also an important con-
sideration in the next year and
one all industry members need
to lend their voices towards.

Equipment costs. Both micro
markets and newer office cof-
fee service equipment offer a
superior consumer experience.
With that comes a price tag
that is challenging for new
entrants. This will likely create
even more of a legacy industry
that is difficult for startups and
the addition of new operators.

Competitors for the food dollar.
If operators don’t innovate food
programs to rival local quick
service restaurants or food-
focused convenience stores,
micro markets might not reach
the potential many people are
anticipating. Industry competi-
tors are recognizing the con-
sumer eating trends and acting
to increase their take of the
consumer’s food dollar as well.

FUTURE OUTLOOK |«

Consumer demand is driving
a lot of ingenuity and non-coffee
sales, too, especially in places where
companies must offer competitive
benefits to keep top employees. This
will cause an acceleration of the OCS
sales represented by pantry sales.
Pantry service includes delivery of a
variety of different products to a loca-
tion which can include soda, snacks,
food, paper products, etc. that are
offered to employees, but paid for by
the employer.

“Office coffee is changing its face,”
said Pete Tullio, CFO of World Wide
Vending and Gourmet Coffee Ser-
vices in Van Nuys, CA. “It’s really
become more of a pantry supply
offering.” Businesses in Tullio’s area
incentivize their employees with
everything from fresh coffee to free
snacks in the office. They are con-
stantly paying for new products and
services to be offered to their employ-
ees. “Our SKUs have doubled,” said
Tullio about the OCS business. As
the economy is recovering, companies
are again beginning to value good
employees and contracting services
that will keep them in the office. Tul-
lio sees more of this happening in his
area than even three years ago.

While coffee is still experienc-
ing growth, vending has flattened.
“If you’re maintaining in vending,
you’re doing well,” joked Tullio. It has
been a hard area to grow especially
as micro markets have transformed
the better vending locations.

Better micro market food

Micro markets are certainly a growth
area that will continue in 2016. Cus-
tomers love them, and with additional
efforts being put into fresh food, a
driving factor, and consumer-focused
technology, they are prime to con-
tinue. Paul Schlossberg, president of
D/FW Consulting is most optimistic
about the potential of food in micro
markets. “We are entering an entirely
new generation of food,” he said.
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Schlossberg sees more food
options available to consumers than
ever before. It’s not just the quick ser-
vice restaurants, but food selections
inside drug stores, convenience stores
and now even online retailers deliv-
ering food to offices in certain cit-
ies (i.e. Amazon’s Prime Now). “We
have to steal someone else’s lunch
business,” stated Schlossberg. “That
is ultimately what next year is about.”
Schlossberg sees industry pioneers
working on unique food offerings and
believes this is the answer to compete
for the consumer’s food dollar. “We
have to find resources to make unique
offerings so we become the best in
our town.” That means not copying
the same standard sandwiches and
foods as the area c-stores and fast
food restaurants. It’s deploying new
foods every two weeks or less, and
including items that are only avail-
able for a limited time. It’s about using
data to see what is selling and what
is not. And finally, it means getting
consumers used to prices that allow
for profit and opting for the micro
market option more often.

Schlossberg also recommends
leveraging the all-day breakfast trend
as well as converting your vending
food locations to micro markets, when
possible. “You get more money per
transaction and there is more sales
data available with a micro market,”
he added.

Meeting tech expectations

More mobile engagement is certainly
another area that many industry
insiders are betting on for 2016, such
as Paresh Patel, founder and CEO of
PayRange. “The iPhone was intro-
duced in 2007. This means those that
were entering high school that year
will now be graduating from college
next year,” he said. “This is the first
truly mobile generation that will be
entering the workforce.” Patel argues
that not only has this coming genera-
tion grown up with the smartphone,

but they don’t know any other way
to bank and buy items thanks to
mobile banking and large Inter-
net retailers. “As this generation
enters the workforce, they will put
pressure on operators because they
aren’t the generation used to dollars
bills,” said Patel.

Anant Agrawal, president and
CEO of Cantaloupe Systems also
thinks the generational shift will
push vending operators more quickly
into advancing cashless and mobile
technology. “Older generations grew
up on Coke and Pepsi and will con-
tinue to do so, but as we age, not
as frequently,” said Agrawal. “On
the other end of the spectrum is
the huge wave of Millennials who
grew up with $5 double shot lattes
from Starbucks and go to vending
machines for $2 bottled water and
$3 energy drinks.” While the previ-
ous generation fed in quarters, the
Millennials will expect to ‘flash’
their smartphone and ‘gift’ a friend
or use a mobile wallet. Agrawal also
believes this group will drive mer-
chandising. “It will be consumers’
cell phones and companies that can
leverage simple user experiences
through smartphones who will win
the consumer.”
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Some operators are wondering how
long micro markets can continue to
grow at their current rate. “The vast evolution of the
micro market must reach a plateau at some point,” said
Carl Moser, sales manager of Cardinal Canteen Food
Service. “I think this time is getting very close.”

Gregory McCall, senior vice president of sales and marketing
for Five Star Food Service, Chattanooga, TN, on the other
hand, believes micro markets have not yet reached their
potential. “Even with over 450 markets, Five Star is still
seeing annual growth rates in excess of 45 percent,” he has
said. McCall sees a saturation point far in the future, and
even then there will be opportunities to morph the idea for
hotels, upscale apartments and other venues.

Have micro markets plateaued?

A positive aspect of the changing
way consumers engage with vending
and micro markets is the valuable
data it can provide to manufacturers.
That has spurred more promotional
programs being offered by the major
consumer packaged goods (CPG)
companies, according to Agrawal.
Vending operators can leverage
these specials to improve their bot-
tom lines.

“I think we are getting closer and
closer to a retail-esque environment
with more tools being released to
vending operators each week to help
them connect with their customers,”
said Joe Hessling, CEO of 365 Retail
Markets. The technologies are in all
aspects of the industry, not just micro
markets. Hessling mentions examples
like PayRange, Sprout, USConnect
and Canteen’s vending app. “All of
these are bringing the consumer
closer to an experience they are used
to in everyday life.”

Chuck Reed, senior director —
sales & marketing, Vending Ameri-
cas with CPI, believes in the power
of technology to better address the
changing “Providing
excellent customer service becomes
a much easier effort when an opera-
tor has real-time information and can

consumer.



deliver product and other services in
a timely and efficient manner,” he
said. Telemetry has proven invalu-
able in leveraging this type of infor-
mation due to its real-time and item
level tracking. Early adopters have
proven that connectivity across their
vending machine assets can increase
their return on investment, accord-
ing to Reed. Vending sales and data
will only become more valuable to
operators in order to meet consumer
demands in the next 12 months.
Part of the evolving consumer
demand will be the ability to pay
by any means. The newer cashless
readers allow many different forms
of payment, which will be crucial
for vending. “Notes, coins, cashless
including mobile wallet, and payback
in notes and coins will enable opera-
tors to fully compete with alternate
refreshment outlets,” said Reed.

“Anything less potentially forces a
vend patron to decide against vending
as their preferred option.” However
there is also the increasing prevalence
of EMV (Europay, MasterCard, and
Visa) cards, or chip cards. “Operators
will be faced with investment deci-
sions regarding the timing of mov-
ing towards the newer EMV plunge
capable readers,” said Reed.

Glenn Butler, a long-time industry
veteran and now general manager,
North America for Nayax, sees tech-
nology, and specifically EMV adoption,
as the top consideration for operators
in 2016. Many of the card readers in
the past were not EMV compliant in
the U.S. “When a fraudulent card is
used, whoever didn’t comply the most
eats the charge,” said Butler — a simple
explanation for the liability of covering
fraudulent transactions with the new
EMYV cards. The person to “eat the

FUTURE OUTLOOK |«

charge” may be the vending operator
if they are the “merchant of record”
or it may be a cashless provider or
bank. It will be different based on a
number of factors. But the real issue
for the industry is that when an EMV
credit card used at a vending machine
is reported stolen, operators have to
eat the transaction cost, and also get
charged a “chargeback” fee by the
cashless processor. And the fee is per
transaction, not per card or customer.
“One company [has] received $11,000
in chargebacks in one month already,”
warned Butler. “It will be a huge issue
for other operators in 2016,” he said.
The future does bring challenges
to meet the needs of the consumer
who likes unique food and cashless
payment options. However, these
challenges can translate to opportu-
nities to increase revenue. That is why
many are optimistic about 2016. |

.
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By Adrienne Zimmer, Managing Editor

he second annual Automatic Merchandiser and VendingMarketWatch.com
Pros to Know Award recognizes vending, micro market and office coffee
service professionals who are proven leaders in the industry. These teams
and individuals have worked hard all year to move their company, organization
and the industry forward and have faced this year’s challenges head on.

The 2015 Pros to Know innovators, made up of vending operators, marketers,
manufacturer representatives, brokers, micro market teams, techies and entrepre-
neurs, were selected from a nomination pool of more than 115 applicants.
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2015 Individual Pros to Know

(Listed alphabetically by company)

Ryan McWhirter, Director of Product, 365
Retail Markets

McW hirter, a graduate from Michigan State
University with a degree in Telecommuni-
cations, has a decade of experience in the [
interactive self-service technology field. At
365 Retail Markets, McW hirter finds his best ideas in the
field with the customers, brainstorming solutions to any
issues and proceeding on to build a prototype. This year
McWhirter was an integral part of expanding the 365
software, releasing two service packs full of new features
including security improvements, inventory controls and
promotional tools.

Josh Rosenberg, President,

Accent Food Service

In January 2015 Rosenberg was named
president and CEO of Austin, TX-based
Accent Food Services. Rosenberg cred-
its much of his success in the industry to
the diverse background experience he gained from the
operator community as well as his many early years
working for the Coca-Cola Co. This year he has success-
fully implemented fresh food, lean processes and sales
disciplines supported by focused, dedicated channel sup-
portin his more than 250 micro market locations which
earn an average of $40,000 minimum sales. Rosenberg
believes in advocacy to move the industry forward and
sits on NAMA'’s board of director and is a USConnect
advisory board member.

Rosenberg>

Chris Allahyar, Director of Vending Sales,
AdvancePierre Foods, Inc.

Allahyar has been involved in the vending
industry for nearly four decades, over half |
of that spent as an operator. In his current g
role as director of vending sales, Allahyar
manages AdvancePierre’s vending sales on a national
level through G & J sales and national accounts. Alla-
hyar played a significant role in forming AdvancePierre’s
sales, marketing and product strategies, which have led
to its growth and leading position in the vending sand-
wich and foodservice segment. In his sales position with
AdvancePierre, Allahyar has challenged operators to
understand their price points and waste costs, often
guaranteeing product to secure trials. He has become
a trusted source of information on product mix as well
as new product introductions.

Allaﬁyar

Paul DeRosse, Vice President of Business
Development, Canada, Apriva

In his role with Apriva, DeRosse is highly
involved in the cashless payment move-
ment in the vending industry in Canada.
DeRosse sees a great need to encourage the
vending industry to establish a local networking base
and has taken an active role in educating the vending
industry through his many presentations at trade shows.
DeRosse works with the local regulatory agencies and
associations to ensure the specific requirements of the
vending industry are addressed. For example, Paul lob-
bied with Interac so that expensive PIN ENTRY devices
and separate receipt printers would not be required on
a vending machine which would accept Interac FLASH,
greatly impacting the industry.

DeRosse

Tom Steuber, President, Associated Coffee \
Steuber began in the OCS industry in 1972
when his family started Associated Services.
Steuber took over leadership of the company ' ’
in 2007 and led both the company and his
employees through a recession. Steuber’s
philosophy to growing a successful company is learning
how he can add value to the customers, the company and
the employees. He has invested in both technology and
micro markets, as well as his own employees’ training
so they are better equipped to evolve with the changing
marketplace. Steuber will continue to look towards con-
sumer trends and evaluate investments that work for his
company, his customers and his employees.

LT
Steuber

Scott Meskin, President, Black Tie Services
Meskin has been involved in the vending
industry for more than 35 years and cur- A
rently serves as the president for Baltimore, [l
MD-based Black Tie Services. Meskin has
witnessed the growing imbalance between
free market demands and government regulation sur-
rounding the industry, but works with NAMA and
industry partners like USConnect to better respond to
and overcome challenges. An industry advocate, Meskin
participated in NAMA’s Fly-In event in Washington, D.C.
and is heavily involved in the Maryland DC Vending Asso-
ciation. This year Meskin led his team to integrate healthy
vending throughout the city of Baltimore and added 500
machines to locations. Find out more about the Black Tie
Services team on page 28.

.

’

’
-

Meskin
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Frank Baron, President, Cafection
Enterprises

After taking over ownership of Cafection
three years ago, Frank (Francois) Baron
has watched the company grow 300 percent
over the same time period. Baron focuses
growth on creating OCS equipment and technology that
is based on secure networking and user interaction. This
year Baron has led the company to launch private net-
worked OCS solutions that allow field monitoring of an
operator’s entire fleet of equipment.

Robert Fidler, Vice President of Equipment
and Service, Coffee Distributing Corp/
Compass Group NA

With more than 30 years in the OCS indus-
try, Fidler understands the challenges the
industry faces. In response to growing
competition and smaller margins, Fidler emphasizes his
top-notch customer service, focuses on other sources of
revenue—such as a scheduled maintenance program for
bean-to-cup equipment—and ensures that his team of
more than 50 bench and field technicians is properly
trained. Fidler maintains a high record of client retention
through impeccable service and great products. He is a
strong advocate for green initiatives and recycling from
his company and the OCS industry.

Fidler

Steve Williams, Manager of Professional
Services, Crane Merchandising Systems
After 22 years in the industry, Williams
finds that no matter the size of the vending
company, the issues can be the same - cash
accountability, inventory control, shrink-
ing profits, increased theft and retaining drivers. For
the last three years Williams has been conducting three
to four seminars in various parts of the country for his
customers to come together and learn best practices and
techniques to improve in these areas and resolve industry
problems. As a NCES Williams has encouraged others
in his organization to participate in the NAMA Certi-
fied Executive (NCE) program and stresses to customers
and employees the importance of continued education
of industry matters.

Williams

Patrick Richards, Cashless Product
Manager, Crane Payment Innovations
Richards joined CPI (formerly MEI) in
the fall of 2011, as the company’s cashless
product manager. Leveraging his experience
creating EMV vending solutions throughout
the globe, Richards played an integral part in advancing

1!1-!;
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Richards
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CPUT’s efforts to develop a user-friendly chip card reader for
the U.S. vending market. Today Richards has helped CPI
deploy more than 50,000 EMV solutions worldwide, with
expectations to grow this number substantially when its
newest EMV bezel is ready for the U.S. market in mid-
2016. As a rising industry professional, Richards attends
payment conferences throughout the year and possesses
his certification in project management.

Cherri Newbury, President & Co-Founder,
DiscountCoffee.com _
Newbury pioneered the ICS industry (Inter-
net Coffee Service) back in 1998 and is still g
growing that industry concept today under
the philosophy that ‘doing the same thing the
same way is not how to write a company success story.
Newbury works to adapt her company to meet changing
consumer shopping habits, constantly evolving how the
company markets, serves and ships to its customers.

Newbury

Jack Brown, CEO, EAGLE USA, Inc.

Brown started EAGLE USA, Inc. in 1994
as a janitorial company and launched the
company’s refreshment services side in Sep-
tember 2012. With the help of his entire
team Brown has grown his company to over
80 employees and $2.5 million in revenue
this year. Although customer buying habits, rising costs
and compliance with new laws and programs have been
a challenge, Brown has focused on partnering with other
companies in the industry to launch a private label coffee
program, expand into micro markets and offer mobile
payment options at vending machines. Brown focuses on
training his staff to provide the best support and products
to the company’s customers.

Mark Stephanos, Vice President of Micro
Markets, Five Star Food Service

Stephanos has been a leader in the contract
food and vending service business for more
than 35 years. In 2013, a decade after join-
ing the Five Star team, Stephanos was pro-
moted to Corporate Vice President of Micro Markets. In
2015 Stephanos led Five Star to open 475 micro markets
and grew same store sales in its micro market segment.
Stephanos believes that the best recipe for success is
providing the very best in quality service to customers
with a great sense of urgency; integrity in business; and
creating a team of confident and quality people that will
execute a strong business plan. Stephanos can also be
found on page 30 as part of the Five Star Food Service
Micro Market division team.

Siephanos
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Congratulations

The Coca-Cola Company congratulates our very own Coca-Cola
Vending Strategy Team for receiving the 2015 Automatic
Merchandiser/VendingMarketWatch.com Pros to Know award.

C\% open happiness’

© 2015 The Coca-Cola Company
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David Barrientos, Broker,

G & J Marketing and Sales

Barrientos is a NAMA/MSU Executive
Development Program graduate who began
his career in the food industry in 1990.
Since 2010 he has been with G & J Market-
ing helping his customer base thrive despite increasing
cost challenges. In order to help his customers increase
sales and grow their overall business, Barrientos helps in
the implementation of marketing ideas based around the
end user and the vend/micro market trends. For example,
Barrientos identifies new products that will drive value to
the industry and helps his customers create value added
promotions in order to increase profits.

Barrientos

Mark Kelley, Region Manager, General Mills
Over the years, Kelley has led change includ-
ing pioneering different packs and price
points, identifying product concepts/trends
and embracing proven marketing concepts
that can propel the vending industry for-
ward. One of Kelley’s most notable accomplishments has
been working to bring to market a protein bar creation
that operators could sell for a dollar. Kelley has taken
on many roles in the industry and serves as the current
chair for the NAMA Public Relations and Affairs com-
mittee, Millennial Advisory — Vice Chair and Research
and Information board member. He is currently the Com-
mittee Chair for Membership and Public Relations with
the CAVC.

Randall Huft, President, Innovation Agency
Huft has a 25-year career in marketing and
advertising, is a well-known speaker and
author on business and marketing topics and
has developed programs and contributed to
the growth of many successful companies,
with the largest focus on the vending industry. Huft’s
focus on the vending and automated retailing industry
helps him understand the everyday challenges of manu-
facturers, operators and entrepreneurs looking to start
in the vending space. In 2016, Huft’s company plans on
expanding its Social Marketing Division, which helps
connect companies with causes in new, engaging and
mutually-beneficial ways.

John Rego, VP of Emerging Technologies,
On Track Innovations (0TI) America

With more than 25 years in the NFC indus-
try, Rego brought his expertise to the vend-
ing industry when he joined OTI America in
2005. Since then he has focused on building
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partnerships to deliver the best technology solutions to
the markets and improving telemetry in the industry. In
2015 he was a speaker at the NFC Solutions Summit in
Phoenix, AZ and in 2016 he will be a speaker at Payments
Summit Smart Card Alliance in Orlando, FL.

Alan Munson, CCO, Parlevel Systems

With over 15 years in the vending indus-
try, Munson has used his experience as a
vending operator to help other operators | %
stay competitive by adopting revolutionary
technology in their own companies. Mun-
son, co-founder and CCO of Parlevel Systems, believes
that in the coming year operators need to look towards
technology to maintain and grow in the vending space.
Munson is active on the board of the Texas Merchandise
Vending Association and focuses on educating operators
of all sizes on the benefits of using technology to track
and gain control of their inventory.

Dan Ragan, National Sales Manager,

Pod Pack Int.

Ragan is a coffee service industry veteran
with 39 years of experience who has been
instrumental in helping operators through-
out the U.S. establish and enhance their
customized single serve programs. Ragan believes the
industry challenges in the year ahead include increased
big box competition, a need for higher quality, a require-
ment to have more environmentally friendly products and
a continual need to improve technology. He has imple-
mented The Balanced Scorecard, Lean, and Six Sigma
techniques to improve process controls, and reduce errors
to create higher efficiencies.

Marc Rosset, President, Professional
Vending Consultants, Inc.

Rosset has represented more than 300 sell- |
ers throughout his 22 years as a consultant -
and intermediary and has been instrumen-
tal in establishing industry-recognized
guidelines for the value of vending/OCS and food service
companies. Rosset treats every partnership with the
utmost confidentiality and works to smoothly combine
two competitors by listening to each company’s needs.
Rosset believes that in the future more resources need to
go towards the study of the balance between micro mar-
kets and vending so operators are aware of where to best
allocate their future capital expenditures. He suggests
that operators look at new technologies and advancements
in credit/debit and mobile payment options, as well as
streamlined warehouse inventory controls.

Rosset
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Need sandwiches with a fresh appeal? You have more options than you think. For sandwiches that look and
taste fresh, take a fresh look at AdvancePierre Foods. We offer a wide variety of handmade, hand-wrapped
sandwiches that deliver the fresh appeal your customers desire. We use fresh baked breads, fresh sliced deli meats
and premium cheeses to deliver the freshest flavor to the consumer. Our packaging conveys a just-made image,
while our SQF Level 3 certified production facilities assure you the optimum in refrigerated shelf life and food

safety. When fresh food is what you seek, look to AdvancePierre Foods for fresh options.

AdvancePierre Foods is proud to Congratulate Chris Allahyar, Vice President of
Vending Sales, as one of Automatic Merchandiser’s 2015 Pros to Know.

Let us share our expertise and dedication to the vending and micro market industry to help your business succeed. Contact us at www.advancepierre.com
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Heather Bailey, Attorney & Partner, SmithA-
mundsen LLC

For more than 14 years, Heather Bailey,
Esq., a partner with Smith Amundsen LLC
law firm, has concentrated her practice in
employment and labor litigation, including
discrimination and trade secret / non-compete lawsuits,
FLSA wage & hour class actions, labor negotiations
and arbitrations, affirmative action, and OFCCP/
DOL audits. She counsels on day-to-day operations,
human resources, and management decisions regard-
ing employees, practices and policies. Bailey has been
a NAMA Knowledge Source Partner for over a decade
and presents at NAMA trade shows. In 2015, Bailey
was named one of Chicago Business Journal’s Women
of Influence, the President of the Professional Women’s

N
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Club of Chicago and was selected to the Illinois Super
Lawyers list 2014, 2015.

Bryan Real, President, United Food Group
Bryan Real believes that one of the biggest
challenges an operator faces is finding ways
to make all aspects of business more success-
ful. Real credits his success to listening to
his employees and operators in order to find
the best ways to fit their needs. The president of United
Food Group, based in Elgin, IL, Real continues to lead
the company in the development of its own proprietary
brands with a focus on packing and designing new and
innovative equipment for the beverage industry. Real
was named NAMA’s 2014 Allied Member of the Year —
Coffee award winner.

Don’t miss out on an opportunity to be a part of the 2016 Pros to Know! Visit
www.VendingMarketWatch.com/11682091 to learn more. Nominations open July 2016.

2015 Team Pros to Know

(Listed alphabetically by company)

Black Tie Services

[T e ——
Maryland ‘ Eﬂplﬂ[ss INSIDE
North Virginia s
/ashington, D!

Team Leader: Scott Meskin, President/Owner

Team Members: David Mandella, Vice President and General Manager;
Hugh Oneill, Vice President of Client Relations; Brian Traub, Vice
President Business Development OCS; Michael Allan, Vice President
Business Development; Robert Feldstein, Vice President Business

Development; John Finch, Service Manager; Mark Oshorne, Operations
Manager; Adriane Emenhauser, Customer Service Manager; Robert
Hemmig, Customer Service Manager; Christo Massaquoi, Customer
Service Manager; Lynn Mensch, Scheduling Coordinator; Barbara
Touchette, Service Dispatcher; Lisa Burke, Accounts Receivable Manager;
Angie Paul, Office Manager; Brenda Brown, Commissary Manager; Van
Carol, Warehouse Manager; Joseph Hybdzinski, Fleet Manager; and the
entire Black Tie staff.

Black Tie Services saw a growth spurt in 2015. The com-
pany witnessed an upswing in sales due to offering new
items not vended in the past. Those items along with
the USConnect prepay card, loyalty program and promo-
tions have created a new customer that did not use the
machines previously. Additionally, after 19 years in the
same location, the company moved its entire operation
including its commissary, pre-kit line, computer servers,
online ordering system and contents of the entire ware-
house and office space. In 2016, the Black Tie team, led
by Scott Meskin (see page 23) will look to large growth
in both OCS and healthy vending placements.
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At The Coca-Cola Company, the vending team has focused
on finding solutions and best practices related to three pri-
mary challenges: driving availability of cashless vending
(including mobile payment technology), harnessing value
from big data and accelerating micro markets. The team
works to bring the industry forward in its challenge areas
by sharing its knowledge and working collaboratively with
its customers. As a retailer, the Coca-Cola Company has
the most locations enabled for mobile payments around
the world and will have more than 100,000 mobile-capa-
ble machines in North America by the end of the year.
As a result, the company is in a unique position to drive
the industry forward and help find innovative solutions.

Five Star Food Service — Micro Market Division

Team Leader: Derek Myers, Group Director, Channel Strategy & Development

Team Members: Tyler Torti, DeAnna Coffield, Lindsey Aitken, Kelly
lacobelli, Derek Myers, Amanda Wagner, Ashley Kearns, Scott Corley,

Sal Shaikh, Jason Aurelia, Son Van Tran, Rick Kanemasu, Danny Toland,
Heather Stage, Jeff Cummins, Dan Ashcraft, Orson Brumbaugh, Stephen
Merwarth, Tom Daly

parlevel§ |

F|T YOU R ‘ >N Team Leader: Mark Stephanos, Vice President of Micro Markets

COM pANY | N A8 ' Team Members: Danelle Layton, Marketing Manager; C J Recher, Senior

\ 4 Marketing Manager, Joseph Aguado, Corporate Operations Micro Markets;
Devin Ingram, Micro Market Loss Prevention; Tiffany Hawkins, Micro
Market Loss Prevention; Rusty Lawson, Area Micro Market Manager; Jeff
Veres, Area Micro Market Manager; Kevin Clark, Regional Micro Market
Manager; Jessie Brown, Micro Market Support Manager; Brady Dillard,
Team Leader Micro Market Loss Prevention

COMPLETE In 2015 the Five Star Micro Market team has focused

7 and on growing same store sales, expanding its healthy cat-
egory, improving client retention and remaining a leader
in technology. To boost same store sales and improve

Make product replacements, inventory

Sjt‘fr‘n";z::djvﬂzw parlevels easily from costs of doing business, Five Star has implemented an
inventory tracking system, warehouse kit picking system,

$ay goodbye to the hand held! Drivers can and specific planograms for its micro markets. To further

view all of their stops, track money bags, cash . .

meters, & refunds from their phone. drive sales in the healthy category, the company created
an attractive point-of-sale that calls out its healthy set

Save time & money with paperless pre-kitting. . . ) .

User friendly, easy to read pre-kit list with of products. To maintain customers, in 2015 the Micro

product images directly in your hands.

Market team ramped up its efforts and expectations of
managers to include more frequent market visits and
evaluations providing a higher level of communication

TODAY par|eve| §) with its clients.

www.parlevelsystems.com | 210.200.8873
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Parlevel Systems

Team Leader: Luis Gonzalez, Chief Executive Officer

Team Members: Alan Munson, CCO; Rafael Barroso, Cl0; Alfonso
Garcia, Sr. SW Engineer; Gabriel Senior, CO0; Cassie Constanzo, Dir.
of Marketing; Margaret Elbert, Dir. of Operations; Felix Gutierrez,

VP of HW Engineer; Richard Jimenez, Dir. of Implementation; Frank
Quintero, Support Manager; Corey Kepple, SW Developer; Jeremy Brice,
C. Success Manager; Joey Gutierrez, Imp. Specialist; John Wolff, Imp.
Specialist; Ashley Reno, SW Developer; Alexander Rendon, C. Success
Specialist; Ethan Waleson, Imp. Specialist; Josh Leone, Onboarding

Specialist; Jason Loehman, Sales Representative; Alejandra Madera,
Support Specialist; Jacey Spargo, Client Outreach; Lisa Araiza, Client
Outreach; Thomas DePaola, Sales Manager; Zachary Mueller, Support
Specialist; Chris Blomquist, MKT Content Manager; Chris Jenkins, HW
Engineer; Julian Fernandez, Implementation and Training Specialist;
Andrew Minerd, Sr. SW Developer; Omar Vergara, Support Specialist.
Parlevel System’s innovative approach to technology
gives operators the ability to grow their companies
using powerful tools within their Vending Management
System & Coffee on Demand Management platform.
These tools give vendors real-time visibility into
their operations from the office or in the field on any
device. This rapidly growing company invests valuable
time & resources to ensure that operators receive the
highest level of support to guarantee complete comfort
leveraging the cloud-based technology in their day-
to-day operations. Operators using the system have
been able to swiftly grow their companies, sell more
products, while spending less. Parlevel’s expert
technicians provide onsite assistance to help operators
configure and manage the management systems beyond
the 24/7 customer support.

Smith
CONGRATULATIONS

Heather Bailey
2015 Pro to Know

Heather has provided advice and
counsel to businesses large and
small across the U.S. for more than
14 years in:

e Employment Law

* Wage & Hour Litigation
& Counseling

* Government Regulation, Audit
& Compliance

* Staffing Agency

¢ Independent Contractor &
Contingent Workforce

e Traditional Labor & Union
Relations

e Unfair Competition Counseling
& Litigation

Heather has also been a NAMA
Knowledge Source Partner for over
a decade.

@ hbailey @salawus.com

Q. 312.894.3266

@& www.saLAWus.com

@& www.laborandemploymentlawupdate.com
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Automgatic Vending

PROS ro KNOW
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Team Leader: Dan Hart, Owner/CEQ

Team Members: Jeff Parks, Greg Sams, Terry Todriff, Stewart Moss, Chris
Hart, Scott Plaisted, Tom Beals, Nancy Siegman

In the year ahead, major challenges for the industry and
Southern Refreshment Services (SRS) include the increas-
ing demand for micro markets, healthy snacks and updated
technology. Optimization of roles within the business is a
huge focus in order to take on these challenges. As SRS
looks to use technology to add competitive differentia-
tion and exploit new cost savings, the roles of existing
personnel are expanding to include new proficiencies in
new processes and technologies. So far, SRS has been able
to deploy tens of new micro markets in the span of a few
weeks. It has also increased deployments with the new
data collection system, Gimme Vending, giving them the
ability to receive real-time data from the field.

Tech 2 Success

i, | A o N s
Team Members: John Hickey, Don Bates, Darryl Perkins, Morgan Frazier

Tech 2 Success helps companies achieve results in Inven-
tory Accountability, Merchandising, Same Store Sales
Improvement, System Selection, Dynamic Scheduling,
Remote Monitoring, Web Technologies and more. The Tech
2 Success team has developed the Team Improvement Proj-
ect (T.I.P.) management system to help companies achieve
goals by reducing defects in their services and delays in
achieving results. T.I.P. uses features of popular process
improvement programs to identify and execute on oppor-
tunities inside of a business. The Tech 2 Success team
gives companies access to enterprise level I'T, Operations
and Vending Technology resources with objective advice.
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Three Square Market

Lardinois ERI]

Stegeman

Team Leader: Patrick McMullan, Chief Operating Officer

Team Members: Matt Lardinois, Vice President of Operations; Brenda
Stegeman, Director of Sales and Product Development; Katy Melstrom,
Director of Marketing

Three Square Market (32M) seeks to create success at
every opportunity. This includes providing significant
operational efficiency through technology and expertise
that allows operators to focus more on their customers,
outsourcing their “busy admin and product management
work” to 32M. The company believes that by paying more
attention to the product and having a back end run by
experts, operators should see stronger top line revenue,
as well as more efficient and less expensive operations
and overhead, thus improving cash flow and bottom line
profit. This quarter 32M partnered with Vistar and its
own institutional supply company to launch a one stop
fulfillment initiative. It also instituted a complete “we
run your back end” program.

Nayax Embedded Software Group

Team Leader: Philippe Berrebi, Embedded Software Group Manager

Team Members: llan Graidy, Team Leader, Devices; Idan Blech, Software
Engineer; Noam Ashual, Software Engineer; Yair Ackerman, Software
Engineer; Daniel Perry, Team Leader, Card Reader; Lotan Ganot, Software
Engineer; Idan Rubin, Team Leader, QA; Oded Frenkel, QA Engineer; Tal
Goldstine, QA Engineer; Moshe Relles, Hardware Manager

The Nayax Embedded Software Group knows firsthand
that no one wants to have it take more than a second to
make a purchase, especially at a vending machine. The
Nayax team is working to make its cashless payment solu-
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tions fully compatible and easy to use with the mobile
device that never leaves the consumer’s hand or pocket,
regardless of what device or app they choose to use. The
company’s goal is to improve security by migrating to sup-
port PIN entry, as multiple markets require this step, even
for micro transactions. The Nayax group leader, Berrebi,
has been with the company for two years and has grown
the team to its current size of 11. The team works on
projects ranging from pure hardware integration to sophis-
ticated logics implemented in Nayax’s line of products.

Unified Strategies Group
Team Leader: Brian Faley, CEQ
Team Members: Ed Cunningham, Chris Stave, Matt Warner

Unified Strategies Group (USG) is a member owned
Group Purchasing Organization representing about
2,000 independent vending, micro market, food ser-
vice and OCS operators in the U.S. USG provides mem-
ber services that help independent vend operators face
the challenges of today’s changing business climate.
Some initiatives include a more competitive cost of
goods structure via industry leading rebate programs;

a focus on the emerging micro market segment provid-
ing incremental rebates, end consumer promotions and
a merchandising roadmap; Web-based business intelli-
gence services to help operators navigate the complexity
of rebate programs; and leadership in the deployment
of telemetry and cashless services to provide business
optimization as well as consumer satisfaction, among
many other initiatives. |

CONGRATULATIONS

@mm

Cashless Product Manager

Your dedication, enthusiasm and
insight are impressive!

Congratulations!!

A

ROBERT FIDLER
Vice President of
Equipment and Service,
Coffee Distributing Corp/
Compass Group NA

% COFFEE

Zgl‘S'l‘l{lBU'l‘lNG CORP.

December 2015 | VendingMarketWatch.com | Automatic Merchandiser 33



‘ONLINE OPPORTUNITIES

Digital And Social

Marketing:

By John Healy, Contributing Editor

igital and social media
marketing was a topic of high
interest at this year’s NAMA
CTW Show. There I was able to
discuss a variety of B2B (business
to business) social media platforms
while placing a primary focus on
the value of creating a strong and
business-building LinkedIn profile.
In case you missed the event,
this article features the basics of
dedicating your resources to create
the best online marketing program
for your company.
As I told the OCS operators in
attendance at CTW, my premise
in counseling any B2B marketer is
that potential clients and customers
typically do two things when they
receive a sales pitch or a business
card: they go back to their offices
and check the company’s Website
first, and then the LinkedIn profiles.
Why? Because a business’s
Website and its executives’ LinkedIn
profiles have become the primary
and necessary online marketing
credentials of the 21 century.
As Figure 1 shows, you don’t
have to “dive into the deep end of
the pool” to be successful in the digi-

tal/social world; you can wade into
the shallow end at your own pace.
The linchpin is a robust database
of online contacts built using three
primary tools: your Website, Linke-
dIn and Twitter. Once built, you can
use a customer relationship manage-
ment (CRM) tool such as Salesforce
or Infusionsoft (which offers lead
capture, CRM and email market-
ing). It is critical to keep your firm
top-of-mind by using outbound email
marketing to feature your products/
services, to make special offers, a free
consultation, or other actions that
convert contacts into active prospects.

The most important elements of your
Website are a clean and easily navi-
gable homepage and a prominent,
value-added Call-to-Action (CTA).
They are essential for collecting infor-
mation on new contacts that can
ultimately become viable sales leads.
To create an effective CTA, you
should offer something of value in
exchange for the Website visitor’s
name and email address. (Note: It’s
best not to ask for any other informa-
tion, such as a phone number, because

The linchpin is a robust database
of online contacts built using
three primary tools: your
Website, LinkedIn and Twitter.
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you don’t need it at this stage and
you’ll see lower click-through rates on
your CTA.)

Examples of valuable CTA offers
include:

e “Grab this discount now by....”

e “Qur popular newsletter can be
yours today if you....”

e “This limited time offer begins
now; simply fill out....”

e “We have a special deal for you
today if you....”

And by making your CTA
dynamic — flying in from the right
side of the homepage, the left side,
the top or the bottom — you will
instantly capture attention. But
make it easy for Website visitors
to opt out by ensuring that there’s
a visible “X” for them to close the
CTA if they’re not interested.

Two other important aspects of
maximizing your Website as a lead
generation tool are search engine
optimization (SEO) and Google +.
Both can drive more visitors to your
homepage, where they will find
your CTA and ideally opt into your
valuable offer.

SEO should require little explana-
tion since it’s so ubiquitous in online
marketing today, but, simply stated,
SEO is focused on growing a busi-
ness’s online visibility through paid
or organic (non-paid) search engine
results. For a great (free) online tuto-
rial on SEQ, go to: https://moz.com/
beginners-guide-to-seo.

Another option to boost your
Website traffic is Google + , which
just relaunched on November 17.



ONLINE OPPORTUNITIES |«

Figure 1: Social/Digital Lead Gen System
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Google said the new version will
make it easier for users to con-

nect with others through Google +
groups and find content through its
“collections” and “communities.”
The bottom line is that maintaining
a company profile on Google + can
help with SEO because Google con-
tinues to capture 80 to 90 percent
of all online searches. And when
potential customers search for opera-
tors like you, you’ll want to be on
the first page of those search results.

The most powerful business
social media tool is LinkedIn
With 118 million members in the
U.S. alone, LinkedIn has become the
most powerful social media platform
among business people from all
industries. While Facebook for Busi-
ness is trying to compete, nothing
comes close in terms of credibility
and sheer popularity. LinkedIn
boasts that two new members sign
up somewhere in the world every
second of every day.

While future columns will
explore its business-building power
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Facebook is primarily a B2C
tool and shouldn’t be your
first choice in B2B marketing.

in greater detail, the fundamental
keys to success on LinkedIn are a
detailed personal profile and making
solid “connections.”

Your profile should include fully
completed sections, such as the pro-
fessional headline (and photograph),
the summary, experience, skills &
endorsements, recommendations
and groups. Make sure the written
portions are honest, genuine and
reflect what you can offer to those
with whom you wish to connect.

To build a robust group of con-
nections, there are two essentials.
First, use LinkedIn’s automated
connection requests function, but
delete the pre-written, impersonal
message, “I'd like to add you to my
professional network on LinkedIn,”
substituting it for a personal mes-
sage that uses the person’s first
name and reflects how you know
that person.

Second are LinkedIn’s groups,
which enable you to connect to
other members with whom you
share a common interest. For
instance, LinkedIn has a “Vending

Industry” group (10,000 + mem-
bers) and a “Coffee Connections”
group (19,000 + members), as well
as other groups in our industry.
Most importantly where
LinkedIn groups are concerned,
forgo lots of groups that include
your peers in favor of joining
those where your prospects can
be found. LinkedIn members are
allowed to join up to 50 groups and
50 sub-groups, so make sure to join
popular business groups in your
city or town, or groups in indus-
tries that you have targeted as great
customers for your business.
Finally, through LinkedIn’s
groups and long-form posts, you can
push content out that positions you
as an expert in vending, coffee ser-
vice and/or micro markets. Doing so
doesn’t have to be a chore because
LinkedIn allows you to re-post
articles and existing material that
you believe will be relevant to your
connections and your fellow group
members. You can even “share”
another LinkedIn member’s content
with your own connections!
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Twitter can generate leads
or awareness
With more than 500 million Tweets
being sent each day, Twitter is becom-
ing a stronger and stronger tool for
businesses. You first have to decide
if you want to use Twitter to simply
generate awareness for your business
or generate leads.

To do either, you can exploit
the connection between Twitter
and LinkedIn very successfully. For
instance, every long-form post you
publish on LinkedIn can be Tweeted
by checking the Twitter box provided
before you submit the post. Similarly,
you can drive your Twitter followers
to your LinkedIn profile by writ-
ing thought-provoking Tweets that
include your LinkedIn profile link.

The best way to build a robust
following on Twitter is to follow
others, including existing custom-

500 million Tweets [are] sent each day.

ers and prospects, in hopes that they
will reciprocate. Since a single Tweet
only allows 140 characters, to gain
any traction on this particular social
media platform, you have to be con-
sistently active. So finding an online
“dashboard” tool, such as Hootsuite
or Buffer, that allows you to pre-
schedule Tweets in batches can save
you time and ensure your followers
receive your Tweets regularly.
Creating a profile for your busi-
ness can pay off. A 2014 study con-
ducted by DB5 + Twitter revealed
that 50 percent of Twitter followers
visited or shopped at the Websites
of small- and mid-sized businesses
(SMB) they follow, 60 percent
purchased from a SMB because of
something they read on Twitter, and

2

43 percent said they intended to make
a future purchase from a SMB.

Finally, a word about content,
which sits in the middle of Fig-
ure 1. To be successful with any
social media platform or digital
marketing tool, you have to “push
content.” In fact, online content
expert Hubspot’s 2015 State of
Inbound Marketing report revealed
that those who regularly published
social or digital content were 13
times more likely to generate posi-
tive inbound responses from their
sales and marketing targets.

So, whether you’re a social/digi-
tal pro or just a beginner, determine
whether you need to dive in or wade
in. But either way, it’s time to get
your feet wet! | <

PayRange

Introduces ———

The rewards program gives your customers even more of a reason to seek out PayRange enabled
machines. Add PayRange to your machines today to take advantage of these benefits!

 Increase Use

v Engage Users

v Promote Products

+ Win New Accounts  Create Loyalty + Word of Mouth

Order from your Vistar rep, contact sales@payrange.com or call 855-856-6398.

.
s \)ISTAR.

www.PayRange.com
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TECHNOLOGY UPDATE

How The Sunset Of
2G Could Affect You

By Emily Refermat, Editor

he vending industry has steadily been add-
ing cashless readers and remote monitoring
devices to machines nationwide. It’s been
a slow progression that has taken a much-
needed steep increase in the last few years.
However, right when it appears we’ve turned
the corner, one of the pillars that enables
vending machine telemetry is going away
potentially causing loss of sales and efficien-
cies if operators aren’t proactive about it.
Industry experts suggest as many as
200,000 vending machines will be affected
by this decommissioning of the 2G network
by two prominent cellular communication
providers. AT&T has already begun shut-
ting down its 2G network with complete
abandonment scheduled for December 2016.
Verizon is also shuttering its 2G and 3G net-
works, with a cutoff date sometime in 2021.

iStock

The term 2G represents digital communica-
tion technology that allows data to be sent
from a vending machine with a credit card
processor and remote monitoring system,
often called telemetry. You may be familiar
with cellular commercials that claim ‘the
best’ 4G LTE network. This is an example of
anewer wireless communication technology
The number refers to the generation, so 2G
is second-generation technology. The latest
generations are better able to transfer high
speed data. It allows for better streaming and
communication. LTE stands for Long-Term
Evolution and also enables high speed data
communication.

Because venders don’t relay a high volume
of data, they rarely have a 4G LTE connec-
tion. Instead, M2M, or machine to machine
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The Sunset 0f 26
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communication, has commonly been using the 2G and 3G
technologies. With the deadline approaching for the first
major provider to completely shut down its 2G network,
operators must ensure their telemetry devices can either
switch to using 3G or another 2G provider.

“The 2G sunset is a big deal as most vending telemeters
were issued with a 2G radio,” explained Chuck Reed, senior
director of sales and marketing for vending at CPL.

Brendan Kehoe, vice president and general manager of
Streamware, Crane Merchandising Systems also believes
the decommissioning of these 2G networks could affect
a substantial number of connected vending machines, as
many as 200,000. “We have a total of 10,000 units which

will be affected by the shutdown,” said Kehoe, who uses
the example of analogue to digital TV to explain what will
happen. “Each generation is a new technology. When TV
stations switched to digital, analogue no longer worked.
That is what will happen with devices connected to the
2G networks that are turning off.”

Kehoe encourages operators to check with their cash-
less provider. “For example, our device knows what kind
of service it is connected to,” he said. Once it is confirmed
the unit is using a 2G network that is going away, the opera-
tor can work with the cashless provider on a solution. For
Crane users, that might be a simple fix like switching to the
T-Mobile network by changing the SIM card or swapping
out the modular radio. Kehoe says both are simple tasks
that can be performed by the route driver. “Crane used
a modular design for the Navigator platform specifically
because of these kinds of technology changes. The ability
to change or add modules and features over time gives us
tremendous flexibility and extends the useful life of the
device,” he said.

Years in the making

This isn’t the first the industry has heard of the sunset of 2G,
however. Rinaldo (Ron) Spinella, executive vice president
and general manager of unattended payments solutions of
Apriva, and Mike Gron, CEO of PayLab Networks, both
brought up the topic years ago.

In 2013, Spinella talked about the ongoing evolution
of wireless networks to newer 3G and 4G technology, and
how this transition would affect cashless vending. “The
old wireless cellular technology is gone. 2G is now fading
to make room for 4G,” said Spinella. Since many telemetry
units use cellular technology, Spinella suggested operators
start educating themselves about whether their hardware
was able to use 3G and 4G.

In the next year, Gron warned the industry of the impact
an ever-increasing mobile society would have on vending.
He said that 2G had been the go-to choice for manufacturers
of connected devices with 90 percent of all North American
M2M connections operating on the 2G spectrum. Technol-
ogy has continued to evolve and demand for connectivity
has grown exponentially. The original 2G spectrum rolled
out by carriers 20 years ago can no longer support the cur-
rent and future demands placed on their networks by voice
and increasing data connections. “M2M solutions, and vend-
ing in particular, will be disproportionally affected by 2G’s
end-of-life transition because of the significant number of
currently deployed devices operating with embedded 2G
modems,” said Gron.

Gron believes 3G will be around for a long while, how-
ever. “The lifespan of the new 3G spectrum will outlast any
device you invest in,” he tells operators now. However, other
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Already 2G networks in some areas of the country o
are dead as AT&T shut down its support of this
technology. Since most cashless and telemetry
devices in the vending industry used 2G, opera-
tors must proactively ensure their machines will
continue to operate correctly.

e Call your cashless or telemetry provider. They
will be able to determine if your cashless units
are running 2G on AT&T or another provider.

telemetry providers warn 3G may not be a permanent
solution. “Verizon is shutting down its 3G network at
the same time as their 2G network, or sooner, and AT&T
will sunset their 3G network as well,” said Kehoe.

CPD’s Reed agrees. “Mobile bandwidth requirements
will keep the pressure on the carriers to increase band-
width regularly,” he said. This means that older networks
will continue to be eliminated.

The 2G sunset solutions

The solutions to the shutting down of 2G are fairly
straight forward. Either an operator must switch digi-
tal communication providers (AT&T to T-Mobile, for
example) or technology generations (2G to 3G). For the
percentage with a telemetry device that does not allow
for either option, the operator will need to update to
newer hardware.

Unfortunately, operators cannot implement the
solutions on their own. It is the cashless or telemetry
service provider that ensures the ability to utilize the
network and at what technology generation. “We have
about 80,000 devices in the field that utilize 2G GSM
technology,” said Anant Agrawal, president of Canta-
loupe Systems. “They were all on the AT&T network,
but to protect our customers from technology changes
like this, we had ensured every device was able to utilize
different networks if AT&T wasn’t available. We have
proactively switched over everything to T-Mobile in the
past year, so very few of our devices will actually get
impacted from AT&T shutting down 2G.” There were
less than 5 percent of devices that were unable to get a
T-Mobile signal and Cantaloupe is working on replacing
those with customers.

Determining what generation of technology a device
is using may be possible by the look of the device. “Oper-
ators know if our device is the 2G device by the look. Our
CDMA technology devices look different,” Agrawal said.

TECHNOLOGY UPDATE

Be Proactive In Protecting Your Vending Telemetry Investment

If you do have units using 2G, discuss solu-
tions. Options include switching to a carrier
like T-Mobile or upgrading the radio or entire
telemetry unit.

Consider a long-term solution. While most 3G

is currently supported, newer technologies will
continue to replace old ones. Consider jumping
ahead to a unit that can use 4G LTE or one with
a modular radio that can be replaced easily.

|

It is recommended that operators with credit card read-

ers or remote machine monitoring call their provider to
ascertain if their units are using one of the 2G networks
that are being shut down. And if they are, what solutions
are available in their area. Not all the 2G networks are
being eliminated, just AT&T and in five years Verizon.
With some action now, operators can guarantee uninter-

rupted service for years to come. | €

Coffee Parts Plus

Our new online ordering website in now up and running.

All customers who wish to use our online ordering website will
receive 10% off all web orders. O ffer ends D ecember 31st (online
orders only). Use promo code below when checking out.

Call 1-866-736-5282 or Email sales@coffeepartsplus.com if you
have any questions.

www.coffeepartsplus.com

PROMO cODE: CTWCOFFEE

Coffee Parts Plus

Our new online ordering website in now up and running.

All customers who wish to use our online ordering website will
receive 10% off all web orders. Offer ends December 31st (online
orders only). Use promo code below when checking out.

Call 1-866-736-5282 or Email sales@coffeepartsplus.com if you
have any questions.

www.coffeepartsplus.com

PROMO coDE: CTWCOFFEE
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CONVENTION

CTW 2015 Reflects
Diversified OCS Market

By Emily Refermat, Editor

he eighth annual

CoffeeTea& Water (CTW)

event held this past Nov. 2
to 4 in Washington, D.C. was a
showecase of office coffee service
(OCS) and how it is evolving.
Both the opening and closing
remarks were made not by cof-
fee experts, but by executives
of major tea corporations. Seth
Goldman, TeaEO of Honest
Tea, talked about his journey
of bringing organic, lightly
sweetened single serve iced
tea to market in a positive and
creative way.

Stephen Twining, director
of public relations for Twinings
Tea, closed CTW with how tea is
trending. He presented numbers
showing that the ever-increasing
workplace consumer group
known as Millennials are most
likely to drink tea, especially as
K-Cups bring good quality tea to
the U.S. market in a simplified
and convenient format.

Coffee, however, certainly
wasn’t ignored. It was featured
prominently with research about
its popularity and also new brew-
ing equipment and trends. It con-
tinues to grow and expand with
consumers opting for unique
coffee products such as cold brew
as well as enhanced single-cup
options like bean-to-cup brewers.

An interesting expansion for
CTW was the large focus on the
business aspect of an OCS opera-
tion. Many of the sessions dealt
with digital and social marketing;
labor issues; customer relations;

COFFEE

A Carla Balakgie, CEO of NAMA,
welcomed attendees to the eighth
annual CTW event and called it the
year of “firsts.”

and beating the competition with
service and experience.

NAMA called this year a
‘record breaker’ with the most
exhibitors, key decision makers
and industry leaders in atten-
dance. There were 13 educa-
tional sessions, along with other
high-value events like Tech
Talks and the WIN Fun Run
organized by NAMA’s Women
of the Industry group.

CTW 2016 is planned for
Nashville, TN, Nov. 8 to 10.
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A Thomas V. Schultz, ICF, left, Adam Spitz, ICF and
Kirsten Hesla, EPA, met with industry members to
hear comments on the new Energy Star standards
proposed for commercial coffee brewers.

Learn more about the EPA standards at
VendingMarketWatch.com/12137910

A The inaugural Women of the Industry (WIN) Fun
Run drew 130 runners, walkers and volunteers.

Download CTW
Presentations Online

If you missed a presentation at

CTW, NAMA is offering the session
presentations online at
www.coffeeteaandwater.org/downloads



NAMA 2015 COFFEETEA&WATER CUNVENTIUN

TeaEO of Honest
Tea, inspired CTW
attendees with his
mission to bring
organic and slightly
sweetened iced tea
to consumers.

‘ A Seth Goldman,

A CostaRican
Ambassador to the
U.S., His Excellency
Mr. Roman Macaya,
center, talked to
industry members
ahout his country’s
coffee history and its
relationship with the
U.S. coffee business.

A Stephen Twining of
Twinings Tea taught
the audience the
proper way to make
tea as he discussed
overall tea trends.

» Howard Chapman,
left, NAMA chairman,
awarded the Coffee
Legend award,
posthumously,
to Lowell Shindler,
co-founder of U.S.
Coffee, for his 44-
year career in the
business. His son,
Douglas Shindler,
right, accepted
the award on
Lowell’s behalf.

A Another rousing success, the 2015 CTW provided a baseline of
education on topics that are relevant today and also new evolving
opportunities to meet an emerging demand. The record-breaking
attendance of more than 800 people is a sign of how the channel is
growing. www.vendingmarketwatch.com/12145622
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MicroVend

AUTOMATED MERCHANDISING
SYSTEMS INC. (AMS)

Automated Merchandising Systems
Inc. (AMS) announces MicroVend, the
latest addition to their line of vendors.
MicroVend was developed to meet

the customer demand for a compact
countertop merchandising solution.
MicroVend’s dimensions are 22-1/4"w x
40-1/2"h x 25"d. The sleek countertop
vendor has six trays and will accom-
modate any small item the market

may offer, such as single-serve coffee
containers, individual creams, other
condiments, small energy drinks, and
more. MicroVend is scheduled to be in
production in January 2016.

VendingMarketWatch.com/12145707

For more products

Visit www.VendingMarket-
Watch.com/directory

ALTERRA® Donut

Shop Dark Coffee
MARS DRINKS NORTH AMERICA

Mars Drinks announced the launch of AL-
TERRA® Donut Shop Dark coffee, the latest
addition to the company’s workplace beverage
solution. ALTERRA Donut Shop Dark coffee
offers a rich, dark twist on the traditional
ALTERRA Donut Shop blend and uncovers
apricot flavors with undertones of caramel
and a rich, chocolatey finish. ALTERRA Donut  [li]jiyA DARK
Shop Dark coffee can be brewed using any of  [ETH AND
Mars Drinks’ single-serve FLAVIA® brewers. COFFEE INTENSE

VendingMarketWatch.com/12145697

TERRA™

Cotfes Roasters

DONUT

P
\-dnsﬂgx

e

CHICKPEA
SNACKS

CINNAMON

CRUNCH

&

Biena Chickpea Snacks Line
BIENA FOODS

Biena Foods introduces its Biena Chickpea Snacks Line available in vending.
Flavors include Barbeque, Honey Roasted, Habanero, Sea Salt and Cinnamon
Crunch. The flavorful Biena Chickpea Snacks line is Non-GMO Project verified,
gluten-free and packed with protein and fiber.

VendingMarketWatch.com/12126028

ecoStick Zero Calorie Sweeteners

SUGAR FOODS CORP.
'm"l‘u

New ecoStick zero calorie sweeten-
ers from Sugar Foods Corp. cost

less than the other brands of packet
sweeteners and deliver the same
sweet taste your customers crave.
Packed in space-saving, mini-sticks
they provide a greatly reduced carbon
footprint that’s better for you, your
customers and the environment.
Same taste, less waste, much better!

VendingMarketWatch.com/12145686
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PRODUCT ROUNDUP | <

Mrs. Freshley’s Icers Snack Cakes
FLOWERS FOODS

Mrs. Freshley’s recently launched new Icers snack
cakes nationwide. Mrs. Freshley’s Icers feature two
layers of creme-filled cake topped with velvety icing.
Available in both vanilla and chocolate flavors, Mrs.
Freshley’s Icers provide a new spin on these classic
flavors. Icers are available in 4.5-ounce three-count,
single serve packages, with 36 packs per case. The
standard retail price for Mrs. Freshley's Icers range
from $0.99 - $1.39 for single serve packages.

VendingMarketWatch.com/12145692

Trophy

M.Icro Market Smany SRR S VE GLOBAL SOLUTIONS
Fixtures VE Global Solutions in a partnership
AXIS DESIGNS with SGL introduces Trophy, a single

serve cup solution, to the U.S. The
machine uses capsules, and is com-
patible with RealCup™ and K-Cup®
capsules designed specifically to deliver
e Perform site survey and American style beverages, containing 9
upload photos and measure- to 11 grams of coffee. Capsule ejection
ments is automatic. Trophy is designed to
fulfill the needs of offices of more than
10 people and comes in two models:
plumbed-in and pour-over (with an

Micro-Market Fixtures by Axis
Designs make new account set-
up as easy as 1-2-3-4!

e We provide a layout for your approval
e Fabrication and equipment consolidation begins

¢ We ship to your location, installation is a breeze internal water tank). Trophy boasts a 3.5
Call 800-356-4596 or visit www.Micro-MarketFixtures.com Ask about our inch touchscreen, which can be custom-
premium support services! ized via USB.
VendingMarketWatch.com/12145669 VendingMarketWatch.com/12145667

Marketplace

MAIL AD COPY TO: Automatic Merchandiser,
Attn: Michelle Scherer, P.0. Box 803, Fort Atkinson, Wl 53538-0803
Inquiries to Michelle Scherer: Toll Free: 800-547-7377 x1314 o E-mail: Michelle.Scherer@VendingMarketWatch.com

Aker Service Co (caPiTOL

BEVERAGE SERVICE, INC.

Coin & Currency Counters
i NOW HIRING!

Reconditioned Brandt e Sales

& Cummins in Stock e Technicians

Parts and Service for e Client Outreach
Most Brands & Models ]

Serving South Jersey

(859) 225-8244 & Philadelphia area!

Lexington, KY
www.cashhandlingsolutions.com 856-755-1000

www.capitolbeverageserv.com
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VERTEX

Rﬁrg_l_'ya terCoolers’

3

alaBAM) BAG

www.alabamabag.com
P. 0. BOX 576

TALLADEGA, ALABAMA 35161

rorerree 1-800-888-4921

FAX: 256-362-1801

The Over-Under Combination

Snack & Cold Drink Merchandiser
Hottest selling combo on the

- market today!!
‘ItﬂATtElH PBColpfucrs Pﬂlnt nf use %MTM Wgter Filtration Products On Sale Now
ontclair, California = for Office Coffee, Water and Vending | X
800-627-2146 Dispensers 1-866-990-9785 | |gugant 0901+ 5005137621
2 & 3 Temperature www.3MFoodservice.com www.vendingpriceline.com
(909) 626-2100 E"m::f:;“
info@VertexWater.com

A Full Range of Models at Affordable Prices - visit our website for more info

www.VertexWater.com

You
AD HERE

g 4

Contact Michelle Scherer
for information:
800-547-7377 ext. 1314

7 TO ADVERTISE

I- Contact Michelle Scherer: 1-800-547-7377 x 1314
= — MicheIIe.Scherer@VendingMarketWatch.com

General Sales Manager
of Vending

Located in Corpus Christi, Texas

(all 361.654.3133 orgo to
www.VendingMarketWatch.com/classifieds
for more information

1{._._;._.35 \ﬁ Michelle.Scherer@
VENDING  CANTEEN ndingMarketWatch.com

Saverino & Associates, Inc. mmo

Jennifer Saverino
Executive Vice President

Ph 630-868-2624
Cell 312-203-8363
800-242-6036

Fax 630-653-2390 www.TeamSaverino.com

Sales & Marketing Specialists

538 Randy Road
Carol Stream, IL 60188-2122
Jennifer@TeamSaverino.com

| ; - ‘ 7| sada e ) ’ . —
Kdvertise i utomatic Mevchandiser  and watch your income
FOR MORE INFORMATION
DONTACT MICHELLE SCHERER AT
1-800-547-7377 X 1314

Michelle.Scherer@VendingMarketWatch.com

EXPAN
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THINKING
OF SELLING?

Call us first.

Over 55 Years of Combined Industry Experience

Jerry: 516 621 7159 | Stan: 914 921 6341

]S Business Services, LLC

M&A and Consulting for Vending and OCS Business

www.]SBusiness-Services.com

Keally
Do You' Know What
Your Drivers Are Doing?

Contact Michelle Scherer

A < for information!
u m g 1-800-547-7377 ext. 1314
Michelle.Scherer@VendingMarketWatch.com

Advertise in

Our average customer:

- Saves 20% off their fuel bill,

] - Eliminates unauthorized vehicle use,
Vending - Gets in additional stops per day,

Partnership - And sees overall improvement in driver safety.
Program

Lead Generation and Appointment

Setting for Operators, Distributors, and » -
Manufacturers in the Vending Industry ‘ ’ ‘

NORTH AMERICA

d-f Let us make the
RN

COLD call and
send you the

HOT leads! ATNIP coO.INC.

OVER 50 YEARS OF WRITING THE ORDER Est.1962

: . Premiewartners
Your salespeople can focus NUA ge Sales & Marketing

888-760-4477 - www.gpsnorthaa.com

their valuable time and energy

on closing sales and acquiring Larry Atnip 1414 W. Commonwealth Ave.
new customers for your vending

. Fullerton, CA 92833
business —rather than sifting P. 0. Box 85 Office (800) 660-2864
through hundreds of cold calls Rockwell City, IA 50579 Cell (714) 747-5930 atnipco.com
. debjudas@iowatelecom.net 2 2 a
to find a few prospects who larryatnip@atnipco.com premierbrokerpartners.com

might need your c?mpany's (800) 684-0393

products and services. (712) 297-8317 Fax . . .
www. nuagemktg com Proven Relationships. National Coverage.
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4 2015 ROUTE DRIVER OF THE YEAR QUARTERLY WINNER

Chrls Perret

Refreshment Solutions, Norco, LA

Perret puts his company and customers first.

By Adrienne Zimmer, Managing Editor

Perret, a 13-year route driver, travels between
2,000-2,500 miles per week as a swing driver.

CHR|S PERRET goes the

extra mile for his customers and his
company. When the 13-year veteran
route driver for Refreshment Solu-
tions was recently running a route,
another driver become ill in the
field so after finishing his route,
Perret went and completed the
other driver’s route, too. “This to
me just demonstrates his dedication
to Refreshment Solutions as well

as dedication to customer service,”
said Chris Necaise, route driver
manager for the Norco, LA-based
vending company.

“Any challenge
he encounters he
overcomes.”

Perret, the 2015 Fourth Quarter
Route Driver of the Year award
winner, puts his customers and
company first by ensuring that his
machines are stocked, clean and
working. He fills in for other route
drivers and even learned all of the
company’s routes. He embraces
changes such as technology innova-
tions and micro markets without
hesitation or complaint. “He just
does it all and he does it well,” said

Necaise. “Chris is an all around top
notch route driver.”

Many roles

Perret understands the impor-
tance of customer satisfaction and
is determined to never let a cli-

ent down. This past summer the
company had a large turnaround at
one of its biggest accounts. “Chris
worked tirelessly to provide service
to customers, and this included ser-
vicing some machines twice in one
day,” recalled Necaise.

But it’s not just vending that
Perret handles. In fact, he services
office coffee and micro market
accounts in addition to vending,
which Necaise notes, takes a large
amount of flexibility and differ-
ent skill sets. Perret learned all 25
routes the company operates so that
he could fill in as a swing driver,
oftentimes traveling between 2,000
and 2,500 miles each week to ensure
that his customers don’t encounter
empty shelves or spirals.

No matter what, Necaise says,
Perret’s machines are always
cleaned, filled and working. “He
is continuously at the top of our
boards for machines filled daily/
weekly. Also in field inspections
of his machines we never find any
issues with cleanliness. Products are
always tucked properly in spindles
and we don’t encounter any route
driver caused issues.”
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A company man
What Necaise appreciates most
about his best route driver is the
fact that he can rely on Perret to get
the job done. “He has never missed
work and he doesn’t complain.
Any challenge he encounters he
overcomes,” said Necaise. Perret is
a great role model for other drivers,
too. “I wish I had 10 more like him.”
When it came to nominating a
route driver for this award, Necaise
knew no one more deserving. “Chris
deserves this award because of his
constant drive to satisfy the cus-
tomer,” concluded Necaise. “He has
a great work ethic and is loved by his
customers. He goes above and beyond
on a daily basis to provide our cus-
tomers with the best service.” |

Presented by

Mondelez,

Route Driver of the Year quar-
terly winners receive $250 and
are entered for the final Route
Driver of the Year award pre-
sented at the NAMA OneShow.
Nominees are rated based on
experience, miles traveled, com-
ments, etc. The award is spon-
sored by Mondelez International
and Automatic Merchandiser.



Operator Only Newsletter

THE REIGNING KING OF COOKIES
RULE SALES WITH KING-SIZE #1 COOKIE BRANDS'

- g oo vore
Vending - oo
coms ondeléz
VENDING QUARTERLY JMondelez,
. J

VIDEO: Vending Confidence Slips, Micro

} UPERA[ i Markets Keep Operators Inspired
| g There is a lack of assurance in the vending, micro

market and office coffee industry this quarter as the
operator confidence index slides 1o one of its lowest
points in two years, The OCI number reaches just 1255
for the third guarier 2015. The main...

AWy SEFRsLT

m 4 Marketing Techniques For The Family Owned Vending Business
: “ By Jennifer Skidmore
. \. 3 Vending can be a rough business. Although there are some big players across the U.S.,
s v B the majority of us are..

=) Unpaid Internships Could Be Costly

f By Heather Bailey

- Hiring high school and college students as intems sounds like a great idea in order o

S3Ve your company money...

p" Operator Tips: Facing The Route Driver Dilemma
By Adrienne Zimmer
Employee retention in any field is difficult and vending is no exception, especially when

it comes to route...

P —
belVita

Operators ‘
report the ON TREND.
micro market IN DEMAND.

segment is driving '

8.9% of their revenues l]N THE GU -

= Automatic Merchandiser State
of the Vending industry report

® 2015 All rights resarved
SouthComm Business Media, LLC

VendingMarketWatch.com / Subscribe /| Contact Us

uQsdiQ{; to

Vending
VENDING QUARTERLY

Sponsored by
Mondelez,

International

» Free quarterly
newsletter

» Learn the Operator
Confidence Index for
the quarter and what
it means for you

» Exclusive business
management content

» Delivered to only
vending, micro market
and OCS operators

gé\g P toch‘D!

VendingMarketWatch.com/

reg/newsletter/display

Mopdeler, W T @ e G

Sponsored by Mondeldz International




JMondelez,

International

-~
¥ -
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ad

ONE
PLACE.

MORE TOP
SNACK
BRANDS.

When your customers want branded snacks, cookies, candy, gum and breakfast
biscuits, there’s only one place to turn—Mondeléz International.

Mondelez,

International

1-855-202-3913 | fs-snacks-desserts.com

SnackMessert

SOLUTIONS

g @

©Mondeléz International group
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