matic

MARKETWATCH.COM

e Vending, Micro Market &
e Service Industry Resource

SUCCESS IN OREGON

Vs

nn Henvuenimno

page 22

]S ]

L Uipmen
10 HIZN-1ecCr
page 28



WHY 100%?

Adding ePorts on even your lowest performing
machines provides a surprising boost in sales

75%
INCREASE

in top-line sales on

LOW

VOLUME
MACHINES*

USA Technologies’ ePort Connect services (cashless payments,
consumer engagement, and DEX telemetry) give you all the
operational benefits of a connected machine with the added sales
boost you get from cashless. Learn more at www.usatech.com.

If you're not connecting 100%, you're not collecting 100%

*¥2017 USAT Knowledge Base analysis of low-volume machines (under
$2K/year) from customers that have connected 100% of their operation.

USA

800.770.8539 . www.usatech.com


http://www.usatech.com
http://www.usatech.com

DON
FRANCISCOS

COFFEE °

~ _TFASTEST_

GROWING BRAND
CALIFORNIA

SINGLE SERVE
ON TREND TO BE
w3 OVERALL 'l 2] ‘y
== +
no. ISI\A IPE(S’LLAR WITH GR?Y‘A’G‘STSI

FASTEST -
BAG CATEGORY | 4"
. EHE_..'n_h’|::_a;31._alEHU; r-

PERK UP YOUR PROFITS WITH DON FRANCISCO’S COFFEE
Visit us at the NAMA Coffee, Tea & Water Show, Booth #501 to find out how.

sales.support@gavina.com | 18004284627

@ y donfranciscos.com *Source: IRI, Total California 52 Weeks ending 12/25/16

© F. Gavina & Sons, Inc.


mailto:sales.support@gavina.com
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STOCK THE VERSATILE SNACK THAT
BUNDLES MEALS AND BUILDS PROFITS.

66% of LUNCHABLES® customers also consume a
drink, chips or crackers, fruit and a sweet treat.

Adding Lunchables to your operation is serious business.
On-the-go customers reach for Lunchables as a sensible
meal foundation, prompting additional purchases. If you're
looking to fuel sales growth, you won’t find a better build.

Product Name/Flavor Pack Net Wt. Kraft Heinz Code
o 0 f Lunchables Turkey & American Cracker Stackers | 16/3.4 oz. 340z 000000447003600100
/o Turkey & Cheddar with Crackers 16/3.2 0z. 320z 000000447000245500
are consumed Ham & Cheddar with Crackers 16/3.2 oz. 320z 000000447000245800
by adults. Ham & Swiss with Crackers 16/3.2 oz. 320z 000000447000245400
Nachos Cheese Dip & Salsa 16/4.4 oz. 4.4 0z. 000000447003603500
Extra Cheesy Pizza 16/4.2 oz. 4.2 0z 000000447000241100

For more information, contact your Kraft Heinz sales representative today!

© 2017 Kraft Foods
1 C+R Research, Attitude and Usage Study, Spring 2014

KraftHeinz
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BLOGS, PODCASTS & VIDEOS

Py
STRATEGIC
MANAG_‘E MENT

By Bob Tullio

= ONLINE ==y

OPPORTUNITIES
Automatic Vending

By John Healy

COLUMNIST:
How To Deliver
‘Business Class’

www.vendingmarketwatch.com/12371600

COLUMNIST: E-Newsletters: Do’s,
Don’ts & Those Pesky Spam Filters

www.vendingmarketwatch.com/12372635

EDITOR’S BLOG:
Your Social Media Starting Point

www.vendingmarketwatch.com/12369484

BLOG: Winning The Hearts VIDEO: Content Tips
0f Millennials For Micro Market

www.vendingmarketwatch.com/ 12371038 Dperators

www.vendingmarketwatch.com/12372492

SPECIAL REPORT

Only Available
from Micro Market News
SPONSORED BY 365 RETAIL MARKETS

Yending

MICRO MARKET NEWS £

How Operators Can Create Great Content
At J&]J Vending, we’ve tried multiple platforms for direct
communications, to varying degrees of success.

6  Automatic Merchandiser | VendingMarketWatch.com | October/November 2017

Automatic

Published by
SouthComm Business Media, Inc
PO Box 803 © 1233 Janesville Ave

SouthComm  Fort Atkinson Wi 53538
Business Media  920-563-6388  800-547-7377

Vol. 59, No. 7

BUSINESS STAFF

PUBLISHER Ron Bean
20) 568-8386
Ron Bean@VendingMarketWatch.com

MULTIMEDIA AcCOUNT Julia Sheade
REPRESENTATIVE (920) 563-1608
Julia.Sh i com

uisTReNTAL Elizabeth Jackson
Account Executive
Merit Direct LLC
(847) 492-1350, ext. 18
ejackson@meritdirect.com

EUROPEANSALES Julian Maddocks-Born

Sales Director
+44 (0)1442 230033
julian@itsluk.com

REPRESENTATIVE, Benedict Hume
ITSLMEDIA  Sales Manager

+44 (0)1442 288287

benedict@itsluk.com

EDITORIAL STAFF
eoiror Emily Refermat
(920) 563-1615
Emily.Refermat@VendingMarketWatch.com

SUPPORT STAFF
ARTDIRECTOR Erin Brown

PRODUCTION DIRECTOR Steve Swick
PRODUCTION MANAGER Barh Evenson
Telephone: (920) 563-1629
Fax: (920) 568-2392
bevenson@southcomm.com
AUDIENCE
DEVELOPMENT MANAGER Terri Petitt

SOUTHCOMM, INC
CHIEF EXECUTIVE OFFICER Chris Ferrel
CHIEF FINANCIAL OFFICER Bob Mahoney
CHIEF OPERATING OFFICER Blair Johnson
EXECUTIVE VICE PRESIDENT Gloria Coshy
VICE PRESIDENT, TECHNOLOGY Eric Kammerzelt
VICE PRESIDENT PRODUCTION OPERATIONS Curt Pordes
VICE PRESIDENT, MARKETING Gerry Whitty
DIRECTOR OF DIGITAL BUSINESS DEVELOPMENT Lester Craft

SUBSCRIPTION CUSTOMER SERVICE
877-382-9187; 847-559-7598
Circ.VendingMarketWatch@omeda.com

PO Box 3257 © Northbrook IL 60065-3257

ARTICLE REPRINTS
Brett Petillo, Wright's Media 877-652-5295, ext. 118
bpetillo@wrightsmedia.com

(C)ira)

The World Wids Veniling Prasm Amociation

Automatic Merchandiser (USPS 017-280), (ISSN 1061-1797
print; ISSN 1948-5697 online) is published 8 times per year in
March, April, May, June, August, September, October and December
by SouthComm Business Media, LLC. 1233 Janesville Ave, Fort
Atkinson, WI 53538. Periodicals postage paid at Fort Atkinson, Wl
53538 and additional mailing offices. POSTMASTER: Send address
changes to Automatic Merchandiser, PO Box 3257, Northbrook,
1L 60065-3257. Canada Post PM40612608. Return undeliverable
Canadian addj to: ic Merchandiser PO Box 25542,
London, ON N6C 6B2.

Subscriptions: Individual print subscriptions are available with-
out charge to qualified subscribers in the U.S. Complimentary digital
subscriptions are available to qualified subscribers worldwide.
Please visit www.vendingmarketwatch.com and click on “Subscribe”.
Publisher reserves the right to reject non-qualified subscriptions.
Subscription prices: U.S. $36 per year, $72 two year; Canada/Mexico
$62 per year, $108 two year; All other countries $88 per year, $165
two year. All subscriptions payable in U.S. funds, drawn on U.S. bank.
Canadian GST#842773848. Back issue $10 prepaid, if available.
Printed in the USA. Copyright 2017 SouthComm Business Media, LLC.

All rights reserved. No part of this publication may be repro-
duced or transmitted in any form or by any means, electronic or

hanical, including or any information stor-
age or retrieval system, without permission from the publisher.

SouthComm Business Media, LLC does not assume and herby
disclaims any liability to any person or company for any loss or dam-
age caused by errors or omissions in the material herein, regardless
of whether such errors result from negligence, accident or any other
cause whatsoever. The views and opinions in the articles herein
are not to be taken as official expressions of the publishers, unless
so stated. The publishers do not warrant, either expressly or by
implication, the factual accuracy of the articles herein, nor do they so
warrant any views or opinions offered by the authors of said articles.



http://www.vendingmarketwatch.com/12372635
http://www.vendingmarketwatch.com/12369484
http://www.vendingmarketwatch.com/
http://www.vendingmarketwatch.com/12371600
http://www.vendingmarketwatch.com/12372492
mailto:Ron.Bean@VendingMarketWatch.com
mailto:Julia.Sheade@VendingMarketWatch.com
mailto:ejackson@meritdirect.com
mailto:julian@itsluk.com
mailto:benedict@itsluk.com
mailto:Emily.Refermat@VendingMarketWatch.com
mailto:bevenson@southcomm.com
mailto:Circ.VendingMarketWatch@omeda.com
mailto:bpetillo@wrightsmedia.com
http://www.vendingmarketwatch.com

PLANTERS

© 2016 The Kraft Heinz Company,



P‘EDITOR'S NOTE BY EMILY REFERMAT

Becoming Stickier To Locations

Take advantage of all the ways to create stronger operator-client relationships.

his fall, I had the pleasure of speaking at the
Texas Merchandise Vending Association
(TMVA) annual meeting. It was a great time,
full of education and inspiration, but one thing
that stood out to me was a concept Jon Floyd
of 365 Retail Markets brought up about sticki-
ness. Specifically, he talked about how micro
markets present an opportunity for operators to
become more relevant, and even irreplaceable, as
a means of disseminating
information to employees.

A real-world example

Our larger publishing
company, like many others,
hosts events and provides
recognition. There is a
quarterly blood drive, the
employee newsletter with
work anniversaries and
new hire notices as well

HELP

create a as reminders for wellness
og e program participation. All

p ositive of these come by email,

culture. along with the dozens of

job-specific emails we get
every day. It’s not surprising that those notifica-
tions from human resources (HR) get pushed
down until your mailbox (if it’s like mine) has
29 unread emails that you actually can’t find by
scrolling (likely because you gave up after about
a hundred). However, this common experience
among employees is also an opportunity.

Floyd argued that a clever micro market
operator could offer their customers a chance
to make these events and corporate news items
more prominent, highlighting all the company
does for its employees. He didn’t have a specific
example, but using mine, ask the HR person
to gather a photo and short sentence about an
employee being recognized — chances are they
did it anyway for that email I mentioned. The
image and sentence could be put in as a rotating
announcement on the kiosk. For larger events,

a full promotional piece with logos and photos
could become a kiosk commercial.

Have your customer service team ask for
these “events” regularly, or even check the
website or event calendars of your best cus-
tomers. Yes, it’s extra effort, but the reward is
becoming that much more beneficial to your
customer. If they see that you are helping them
promote a positive culture, it’s much harder
to send out a request for a new proposal and
consider replacing you. Also, it elevates the
service level and makes your organization stand
out. Both are increasingly important in today’s
highly competitive industry. This month’s suc-
cess story centers on an operator who became
successful by doing what others would not. Read
about how Ryan Harrington with Royal Vending
on page 30 challenges ‘business as usual’ with
micro markets, cashless vending and service.

No matter your size

Even without micro markets or hundreds of
routes, it is important to have relevancy to the
customer through unique offerings. Our small
operations columnist, Gary Joyner, talks about
his personal experience winning accounts with
the top ten ways his company was different than
others. Take a look at how he compiled the list
and what it got him on page 18.

Even our management strategies expert Bob
Tullio has elevating your business on his mind.
A recent column, How To Deliver ‘Business
Class, talks all about setting your company apart.

It is important to offer competitive prices,
popular products and similar services, but it’s
not enough. There has to be more to really
cement the relationship between you and the
customer. Micro markets are allowing operators
to do that through the kiosk. Vending machines
with mobile apps allow for loyalty and commu-
nication with the end user. But there are always
more options. Any way to reach past the norm
will be beneficial. Think creatively and read
what others are doing for inspiration. |
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The Clear Choice
for Fresh Taste

Wraps « Deli-Style Sandwiches < Subs

Featuring our freshest tasting ingredients, like home-style breads, natural cheeses and premium meats.
Protected in our Flavor-Guard™ packaging system to ensure fresh taste, up to 24 days.

Grow your business with Fresh-Cut® sandwiches

; Consumers want as much of the
A deli sandwich visible as possible.
This allows them to see the freshness and
: ‘ know that nothing is being hidden.

~ Average foodservice product

spoilage cost = $879.00

per store, per month.

Taste and Freshness
are the #1 and #2 criteria
- for purchasing a sandwich

I _ @ : | Across all demographics,

Source: NACS State of the Industry ; : Source: Usage and Barriers Study, proprietary
Annual Report, 2015 data Source: Packaging Research, proprietary quantitative research, APF, 2016 quantitative research, APF
Contact your sales representative or visit www.freshcutsandwiches.com ‘/Q Part of the Tyson

©2017 Tyson Foods, Inc. AdvancePi%rEe“ Foods Family.
‘oods



VendingMarketWatch rop wews stories

TMVA 2017 Spotlights
Texans Helping Texans

espite the devastating

effects of Hurricane

Harvey, the Texas Mer-
chandise Vending Association
(TMVA) held it’s 66th annual
meeting at the Omni Corpus
Christi from Sept 28 to 30.
The well-attended three day
event was full of robust educa-
tion sessions and networking
events, including two powerful
key note speakers. Texas State
Representative Todd Hunter
told the group about staying in Corpus Christi when the hurricane hit and how it is
and will impact legislation in the future. In the evening, retired NBA professional
Derek Anderson talked about how hardwork and stamina pay off, especially when
done in a positive way, which inspired his Acts of Kindness (AOK) organization.

TMVA attendees assisted in Hurricane Relief efforts wearing
Acts of Kindness (AOK) T-shirts.

Volunteer efforts inspire and humble
While the event took place as planned, the hurricane did change the event into one
focused on giving back. The traditional first day golf tournament was canceled, and
instead all participants went out to volunteer in cleanup efforts. “Our TMVA Relief
Volunteers were made up of 50 of our attendees, benefiting the Coastal Bend cities of
Corpus Christi, Portland, Rockport, Fulton and Port Aransas, TX. The five hurricane
relief centers told our conventioneers that the donated time and muscle too, really
benefited,” said TMVA president Charley Nelms. The effort, coined “Texans Helping
Texans” was a high point, referenced throughout the convention.

TMVA is now the largest NAMA State Council, with 72 paid 2017 memberships. In
2018, the annual meeting will be Sept. 26 to 28 at Moody Gardens in Galveston, TX.

Coffee producer known for
producing the ‘World’s Stron-
gest Coffee,’ has initiated

a recall of its 11-o0z Death
Wish Nitro Cold Brew cans.

SandenVendo Debuts
Hydrocarbon Cooled
Beverage Venders

P Dallas, TX-based

Death Wish Coffee
Recalls Nitro Cold
Brew Due To Botulism

P Death Wish Coffee Co.,
the Round Lake, N.Y.-based

Death Wish in conjunc-
tion with an outside Process
Authority has determined
that the current process
could lead to the growth and
production of the deadly
toxin, botulin, in low acid
foods commercialized in
reduced oxygen packaging.

SandenVendo America has
announced a new line of
vending machines that use
hydrocarbon refrigeration sys-
tems, its first for the North
American market, according
to hydrocarbons21. The new
glass-front vending machines
and stack-style vending
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machines run on R290
instead of using CO, as

the other vending machine
refrigeration systems do. The
R290 is safe and abun-
dant CEO and President of
SandenVendo America, Mike
Weisser, is quoted as saying.
It has zero ozone depleting
potential and a global warm-
ing potential (GWP) less than
4, the article cites.

The availability of the
hydrocarbon refrigeration
systems allows the vending
machines to meet Canadian
and U.S. UL standards
including exceeding U.S.
Department of Energy and
Environmental Protection
Agency ENERGY STAR
requirements.

Blind Accessible
Vending Case Rejected
By Supreme Court

P |n early October, the

U.S. Supreme Court denied
review of a case brought by a
visually impaired man from
Louisiana. The case involved
him invoking the Americans
with Disabilities Act in suing
Coca-Cola for its glass-front
vending machines that did
not ensure he could identify
what he was buying and at
what price, according to
Law.com. The U.S. Court of
Appeals for the Fifth Circuit
refused the claim stating
that vending machines do
not meet the definition of
“public accommodations”
that must follow the ADA.
However, the bus station and
hospital housing the vending
machines were left open to
the “public accommoda-
tions” claim.



Grant Awarded To
Study Cook County
Soda Tax

P The Chicago Tribune
reports that a $2.5 million
funding grant from Bloom-
berg Philanthropies will be
awarded to researchers at
the University of lllinois at
Chicago to study whether the
tax improves public health
over an extended period of
time. The study is funded
by former New York Mayor
Michael Bloomberg's charity
but university researchers
and officials at Bloomberg
Philanthropies say the
research will be “rigorous in
method, free of Bloomberg’s
influence and, ultimately,
peer-reviewed by indepen-
dent experts before being
published.”

de Jong DUKE
Celebrates
120-Year
Anniversary

P To celebrate
the 120th ‘
anniversary of de .y
Jong and 60th
anniversary of de Jong
DUKE, customers, suppliers
and other partners gathered
in Rotterdam on Septem-
ber 21st and September
22th to take part in de Jong
DUKE's anniversary event
“It's all about experience.”
The Dutch family-owned
company de Jong was
founded in 1897 by J.M.
de Jong Sr., a blacksmith
in Alblasserdam. What once
started as a blacksmith,
developed since 1957 into
an internationally operating
organization, which special-
izes in the design, develop-
ment and engineering of
high-end automatic coffee
and espresso machines for
corporate and professional

use. Today, with manufactur-
ing locations in Sliedrecht
and in Taylor, Michigan
(USA), de Jong DUKE sup-
plies customers worldwide.
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Conagra Brands To
Buy BOOMCHICKAPOP®
Ready-To-Eat Popcorn

» Conagra Brands, Inc.
announced that it has
entered into a definitive
agreement to acquire Angie’s
Artisan Treats, LLC, the
maker of Angie’s BOOM-
CHICKAPOP ready-to-eat
popcorn, from TPG Growth,
the middle market and
growth equity platform of
alternative asset firm TPG.
Financial terms were not
disclosed. The transaction is
expected to close by the end
of the calendar year, subject
to customary closing condi-
tions, including the receipt
of regulatory approvals.

B&G Foods Completes
Back to Nature Buy

» B&G Foods, Inc.
announced that it has
completed the acquisition of
Back to Nature Foods Com-
pany, LLC, a leader in the
better-for-you snack foods
category, from Brynwood
Partners VI L.P., Mondelez
International and certain
other entities and individuals
for approximately $162.5
million in cash, subject

to customary closing and
post-closing working capital
adjustments.

TOP NEWS

People in the News

Jack Brown And Hans Lutkefedder
Win Dan Mathews Scholarship

The NAMA Foundation announced two inaugural
recipients of the Dan Mathews Scholarships to at-
tend CTW in Grapevine, TX November 6-8.

This year’s inaugural Dan Mathews CTW Scholar-
ship recipients are:

e Jack Brown — ReFresh Facility Services
e Hans Lutkefedder — Vend Natural Holdings

Utz® Quality Foods Announces New
Members To Executive Team

Dylan Lissette, chief executive officer of Utz
Quality Foods, LLC., recently announced the
addition of three new consumer packaged
goods industry executives to the company’s
senior team in April, 2017: Tom Flocco as presi-
dent and chief operating officer; Mark Schreiber as
executive vice president and chief customer offi-
cer; and Jay Thompson as executive vice president
and chief financial officer.

Larry Atnip, NAMA Board Member,
Attended China Vending Show

On August 30 Larry Atnip and his wife at-
tended the 2nd China International Vending
& OCS Showcase (Beijing) 2017 represent-
ing NAMA in Beijing, P. R. China.

Muncie Power Products Welcomes
Back Salvatore Knieriem

Muncie Power Products, Inc. is pleased to
welcome back Salvatore Knieriem as the
company’s market specialist for the refuse
industry.

Knieriem returns to the Muncie Power Prod-
ucts team with 37 years of experience selling
power take-offs within the work truck equipment
industry, five of which were previously with
Muncie Power Products.

Server Products Promotes Brent
Henschel To Marketing Manager

<

Flocco

Server Products is pleased to announce the

promotion of Brent Henschel to marketing
manager. In the capacity of marketing manager,
Henschel will lead Server’s marketing team, whose
role is to plan, coordinate and implement Server’s
marketing communication initiatives and market-
ing service offerings to Server’s customers.

October/November 2017 | VendingMarketWatch.com | Automatic Merchandiser
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P‘TOP NEWS

Ohner Wants To Offer Vending
Machine Spirals For Rent

new company
founded by recent
Boston University

school of business students

wants to offer manufactur-

ers a chance to rent vending

machine space as a way
to launch new products.

Ohner, aimed specifically at

the smaller manufacturers
who have trouble getting

retail space, will connect the vending operators and product
manufacturers online. Vending operators offer spirals for
sale, with descriptions of the machine location and user

Find your product a vending space

This start up plans to
connect new product
manufacturers with
vending operators.

demographics. There is a rental fee paid to the operators in
exchange for stocking the product and sending back specific

sales information regarding how the selection performed.

According to one of the founders, there are no current trials,
but Ohner hopes to launch a beta test this month, October 2017.

CALENDAR
OF EVENTS

NOV 6-8

2017 CoffeeTea&Water Show
Gaylord Texan Resort Hotel &
Convention Center

Grapevine, TX
www.coffeeteaandwater.org

MAR 21-23, 2018

The NAMA Show

Las Vegas Convention Center
Las Vegas, NV
http://thenamashow.org

MAR 15-17, 2018

NCA Annual Convention
New Orleans, LA
http://www.ncausa.org/
convention2018

SEP 26-28

TMVA Annual Meeting 2018
Moody Gardens

Galveston, TX

tmva.org

PepsiCo Reports Third
Quarter 2017 Results

P PepsiCo, Inc. reported
results for the third quarter
2017. “Overall, our busi-
nesses performed well in

the third quarter in what
continues to be a challenging
environment,” said Chairman
and CEO Indra Nooyi. “Each
of our operating sectors
delivered results in line with
or ahead of our expectations,
with the exception of North
America Beverages (NAB)
where revenues declined fol-
lowing two consecutive years
of very strong third-quarter
growth. Despite the chal-
lenges in our NAB business,
the PepsiCo portfolio overall
generated revenue, operat-
ing profit and earnings per

share growth. Although we
have moderated our full-year
organic revenue growth out-
look, we are now on track to
exceed the full-year earnings
per share target we set at the
beginning of the year.”

FDA

Vending Food Recalled
Due To Listeria

P Greencore, USA, LLC

is voluntarily recalling egg
salad sandwiches, ham salad
sandwiches, and seafood
stuffing used in the prepara-
tion of some vending food.
The specific products are
listed online at https:/
www.fda.gov/Safety/Recalls/
ucm578325.htm. The
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products are being recalled
because Listeria monocyto-
genes was found in environ-
mental sampling conducted
by FDA.

No finished products have
been found to have Listeria
present and no confirmed
illnesses were reported.

Accent Rallies Industry
Partners To Donate To
Harvey Victims

P Hurricane Harvey made
landfall in Texas shortly
after 11 p.m. Friday, Aug.
25, 2017, just north of
Port Aransas. Accent Food
Services wasted no time
in coming to the aid of
employees, customers and
the people impacted by
Harvey. Despite personal
losses, its staff was quickly
back to work. “Accent has
the resources and the con-
nections to immediately
get food, water and more to
those who needed it. We
secured housing for our team
members and care packages
for our customers impacted
by the flooding. We knew we
had to do whatever it took to
help,” said Josh Rosenberg,
Accent Food Services CEO.
Accent Food Services
began collecting dona-
tions for hurricane relief
through its branches and the
Stamina Foundation which
today total over $50,000.
It also reached out to and
coordinated the delivery
of donations from industry
partners like Turn Key Cor-
rections, Dr. Pepper Snapple
Group, Company Kitchen and
Wallingford Coffee.


https://www.fda.gov/Safety/Recalls/
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Make
Fresh Tastin
and Natura
an Automatic

Choice

DOLE Delivers a Wide Variety
of Shelf-Stable, Healthy and
Flavorful Snacks for Vending

With time at a premium, vending customers want
wholesome, portable food choices that complement
their busy lifestyles. Dole offers appealing Fruit
Solutions for every appetite, day part, and type
of vending machine, keeping customers satisfied
with a line of flavorful and refreshing snacks. From
hand-held and wholesome DOLE Fruitocracy®, to
popular DOLE Fruit Bowls® in 100% Fruit Juice, to
DOLE Mixations™ unique and pleasing fruit fusion,
and fruit and nut-filed Mrs. May’s® Naturals,
Dole is the go-to source for vending snacks that
satisfy 24/7.

p AN

% DOLE. Your Fruit Solutions Partner.

Visit www.dolefoodservice.com or call 1-800-723-9868

© 2017 Dole Packaged Foods, LLC. DOLE, Fruit Bowls and Mixations are trademarks of Dole Packaged Foods, LLC.
Mrs. May’s is a registered trademark of Mrs. May’s Naturals, Inc.


http://www.dolefoodservice.com

»|OCS UPDATE

¥

Impact Of

iStock

0CS-Focused Operations

By Emily Refermat, Editor

Few 0CS-only companies venture into micro markets, sticking to high employee counts and coffee.

ffice coffee service is still a strong

business that is getting stronger.

The 2017 State of Office Coffee
Service report put revenues from
the OCS segment of the industry
at $5.1 billion, thanks to customer
appreciation for premium coffee,
more single-cup brewer options and
the expansion of businesses wanting
to offer break room refreshment as
a benefit.

There are still many OCS focused
operations. About 76 percent of our
survey respondents are only OCS
operations that do not offer any
vending service. Another 24 percent
define themselves as office coffee ser-

TYPE

@ OFFICES
@ INDUSTRIAL PLANTS
@ RESTAURANTS, DELIS, BAKERIES, ETC.
@ CONVENIENCE STORES
@ GOVERNMENT OR MILITARY FACILITIES
@ SCHOOLS, COLLEGES, UNIVERSITIES, ETC.
@ RETAIL OUTLETS
OTHER

0.8%.

SIZE

@ LESS THAN 10 EMPLOYEES
@ 11-14 EMPLOYEES
@ 15-19 EMPLOYEES
@ 20-29 EMPLOYEES
@ 30-49 EMPLOYEES
@ 50-74 EMPLOYEES
@ 75-99 EMPLOYEES
MORE THAN 100 EMPLOYEES

4.0%

All OCS Providers

vice providers that offer some vend-
ing services. These two groups have a
slightly different view of the industry
and experience with customers than
the full-line vending operators that
also do OCS.

0.9%

o

All OCS Providers
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24.0%
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@

0OCS-Only Operators

24.0%

Location makeup differences

The number of locations for OCS
operators tended to be larger, aver-
aging in the mid 300s per operation,
compared to the average of 250. In
fact, the OCS-only operators tend to

0CS-Only Operators
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MICRO MARKETS

@ | DON'T OFFER MICRO MARKETS
@ HOT BEVERAGE VENDING MACHINE
@ KEURIG SINGLE-CUP BREWER
@ FLAVIA DRINKS STATION
@ OTHER SINGLE-CUP BREWING SYSTEM
@ POUR-OVER/AUTOMATIC/THERMAL BREWER
@ BEAN TO CUP BREWER
NONE
@ OTHER

service more of the larger locations.
They report handling services for
46.7 percent of the locations that
have 50 or more employees. For the
segment as a whole, that number is 28
percent, meaning full line operators
aren’t winning as many of the larger
accounts from OCS-only operators.
With the other services they offer,
full-line operators will also take
smaller locations on for OCS, gain-
ing the necessary revenue in vending
or micro markets.

The type of location also varies.
For OCS-only operators, a greater
percentage serve offices, 64.5 per-
cent compared to 56 percent. In
nearly all other locations, the more
diverse OCS providers that also offer
other refreshment options report the
bulk of the market share, however.
The most notable being industrial
plants where all OCS providers claim
to service 5.4 percent more of the
locations than what is reported from
OCS-only operators.

Micro markets prove less inviting

While fewer than half of OCS pro-
viders claim not to have any micro
markets, the number is nearly 70
percent for OCS-only operators.
The challenges in servicing micro
markets is the main issue. Micro
markets require a greater number
of SKUs, including a higher per-
centage of fresh food in order to be
successful. OCS-only operators are
adding SKUs, but mostly of ancillary

4.1% - |
14.9%
a.1% |y ,|

4.1% 1.4%
All OCS Providers

items or different types of single-cup
options. Few have the resources or
desire to enter into the micro market
segment, any more than they want
to add vending.

For those OCS-only operators
that do have micro markets, because
there are around 30 percent who do,
bean-to-cup is the type of brewer
used most often in a micro market.
This is similar to the overall OCS
providers, although one interesting
difference is that other single-cup
brews are not placed in micro mar-
kets as often by OCS-only opera-
tors as they are in the segment as a
whole. Only 3 percent of OCS-only
operators place other forms of sin-
gle-cup options, including pod brew-
ers and liquid coffee specialty drink
machines. Whereas 13.5 percent of
the segment as a whole, places these
types of brewers predominantly in
micro markets.

OUTSIDE FORCES

@ AREA BUSINESSES OPENING OR CLOSING
@ COMPETITION
@ TECHNOLOGY

All OCS Providers
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0CS-Only Operators

Threats differ by type
While the top three factors that con-
tributed to changes in the office coffee
service industry were the same for the
two groups, where competition ranked
was very different. For the segment as
a whole, area businesses opening and
closing impacted sales the most. With
technology a close second, followed by
competition. For those in the OCS-
only business, competition was the top
contender, showing the difficulty that
these operators are having competing
against national organizations, office
supply stores and full-line operations.
At the right size in the right
region, OCS-only operators still com-
mand a strong business. They handle
larger offices and find their revenues
increasing in-line with the industry
as a whole. The majority don’t intend
to expand into food and snack ser-
vices however, instead favoring other
services in order to stand out. | €

0CS-Only Operators
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et me tell you about a

How Different

ently was a benefit. When I pulled

‘ into the parking lot of a particular

S 0 u r e n 1 n g corporate headquarters building
years ago, the thought of being able

to land this vending contract was

Om an paramount in my mind, to say the
least. Our research had revealed that

they had three prime locations in our

market. Need I say that opportunities
like that do not come along every day.

A tale from the trenches about winning business T walked into the lobby and asked
by dlsruptlng the norm. the receptionist to please let the

By Gary Joyner, Contributing Editor
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human resource manager know I was
here for our 11:30 a.m. appointment.
She told me, “Please have a seat and I
will let her know you are here.”

A few minutes passed and the
receptionist told me everyone was
waiting in the conference room. She
gave me directions to go down the
hall to the third door on the left, and
go right in. The first thought going
through my mind was that I did not
realize I was going to be making my
vending presentation to more than
one person. However, that was okay
because 1 felt confident that once
everyone saw the proposal, they
would be impressed.

I opened the door and to say that
I was surprised was an understate-
ment. The four people sitting at the
conference table included the presi-
dent, human resource manager, vice
president of operations and the
facilities manager. After shaking
hands with everyone and ensur-
ing they all had one of my business
cards, the human resource manager
asked me to tell everyone about our
vending company.

Just as I was beginning to open my
mouth, the president of the company
said, “I don’t want to sound rude, but
you are the third company we have
met with this week. How is your com-
pany any different than your compet-
itors’, because all vending companies
are selling the same brand name prod-
ucts and, assuming your prices are
competitive, why should we choose
you as our employee refreshment ser-
vice provider?” For good measure, he
finished by saying that vending com-
panies all say our service is great and
that when our machines need service,
we will be johnny on the spot.

I thanked him for his comment
and then proceeded to agree with
him that the overwhelming major-
ity of vending companies are pretty
much all just alike. He looked at me

YOU will close more new business
than ever before ... guaranteed.

and said, “well, at least we can agree
on that.”

I opened my presentation book
and the first thing I took out was our
TOP TEN LIST OF HOW WE ARE
NOT YOUR TYPICAL VENDING
COMPANY. I jokingly said to the
room that if David Letterman could
have his top ten list, we could also.
I then asked the human resource
manager if she could make a copy of
my list and pass it out so we would
all be on the same page. She said of
course, and in a couple of minutes
she came back in the conference room
and made sure everyone got a copy.

My top ten list of what made our
vending company different included
the following:

s
T—— ,

We install brand new state of the art
electronic merchandisers (vending
machines) at each location. I real-
ize that this goes against the typical
thought process of numerous ven-
dors who only want to install used
equipment at a new location. In the
August 2016 edition of this maga-
zine, Mike and Jodi Glimpse were
featured on the cover of this maga-
zine and one of the reasons they
were able to grow their company,
Camelback Vending, to a seven route
operation was the fact they always
install brand new vending machines
at a new location. The same can be
said about Jack and Victoria Brown,
owners of Refresh Facility Services
in Chesterton, IN, who are on the

cover of the Feb/March 2017 issue
of Automatic Merchandiser.

y
‘ ,
All of our brand new merchandisers

come equipped with credit/ debit card
acceptors.

r
TT— ,
Each location receives a cash recycler
that makes change for their employees
in $5 or $1 bills for their employees

who need change for a $20 or $10 bill
instead of a pocket full of quarters.

y

— ,

Our brand new merchandisers all
have an electronic guaranteed prod-
uct delivery system that means their
employees either get the product they
have selected or get their money back
right on the spot. No more post it
notes on machines or employees kick-
ing and shaking machines because
they did not get their product The
HR manger spoke up and said how
nice that would be because she spends
an inordinate amount of time han-
dling refunds for their current ven-
dor. They no longer have to fill out

vending refund slips or wait for their
vendor to come by and make refunds.

)

BOGO (but one get one free program)
Every month we will have at least
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one item in the machines that will
have free vend tokens allowing their
employees to get the second item free.

y ,
—
$2 dollar bills will be attached to

products for their employees to win
when they purchase certain items.

7

—— ,

Two for a dollar program (our com-
pany always has at least two cold
drinks and three snack items that
sell for 50 cents) It always amazes
me when I have vendors say you can-
not make money that way. I submit
that you can purchase off brand cold
drinks that usually cost 20 to 22 cents
and products like peanut butter crack-
ers, cheese crackers, etc. that cost 15
to 18 cents for an average combined
cost of 35 to 40 cents that you sell for
a dollar — that is more than doubling
your money.

7

— ,

Free lottery scratch off tickets for
their employees to win when buying
vend products from our brand new
merchandisers (be sure and check
with your state lottery commission
that it is OK to do that ) One of our
customers won $1,000 when they
bought a bag of cookies and our sales
from that snack machine increased
over $150 in the two days after the
winning ticket. We spent a grand total
of four dollars for the lottery tickets in
that snack machine that month.

y ,
e
Free tasting samples of our frozen

food products on a periodic basis
especially when we introduce new

items. Have you ever been in a Sam’s
Club, Target, Costco, BJ’s, local
supermarkets, food courts in malls,
etc. where they are giving away free
samples? The reason they do that
is that it works. If you want to sell
more food products from your mer-
chandisers, schedule sampling days
at your location.

y ,
—
Quarterly employee survey forms for

their people to tell us what they want
in their machines.

After I had made my presentation
and went over our top ten reasons
why we were different than our
competitors, the president of the
company came up to me, shook my
hand and apologized to me for pos-
sibly sounding rude when he made
the comments about all vending
companies being the same. Yes, we
did end up getting all three of their
locations.

If you really want to set your
vending company apart from your
competition make a list of what
really makes your company differ-
ent and show it to a new location
every time you make a presenta-
tion. You will close more new busi-
ness than ever before, 100 percent
guaranteed.

While doing research for this
article I Googled vending com-
panies in four different markets
to take a look at the websites of
vending companies in those four
cities. One thing that jumped out
at me almost immediately was they
all look alike and say basically the
same thing. If you could tape over
the names of the various vendors it
would be very difficult to find any
appreciable difference in the mes-
sage they are attempting to convey
to their customers.
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I found they all basically said
that they have great service when
their machines break down. This
made me wonder, why in the world
would they tell prospective new
locations that their machines are
going to break down?

In addition, everyone says they
have brand name products. Who in
their right mind would say they have
products no one has ever heard of?

There was always a line about
professional service, too. I want to
know what that means? Custom-
ers expect you to have professional
service.

In one, I also saw “Highest com-
missions paid in the city.” Why
would you advertise anything about
commissions? There are literally
hundreds of thousands of locations
in this great country of ours that
never receive one dime in commis-
sions. However, the vendor who lists
that on their website is willing to give
away profits when in most cases you
do not have to pay commissions. I
have been in the vending industry for
23 years and have had hundreds and
hundreds of locations over the years
that we never paid a commission.

I will close by saying that if you
want your vending company to grow,
put together a list that shows how
your vending company is different
from your competitors. Watch how
many new profitable locations it helps
you add to your customer base. |

ABOUT THE AUTHOR
Gary Joyner started in
the vending business
in Orlando in 1994.
Since then he has
owned, operated and

~= sold three vending
companies in Florida. Joyner is currently
the factory authorized distributor for Federal
Machine Corp. in the state of Florida. He
can be reached at Tgwj45@aol.com.
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The Micro Market Channel —
Proven And Strengthening

Placements rise resulting in sales
approaching $1 billion and a new
projected high for growth potential.

By Brad Bachtelle, Contributing Editor

pproaching our second decade of
micro market placements and
activities, a number of very posi-
tive indicators exist for con-
tinuing, aggressive channel growth.
Our most recent Micro Market
Channel Census shows that the cur-
rent micro market install base at the
end of 2016 approached 18,000 mar-
kets, generating nearly $1 billion in
product sales. The sizable universe of
micro market installations and con-
tinuing expansion clearly indicates that
micro markets have already developed
avery solid position as a legitimate and

independent channel within the away-
from-home foodservice market.

New placements very strong

Our 2016 Micro Market Census num-
bers identified a micro market install
base that has grown to more than
17,800 active locations, including a
very strong increase of 39.5 percent
over year-end 2015.

Within the micro market install
base, nearly 7 percent of markets now
have two or more payment kiosks on
site. These larger, multiple-kiosk loca-
tions began increasing in placement
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frequency in 2015 and now account
for more than 13 percent of all opera-
tional payment kiosks.

With the sizeable number of active
locations, micro markets can no lon-
ger be considered a “concept channel,”
but rather one that has been validated
in terms of location placements, sales
expansion and positive reception.

Accelerating new location growth

In 2016, the channel added more than
5,000 new locations to the micro mar-
ket install base. Of note, the 2016
growth number shows a continued



acceleration of new location place-
ments, a positive indicator of overall
market strength and a continuing
opportunity for further expansion.
Of significance, the reported micro
market location growth rates are
net numbers, after adjustments for
kiosks removed from locations during
the year. With the install base now
beginning to age a bit, kiosk remov-
als during 2016 increased somewhat
to 4.6 percent versus a 2015 removal
rate of 3.8 percent. The kiosk removal
rate includes all removed equipment
including those relocated to other
facilities or due to facility closure.

Channel sales approach $1 hillion
Micro market revenues in 2016
grew at a similar rate with the install
base to $949.9 million in product sales,
an increase of 42 percent over the
prior year. Just shy of the $1 billion
level, sales are actually accelerating at
a faster rate than market placements
as the existing full-year install base
becomes a larger segment of total
micro market installations.

Total 2016 channel sales included
456 million consumer transactions and
660 million plus product purchases.

Markets clearly in the growth stage
Looking at the census numbers and
trend lines, accelerating micro mar-
ket growth shows that the channel is
currently solidly within the expan-
sionary, growth stage of its market
life cycle. A market with accelerat-
ing growth is normally some distance
from maturity, indicating significant
opportunities continue to exist to fur-
ther increase market size. As market
maturity approaches, it is normal for
growth rates to decline as the market
becomes more stable.

Micro markets probably passed
through the initial introduction stage
sometime in 2012 after innovative
operators blazed the trail through
trials at a few locations, providing
proof of the basic concept. Since then,

MICRO MARKET REPORT|<«

Active Micro Market Locations

20,000

15,000

10,000

5,000

YE 2012 YE 2013

operators across the U.S. have driven
micro markets into the growth stage
with aggressive efforts (and successes)
focused on rapidly expanding the
micro market placement base.
Growth during the initial devel-
opment of a new market is generally
sourced through new placement acqui-
sitions. As the micro market channel
begins to enter into maturity, we expect
operator emphasis will become more
concentrated on maximization of

YE 2014

17,806

YE 2015 YE 2016

location sales, driving individual site
and subsequently total channel sales
beyond the growth delivered solely
from additional location placements.

Initial channel projections

In early 2013, at the first micro mar-
ket seminar in held conjunction with
the NAMA OneShow, we projected a
micro market placement opportunity
at business and industry (B&]I) loca-
tions of 35,500 within the domestic

Market Life Cycle Stages

Channel
Stability

Flattening

Growth \

Sales Volume

Trial and
Early Adoption

\

Accelerating
Growth

Introduction -

»
»

Maturity Decline
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Market life cycle stages

Both new markets and new products
normally go through a life cycle that
has four fairly distinct stages:

Introduction — the early times for
a new product or market, where the
concept becomes fully defined and
validated, and early adopters enter
into the market

Growth — the rapid expansion of the
market

Maturity — the market stabilizes as
volume meets demand capacity

Decline — the generally inevitable
period of volume reduction as demand
falters or alternatives develop that
move consumers to alternative
products/markets.

The introduction stage verifies that a
market opportunity of some degree
exists. New concepts such as micro
markets strengthen and really define
their future during the growth stage
as the market becomes very ac-

tive. The breadth of opportunities
becomes more clearly defined, and
the future strength and staying power
become clearer.

The length of time that a product or
market spends in the key growth and
maturity stages depends upon a hum-
ber of factors, including the depth
and breadth of consumer demand and
subsequently, the development of re-
placement options. Automobiles have
been a mature market for nearly a
century, while fax machines remained
viable for only about a decade due to
significant changes in communication
technology. Pet Rocks were incredibly
hot one holiday season, never to be
seen again after about four months of
intense sales activity.

After more than five years of develop-
mental market activity, it certainly ap-
pears that micro markets are an inno-
vation that is here to stay, and has a
legitimate position as an independent
foodservice channel. Recent micro
market census data provides insight
into where the channel is currently,
and a glimpse into future potential.

U.S. market within 10 years, or by
2022. Our associated potential rev-
enue projection was $1.6 billion in
product sales. Although the height
of those projections elicited surprise
from some, over the past four years we
have moved from 7 percent of the loca-
tion projection to our current position
of more than 50 percent.

Clearly, the rather substantial
opportunity projected at 35,500
micro market locations and $1.6 bil-
lion in sales as developed in 2013 now
appears to be well within reach.

The initial projection for the
size of the micro market placement
opportunity was based upon a general
perception within the channel that
location opportunities were restricted
to businesses with employee popula-
tions between 150 and 500. Under
150, sales levels would not be adequate
to deliver profit and justify the asso-
ciated investment, while larger loca-
tions were already being served in
most cases by on-site dining/food-
service installations that delivered
hot meal service that micro markets
could not effectively compete against.
The result was a perceived limitation

of host locations where the micro mar-
ket concept would be acceptable and
profitable. That has changed.

Additional opportunities: How high?
Now, to project the future of micro
markets and the size of the overall
opportunity requires a complete reas-
sessment based upon a number of fac-
tors, beginning with basic economic
growth and encompassing an expand-
ing set of placement opportunities.
Looking initially at the core micro
market target of business locations
with substantial employee popula-
tions, U.S. employment census data
indicates that the business location
count with more than 100 employ-
ees has grown by 9.0 percent between
2012 and 2016. This increase alone
in the number of micro market loca-
tion candidates expands our initial
“opportunity projection” at B&Iloca-
tions from 35,500 to nearly 39,000.
In addition, our learnings as a
channel relating to our growing uni-
verse of micro market locations pro-
vide strong indications that our prior
employee threshold of 150 thought to
be necessary for adequate location vol-

Micro Market Channel Sales
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umes can now be shifted downward

Micro Market Penetration to 125, adding a significant number
Vs |n|t|a| 2022 Pro,ectlon of new potential locations.

And, there’s potentially much
more. Some micro market operators
have long viewed the micro market
concept as being applicable to lower
employee count locations, recognizing
that modifications in the breadth of
the micro market product offerings,
especially in the fresh food category,
would be necessary. In response
to this expanded opportunity per-
spective, our equipment suppliers,
including some new entrants into the
market, have introduced lower cost
equipment options that make lower
volume locations financially feasible.
The result? A further reduction in the
employee threshold for a micro market
installation to 100, or potentially, at
some time, to as low as 75.
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Active Micro Market Placement Growth
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The Micro Market Census methodology is relatively unique in that it com-
piles actual installed micro market location and kiosk data from micro mar-
ket equipment suppliers. As such, Bachtelle and Associates has a strong,
dependable baseline of micro market install numbers, which allows a solid
channel reference point without extensive projections and assumptions,
which can result in widely different numerical manipulations. If anything,
the census numbers may tend to be understated due to the omission of

Plus, there is no longer any upside
to limiting market placement in
terms of employee populations. At
large businesses with more than 500
employees and on-site dining, micro
markets are being installed due to
the emphasis on “grab and go” feed-
ing options. The always open, 24/7
operations of micro markets greatly
enhance the employee foodservice
experience as on-site dining facili-
ties have limited hours and are often
closed on weekends.

In essence, the strong success and
extremely positive consumer response
have significantly expanded the range
of locations where micro markets are
viable. If (or when) we can make 100

some new equipment suppliers to the market.

employee micro market locations
profitable, our B&I placement oppor-
tunity count increases by 65 percent.
Our updated 39,000 location projec-
tion becomes nearly 64,000!

New segment opportunities
Finally, our equipment suppliers are
working towards expanding micro
market opportunities into entirely
new location segments through
their development of software that is
designed specifically to meet different
and unique operating and payment
requirements of non-B&I locations.
In just the past year or so, equip-
ment suppliers have developed micro
market software that can sync with
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college/university payment card pro-
grams, which is critical to support on-
campus purchases by both students
and faculty/staff. Micro markets now
can be placed in dormitories across
the country (that have enhanced
security through resident card-key
access), bringing the micro market
expanded product variety and sim-
plicity of purchase to an entirely new
consumer segment. With more than
2,300 private and public four-year col-
leges in the U.S., there may be 5,000+
new opportunities for micro market
placements within just the college/
university segment alone.

In addition, new micro market
placement initiatives are underway
at semi-public locations such as hotel
pantry sites, health clubs, condomin-
ium and apartment complex club-
house facilities, etc., that will create
a large number of additional micro
market placement candidates in the
near future, but also require adjusted
micro market operational guidelines
to meet the new categories.

How high is up for the micro market
channel? The next couple of years will
clarify the overall size of the opportu-
nity, but we expect it is actually more
than double the initial 2013 projection
of 35,500 micro market sites and will
ultimately deliver $4 billion plus in
channel sales. All market indicators
point to a channel that is already very
solid, continuing to strengthen and has
a very positive future ahead. | <
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| COFFEE SERVICE

Trends In OCS Equipment

Go High-Tech

By Brittany Farb Gruber, Associate Editor

Bean-to-cup and sophisticated brewers that can
create specialty drink machines and impress
customers are among the most popular.

or those in the industry, it
shouldn’t come as a surprise that
office coffee service consumers
of all ages crave unique, specialized
beverages. Long gone are the days of
boring cups of joe being synonymous
with the break room. In order to meet
these demands, OCS equipment sup-

pliers shared some of their thoughts
on equipment trends:

At Bravilor Bonamat North Amer-
ica, bean-to-cup has experienced some
of the most monumental and fastest
growth. In response to the growing
demand, the Aurora, IL-based com-
pany will launch another bean-to-cup
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machine in the fourth quarter of this
year. The machine will be a low pro-
file, fully automatic true espresso
brewer named the Esprecious. In
2018, the company will launch a
very cost effective bean-to-cup unit
for smaller usage locations where
operators currently are not able to
justify placing a higher priced unit.

“Bean-to-cup machines offer OCS
operators an opportunity to distin-
guish themselves with premium qual-
ity drinks from, for example, that hip
local roaster and café,” said Debora
Mehlert, office manager at Bravilor
Bonamat North America. “Bean-to-
cup equipment allows an operator to
truly offer that unique experience
and service that distinguishes them-
selves from their competition or even
the possibility of losing business to
Amazon or other retailers.”

At Québec, Canada-based Cafec-
tion, the bean-to-cup category has
also shown great promise.



Freshly made coffee by the cup is trending.

“The growth of bean-to-cup can
be related to the decline of the tradi-
tional vending industry,” explained
Mike Cochrane, vice president of
sales and business development at
Cafection. “Those companies need
to seek new markets in order to sur-
vive. A quick glance around where
the margins are and satisfaction all
points to coffee. This has helped fuel

the growth. Over the last few years,
those operators were convinced that
less expensive or even free machines
with flavor pack coffees were the way
to get into the market only to find that
the margins were tight and clients
were using their equipment with
their own purchased coffee. Now
we are full into bean-to-cup and the
growth is accelerating.”

Personalization is key

Interaction and personalization are
also trending in OCS equipment, says
Cochrine. The way users interact
with the screen is paramount.

“The ability to utilize the screen
to message and create more of a user
interaction with their co-workers
or human resource (HR) depart-
ments is growing in popularity,”
said Cochrine. “I really think as we
go forward, more operations based
technologies to reduce downtime, be
more proactive and more entertaining
will become a need.”

“Our bean-to-cup equipment
offers enormous possibilities when
it comes to programming drinks,
matching the customers exact taste
profile and offering a variety of
options when it comes to on-screen
branding,” added Mehlert. “All of
this comes of course, with a need for
more operator education, so we never
try to lose sight of the ease of opera-
tion, programming and serviceability
when we design our equipment.”

Debora Mehlert, office manager, Bravilor
Bonamat North America.

Mike Cochrane, vice president of sales and
business development, Cafection

COFFEE SERVICE |«

High-tech becomes a must
According to Karalynn McDermott,
senior vice president of market
development at Springfield, IL-based
BUNN North America, self-service
equipment that “wows the operator”
is trending.

“Large touchscreens that can
upload at install with the client’s
content [are trending],” explained
McDermott. “For the past six months,
interest has been in touchscreen,
innovative solutions. At BUNN, that
is our specialty. Operators want easy
to clean equipment and pictures on
the touchscreen of the unit of the
cleaning process. Picture-prompted
cleaning on the front touchscreen
gives ease in cleaning.”

With technology also comes a
higher demand for technical support.

“As OCS operators bring on more
new technology in bean-to-cup equip-
ment, they expect partnership with
their equipment manufacturer, who
supports them with 24/7/365 phone
support, technical service schools and
parts availability,” said McDermott.
While there are challenges to service,
the rewards in higher margins and
more product sales can make up for
it in the right location.

The OCS industry has experi-
enced continued growth over the past
year. The outlook is positive with the
variety of single-cup equipment that
exceeds the expectations of customers
available. | €4

Karalynn McDermott, senior vice president
of market development, BUNN
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NO MORE

By Emily Refermat, Editor

STATUS QUO

Oregon independent Royal Vending up sells to micro
market service as well as hybrids for smaller locations
in order to thrive in a growing, but saturated area.

yan Harrington, Co-CEO
of Royal Vending, came
into the vending indus-
try during a challenging
time. The economy was
in recession and the reputation of
vending in the Portland, OR, area
was poor. Companies asking for
vending complained about a lack of
response from their service provid-
ers, and most didn’t even know their

Even when customers call looking for
vending service, Ryan and Michelle
Harrington suggest their micro markets.

route drivers. Harrington used this
to his advantage by starting small
with dedicated service and working
to maintain his attention to custom-
ers even as he grew Royal Vending,
based in Tigard, OR, into a full-line
vending, micro market and office cof-
fee service operation. He embraced
technology, such as going 100 percent
cashless on vending machines and
using an online vending management
system. However, it is micro markets
that have truly captivated his region
and drove profits since the company
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placed its first in 2014. Micro mar-
ket revenues, which include hybrid
micro market pantry service, over-
took vending the next year and now
account for the majority of the $2.4
million in annual revenue.

Unattended profits

The path to becoming a vending oper-
ator started for Harrington on a Ferry
in 2006. “I was waiting in a 12-person
line to get a soda from the vending
machine when I thought, ‘the owner
of this machine isn’t even here and is
making money,” recalled Harrington.
He was working as a real estate inves-
tor and looking for a business he could
do during downtime in-between
transactions. Vending seemed to be
perfect. He did research and by the
next year had purchased two new,
branded Red Bull machines and found
locations to place them. “I just kept
doing that, a couple of machines at
a time,” said Harrington. “I rented a
truck and serviced them myself.”

Around 2009, when the real estate
market was in decline, Harrington
was thinking about entering another
line of work. His wife, Michelle, sug-
gested going into vending full time.
He had already placed 40 vending
machines, and was doing so well sell-
ing Red Bull, the company was giving
him free machines.

“I wondered if T could go into
business in the Portland environ-
ment and treat everyone with the
same high standard of service,” he
said. He decided to give it a try and
opened Royal Vending with his wife.
Within two years they had built up
enough routes that they needed a
commercial warehouse space and
brought on some employees, includ-
ing Michelle who left her career in
human resources (HR) to manage
Royal Vending full time.

Manual forecasting
One of the things that set Harrington’s
vending machine operation apart was

(e}
FRESH Foop
< '

Fresh food is the centerpiece of Royal’s
micro markets, enticing customers to visit.

that he started with dynamic routing
from the start. “I would track every
sale and use formulas in Microsoft
Excel to forecast future sales and
make routes,” he said. He had no
idea there was such a thing as a static
route until he started talking to other
operators at trade shows.

ALL IN FOR
CASHLESS
BRINGS ROI

In 2015, Royal Vending up-
graded not only to a vending
management system (VMS),
but also to 100 percent
cashless acceptance. Ryan
Harrington knew that cashless
readers could use the same
signal as the telemetry needed
to support the online VMS.

He also knew the consumer’s
preference for paying with
electronic means was growing,
which made going cashless an
upgrade to his service. It was a
good move. “Sales went up 17
percent across the board once
all machines accepted cash-
less,” he said.
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Atthe 2014 NAMA trade show, he
and Michelle saw the micro market
concept. By January 2015, they had
installed the first one and had more
planned. Michelle immediately recog-
nized micro markets as a HR benefit.
She helped create programs specially
targeted to helping HR professionals
meet employee needs and increase
benefits with micro markets, and
eventually pantry service offerings.
The focus worked, partly because
Portland has a number of technology
companies. “Many companies want
to offer refreshment on-site, whether
that is free product, cheaper subsi-
dized options or just better product
variety,” explained Harrington. He
rarely deals with a purchasing man-
ager or facility manager anymore,
but communicates with the wellness
committee or personnel department.
“That shows the change in thought
process for locations,” he said.

Launching micro markets also
showed the Harringtons how much
they could be benefiting from more
streamlined sales and forecasting
analysis, so they opted to add an
online vending management system
(VMS) in 2015, as well as accompa-
nying cashless readers. “It was really
easy to upgrade because we were
already prekitting, already dynamic
scheduling and already had micro
markets,” said Harrington. “The
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VMS just made it all more efficient
and less labor intensive.” He used that
extra time to grow micro markets.

The revenue from micro markets
over took vending revenues in 2015
and continued to increase. Vending
now only makes up around 35 per-
cent of annual sales with the rest
being micro markets, pantry ser-
vice and office coffee service (OCS).
“In a matter of two years, vending
machines became only a third of our
business,” said Harrington, “after all
those years of working to add vend-
ing accounts.” Despite this, Har-
rington is grateful for the change.
“Micro markets increase sales, ser-
vice calls go to zero and the account
is happier.”

Building on the success of micro
markets, Royal Vending began adapt-
ing the way it sold refreshment ser-
vices. “When someone calls for
vending, we pitch a micro market or
pantry service. Vending machines are
the last resort,” he said.

Royal Vending has a well crafted
and streamlined marketing strat-
egy for micro markets as well as the
installation. The presentation uses
slides and sample photos of layouts.
The key, however, is making the
switch to micro markets easy and
worry free. “Every week we do one,”
said Harrington. “Install on Monday.
Grand opening, Wednesday. No con-
tracts or money from the location.
We take care of everything.” Royal
Vending will even work with the pre-
vious vending company for removal
of equipment.

The lack of contract is a point
of difference for Royal Vending.
“We are so confident that they will
appreciate the service and like it,
that we don’t require a contract,”
Harrington said. He will often offer
to remove the micro market upfront,
if it doesn’t work, which sets the
location’s mind at ease. He says that
99.9 percent of the time, the location
loves it, however.

OPERATION
PROFILE:
ROYAL
VENDING

Headquarters: Tigard, OR

Founders: Ryan & Michelle
Harrington

Number of employees: 11

Micro market provider: 365
Retail Markets

VMS/Cashless: Parlevel Sys-
tems, USA Technologies

Annual revenue: $2.4 Million

Local retail displays

Royal Vending has made micro mar-
ket installation an art, down to how
quickly its customized fixtures and
cabinets and kiosk take to install. “We
can have one up in a couple of hours
and remove one in an hour,” explained
Harrington. He and Michelle went to a
local store fixture company and cabi-
net maker to get their micro market
displays. It allowed them to make the
fixtures the same height as the cool-
ers as well as pick the style and finish
they wanted. It also allows them to
reinforce the Royal Company Market
name, the brand Royal Vending uses
for its micro markets.
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The bulk of Royal’s annual revenue now
comes from its micro market segment.

Doy

The creation of fixtures locally
also keeps costs low, Harrington finds.
He has considered ordering fixtures
from elsewhere, but shipping costs are
a challenge. He finds his current sup-
pliers are more convenient and half
the price than other offerings.

While locations like to be part of
the design process of the micro mar-
ket, Harrington finds he gets called in
after the break room remodel is done.
The location usually asks him to com-
pliment the new decor or style, rather
than help redesign an old break room.

Royal Vending has a variety of
micro market sizes as well. “We’ll
install a traditional micro market
for 90 people or more, if they are all
onsite, especially if its a 24-hour loca-
tion,” he said. For smaller locations,
Royal Vending uses a micro market
hybrid. There is a monthly subsidy
paid for by the location, perhaps for
healthy items, which ends up going
into the employee accounts. “We will
put $20 a month into the employee
accounts,” said Harrington. “No one
pays us to put in a micro market.
Instead it all goes towards employ-
ees so they buy more, so we can have
more fresh food.”

Focused on fresh food
While fresh food can be difficult to
manage due to short shelf life and
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high spoilage, Harrington feels it
is vital. “It is the centerpiece of a
micro market,” he said. “It is what
brings them in.” In an effort to
reduce the amount that has to be
thrown away, Royal Vending keeps
a low margin on fresh food which
induces sales. The revenues support
this strategy as Harrington reports
that he rarely sees a purchase of just
a fresh food item. Usually, the food
item is accompanied by a snack and
or beverage. “Our whole goal with
subsidies is to put more fresh food
into the micro market,” Harrington
said. It might drive up waste, but it
also drives up sales.

Royal’s warehouse personnel
manage around 600 product SKUs.

Part of Harrington’s plan for the
future is capturing all the locations
that shy away from vending machines,
but don’t qualify for micro markets,
with the hybrid option and also high
service. “Our region is micro market
saturated,” he admitted. “The benefit
is that locations are educated about
micro markets and their benefits.”
This makes the location more recep-
tive to a subsidy program when Har-
rington explains he can give them a
micro market-like experience. As
the last independent company in the
area, he also focuses on keeping top
tier, personalized service. “We love
being independent — we have a lot
of years left in us. We want to build
this culture and business up. Being
local is a great asset,” he said.
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Michelle Harrington regularly conducts
inventories and audits of each market.

Pantry service growing

We think pantry service is the
future,” said Harrington. “We think
more and more companies will be
offering it.” Royal Vending offers a
couple versions currently. The first
is the kitchen and cabinet restock.
This is where a delivery driver will
stock the whole kitchen weekly or
twice weekly, whatever is needed.
“It is more labor intensive,” admit-
ted Harrington, “because the driver
inventories and restocks, and then
we invoice the location. It can be 5
to 10 times the revenues of a micro
market, however.”

The second pantry service option
Royal Vending offers is essentially a
micro market without the kiosk (and
cameras). Harrington has found that
this can work very well. For example,
a location of 30 employees who are
all onsite and working long hours
can have the same revenue as a 150
employee micro market. Additionally,
the cost of entry is less with no kiosk,
but there is more labor and stocking
with a higher demand on the manual
data. “The lack of product data is a
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challenge,” commented Harrington.
Currently he uses Excel, but hopes to
find a company who can streamline
the process.

One area essential to support the
growing number of Royal Company
Markets and Royal Vending pantry
service is warehouse management.
“When I think back, I started with
just beverage vending machines
that had maybe 40 SKUs,” said Har-
rington. “Now with micro markets,
there are around 600 SKUs.” Michelle
manages that side of the business,
working out efficient pick paths and
product tracking. She decides what
to order and when it should be deliv-
ered. Royal Vending does not oper-
ate its own commissary, but instead
gets fresh food delivered twice a week
from three different local kitchens.
Harrington gives her a lot of credit for
Royal Vending’s prosperity. “Michelle
is instrumental in the operations and
success of our business,” he said.

Drivers are specially trained
Drivers don’t pick or load product
into their vehicles. “We really try to
specialize roles,” said Harrington.
Drivers stay on the road and mer-
chandise micro markets. Royal
Vending has a standard operating
procedure for merchandising. Part
of that procedure is to clean, answer
questions, and maintain the market,
including ensuring items look appeal-
ing and removing what doesn’t sell.
Planograms are all handled in the
central office, which keeps all the
micro markets looking the same. One
advantage of this is cross-training and
a consistency of service. “Locations
get the same service no matter who
is the driver — it’s less variable with
less variation,” said Harrington. Any
driver can cover for another and the
micro market and merchandising
responsibilities will all be familiar.
Royal Vending offers drivers
hourly pay and bonuses that relate
to total sales and expired product.

number of machines.”

“We have a short dated program for
fresh food that doesn’t come into
this,” said Harrington. “It’s the other
stuff — the chips, bottled drinks, etc.
If drivers don’t catch these things, it
can cost the company lots of money
in product needing to be thrown
away.” Drivers are trained on how
to find short dated product and pull
it in the last two weeks to move to
a quick turning location. Doing this
well leads to monetary compensation.

There is also an employee recogni-
tion program and a focus on culture,
because Harrington knows finding
the right kind of employee can be
challenging “In Portland, the unem-
ployment rate is low, making finding
quality employees a bit difficult. Plus
we are growing, needing to hire some-
one new every 3 to 6 months,” said
Harrington. “And it’s hard work. All
our employees work hard.”

Estores and national partnerships
When looking into the future, the
Harringtons value partnerships, both
online and offline.

“We are looking at the next step
in the industry right now” said Har-
rington, “an estore.” This would be
for the location that doesn’t qualify
for full service pantry, but wants to
order by the product and have it deliv-
ered locally. Royal Vending is work-
ing with 365 Retail Markets on a trial
of the estore program. Harrington’s
main goal is to take care of every-
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REALIGNING VENDING WHEN
YOUR MICRO MARKET FOCUSED

Royal Vending, which started as a vending company, has actually begun
reducing the number of vending machines it services. Ryan Harrington,
president, shares that the company is eliminating low volume accounts
while keeping around 300 vending machines placed in quality locations.
“We offer options when we eliminate the account. We ask if they want to
subsidize it or we suggest one of our vending partners who will take the
location,” said Harrington. “It’s driving up our vending revenue but not our

thing area businesses need. Along
with that idea he’s found there are
also companies who want to negoti-
ate service for other branches across
the nation. This has led Harrington
and Michelle to consider the need
for some kind of nationwide vending
management to compete with large
corporations. Therefore, they created
an operator network.

“We now have independent opera-
tors in various cities as partners,”
said Harrington. The operators are
all dedicated to service and each
coach each other and share ideas,
if needed. Many met Harrington
at industry trade shows, such as
NAMA, or through supplier contacts.
The negotiating operation takes a
small percentage of the revenue, the
remainder going to the operator ser-
vicing the local account. Currently,
the partnership consists of opera-
tions in Atlanta, GA; Denver, CO;
Sacramento, CA; Dallas, TX; and
New York City, NY. “It’s allowed us
to win bids on national accounts look-
ing for service,” reported Harrington.
“Really, it’s helped us all.”

Royal Vending isn’t just dedicated
to service, it’s dedicated to changing
the way things have been. From bring-
ing custom micro markets to locations,
hybrid and pantry service concepts to
smaller locations and even forming a
national network, Royal Vending is
pushing the boundaries of traditional
workplace service. | 4



MALTESERS® Bite-Size Candies
MARS CHOCOLATE NORTH AMERICA

Now U.S. consumers can enjoy this worldwide chocolatey
bite-sized favorite! As the No.1 bite-sized brand in the U.K.,
MALTESERS® feature light, crispy, airy centers, dipped

in smooth, chocolatey deliciousness. After many requests
for MALTESERS® from fans in the U.S. who have tried it
abroad, Mars Chocolate is thrilled to finally bring the prod-
uct along with the brand’s playful personality to a whole new
set of fans stateside as a long-term addition to the portfolio.
Suggested retail price: $1.09-$1.39 for 1.3-ounce Singles;
$1.00 - $1.70 for 3.0-ounce Theater Box; $1.80 - $2.40
for 3.52-ounce Peg Bag.

VendingMarketWatch.com/12356851

Ready To Drink
JAVA HOUSE COFFEE CO.

In response to the growing
trend of consumers’ appre-
ciation of “craft,” Java House
Coffee Co. has introduced
ready-to-drink Premium Cold
Brew beverages. The 10-ounce
bottles come in a variety of
flavors, including 100 percent
Cold Brew Colombian, Coffee
Cold Brew Frappé, Mocha Cold
Brew Frappé and Vanilla Cold
Brew Frappé.

VendingMarketWatch.
com/12357036
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Magliner Heavy-Duty Aluminum
Appliance Truck

Magline, Inc. manufacturer of in- (/I,__;‘
\f(
- 7"'*\‘

novative material handling equip-

ment, has launched an aluminum

heavy-duty Appliance Truck. While ',:-é r
lighter than its steel equivalents, the \" 3
Magliner Appliance Truck moves heavy, i
oversized loads more safely and easily. s L P
The Appliance Truck features a 4th AR
wheel attachment to support loads up to ]
800 pounds in an incline position. This
attachment is easily deployed and folded using
an innovative handle release, allowing the user
to keep both hands securely on the truck at all times.
The truck offers an increased capacity in the two-wheel
position of 600 pounds. The Appliance Truck also fea-
tures a patent-pending break back bar which prevents
the truck from rolling when breaking back or putting an
item in place, which promotes ergonomic posture that
reduces muscle strain.

VendingMarketWatch.com/12370067

Frustrated with Long Lead Times?

We’ve Got Your Locks Now,
Ready to be Assembled!

Lock America Delivers On Time with Huge Savings!

We can match
most every key code:

Ace, American Lock,
Baton, Camlock Systems,
Cobra, ESD, Fort, GEM,
Greenwald, Master
and Even Abloy.

Distributor and OEM inquiries welcome!

Ph: 951-277-5180
Fax: 951-277-5170
sales@laigroup.com

9168 Stellar Court
Corona, CA 92883
www.laigroup.com

800-422-2866
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STOK Cold
Brew Coffee

STOK® Cold Brew

Coffee single serve

is brewed low and slow to bring out smooth, full-bodied,
coffee-forward flavor. We use a higher bean to water ratio

of our Arabica-based blend for better taste. Plus, we steep
each batch at a lower temp for 10 hours to bring out every
drop of smooth, bold, one-of-a-kind flavor. Reach more
coffee drinkers with our bold, smooth, delicious STOK, avail-
able in Black, Vanilla and Mocha.

VendingMarketWatch.com/12369220
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Mrs. Freshley’s Brownies
Made With Oreo Cookie Pieces

Mrs. Freshley’s is thrilled to announce an exciting new col-
laboration with America’s favorite cookie, OREO. The two
brands have joined forces to bring the new Mrs. Freshley’s
Brownie Made with Oreo Cookie Pieces to vending machines
nationwide. This scrumptious new snack layers Mrs. Fresh-
ley’s moist, fudge brownie with crunchy and classic OREQ
cookie pieces, giving chocolate lovers everywhere a rich,
sweet and satisfying way to celebrate snack time. Cookie and
brownie enthusiasts alike can happily indulge in the new of-
fering, as it combines the two iconic brands in one delicious
package. The new brownies come in individual 3 oz packs,
with 48 packs per case. The estimated retail for price for an
individual brownie is $1.25 to $1.79.

VendingMarketWatch.com/12356862

MARLEY
® COFFEE.

BRIGHTER

To learn more about Marley Coffee, contact
Mother Parkers Tea and Coffee at 1-800-387-9398.

marleycoffee.com mother-parkers.com

realcup.com
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Freshiraq

REMOTE MONITORING SYSTEM

FreshlQ Lock & FreshTraq Monitoring

TriTeq Lock & Security launched an innovative new health
timer lock to address the need to monitor refrigeration equip-
ment in the fast growing market segment of unattended micro
markets. The FreshlQ lock detects both power loss and faults
of the refrigeration equipment and provides remote monitor-
ing, fault messaging and remote unlocking capabilities. The
intelligent lock secures temperature sensitive products when
needed making micro markets both health department compli-
ant and worry free. FreshlQ’s stylish, compact design is a
subtle addition to the cabinet door, easily mounting to industry
standard coolers and freezers and is NAMA compliant. For
more information visit www.FreshTrag.com

VendingMarketWatch.com/12363779
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UP YOUR GAME®
Brand PROTEIN
SNACK MIX

From the makers of Grab &
Go SoyFul Mix and Honey
Toasted SoyNuts, comes a
new all-natural, great-tasting,
good-for-you, gluten-free, non-
GMO snack, UP YOUR GAME®

Brand PROTEIN SNACK MIX. UP YOUR GAME All Natural
Protein Snack Mix is an unrivaled medley of wholesome
almonds and a power house of sea salted, honey toasted
and dark chocolate covered dry roasted SoyNuts, blended
with toasted coconut chips and juicy cranberries. Best

of all it’s made in the USA and contains 10g of balanced
protein. Available in two sizes, perfect for micro markets

and vending machines.
VendingMarketWatch.com/12365737
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http://www.FreshTraq.com

> ‘ PRODUCT ROUNDUP

Thai Sweet Chili Mix
KAR NUT PRODUCTS CO.

A BOLD new flavor for the Kar’s Fresh Harvest line. Kar’s Thai
Sweet Chili mix marries the bold heat of Thai chili peppers with
the sweet surprise of pineapple, honey sesame sticks and orange

flavored cranberries. Thai Sweet Chili mix is available in 2.50z , qif:
and 5.00z, with a suggested retail price of $1.00 - $2.89 y ;\:"f i

A & | S
VendingMarketWatch.com/12364156 P, w2 e 718

Marketplace

Inquiries to Julia Sheade: Toll Free: 800-547-7377 x1608 e E-mail: jsheade@southcomm.com

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 : Pure wa tGI'OOO’er | [

www.]JSBusiness-Services.com M VERTEX Point-of-Use =
WATER PRODUCTS nispenseps ! ‘

2 & 3 Temperature Models - 2 Filtration options
Floor Standing & CounterTop

800'827'21 43 PureChill-9500 ‘

www.VertexWater.com

The Over-Under Combination

Snack & Cold Drink Merchandiser

Hottest selling combo on the
market today!!

On Sale Now
Vending Machine Sales
888.401.8363 * 800.313.1821
www.vendingpriceline.com

Advertise in ® Contact Julia Sheade
- Aummmxg for information!
s 1-800-547-7377 ext. 1608

jsheade@southcomm.com

Aker $ervice Co

Coin & Currency Counters
New & Used
Reconditioned Brandt
& Cummins in Stock

Parts and Service for
Most Brands & Models

(859) 225-8244
Lexington, KY
www.cashhandlingsolutions.com
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NEW VERTICAL LED LIGHTING

ULTRA-LITE WEIGHT MICRO MARKETS

NO TOOLS REQUIRED &

- Ultra-Lite Weight Panels

- Easy Install Pin Systems

* Vertical LED Lighting

- Automatic Delivery System
- Threaded Connections

- 18-inch Deep Shelves

- Changeable Graphics
*NO TOOLS REQUIRED

) CONTACT US TODAY: 972.905.3523
WWW GRAPHICSTHATPOP COM

LDG A, STE LEWISVILLE, TX 75056 ©GRAPHICS THAT POP, INC. 2017, ALL RIGHTS RESERVED



belVita

BREAKFAST ITEMS & MORNING
SNACKS THAT HELP ANSWER
THE DEMAND FOR

Available in three great-tasting varieties, belVita makes it easy to
give consumers the convenience they seek—especially on busy
weekdays—without sacrificing quality.'

Strawberry Yogurt Creme*®

(Natural flavor with other natural flavor)

Blueberry*

(Natural flavor with other natural flavor) F J "'“"’w Jﬁ
] Hounsor ‘ l l &
NUTRTIS
4 “’BERE;-

STEADY ENERGY

Bu:akfm \,!.muag \. ) 2 PER m\cvc
GRAIN L 5 vy mm{_
e o i “w :

I}HMK AST BISCUITS \-\.‘ & NETWT 1 ?ﬁﬂﬂﬁﬂul

HOURS o ; d"""‘“”“‘&"‘,w_ . @o

S!'U.EI'I’ [NEHI?I‘

ﬁf‘ belV:ta
.. PROTEIN

109 PROTEIN PER 50g SERVING

OATS, HONEY & CHOCOLATE

FER PACK
@c wewnimisg 1 SOFT BAKED HISEHI’I“-"-

Oats, Honey & Chocolate

(Natural flavor with other natural flavor)

fs-snacks-desserts.com | Letschatsnacks.com OIldeleZ

lnternutlonol

©Mondeléz International group
1. Technomic, Breakfast Consumer Trend Report, 2015
*Enjoy belVita Breakfast Biscuits as part of a balanced breakfast with a serving of low-fat dairy and fruit.
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