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‘endScreen

T it is, you need
Screen!

Introducing the award-winning VendScreen Revolution:
Displays nutrition information
Automatic wireless updates
Swipe cards, scan mobile wallets, accepts coupons
Provides remote DEX data

Retrofits onto most machines new and old

Screen’

Join the revolution at vendscreen.com/join

Watch the introductory video Toll-free 888-748-4249

www.vendscreen.com/video

©2013 VendScreen, Inc. VendScreen is a trademark of VendScreen, Inc. Patents Pending.
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New!BIG AZ
BaconAddict™

Cheeseburger

You had me

at BAGON

Everything’s better with bacon! It's the guilty pleasure your customers

crave! Now you can satisfy their cravings in a big way with the New BIG AZ
BaconAddict Cheeseburger. We start with a juicy, oversized flame-broiled
beef patty, sandwich it between two slices of American cheese infused with
bits of tasty smoked bacon, then top it again with another slice of bacon! All
served up on a BIG AZ sized, hearth-baked, world’s best microwavable bun.

Get Azdicted to the BIG AZ BaconAddict Cheeseburger.

Your customers will!

Available in both film wrap and
hand wrapped butcher paper packaging.

advancepierre.com

VISIT US AT THE NAMA ONESHOW BOOTH 1207



Products of the Year

READERS’
CHOICE
AWARDS

— 2013 —

Contents »»»= .......

Automgtic
wiENding

FEATURES

14 » SmallOp: How to
merchandise a
vending machine

Having a good looking machine
with products customers want
is within a vendors’ grasp with
control in the stockroom, item
variety and visually appealing
product placement.

18 » Why customer
surveys are a must

In a highly competitive
market, like vending,
surveying customers is

e
necessary to provide =
the best Ze:'vilt);e. €

22 » How to
find profits in
telemetry data

There are four important
operational “mineshafts”
vendors should look for in their
data that will help them grow
SUCCESS STORY: OPERATION PROFILE their businesses.

26 > Readers’ Choice
38 » 35 years Of grOWth Awards: New
This California family vending operation PmdUCts of t,h'e Year
has thrived f th th d d d Micro markets, nutrition and
as - T1ve . Or moTe :.211’1 ree eca €S an coffee round out this year’s
continues its success with the addition of the category winners.
third generation, who added new business lines

to drive growth of the Canteen franchise.

Jennifer Skidmore, left, recently joined her parents Joel and Brenda at J&J Vending.
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Increased
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. Experience our complete line of vending solutions at:

CRANE | MERCHANDISING SYSTEMS
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Apriva Vend

ASHLESS

ACCEPT CARD PAYMENTS AND WATCH YOUR BUSINESS SOAR.

More people want to pay by card than ever before—and it's a trend that will only accelerate. Now is the time to bring Apriva Vend cashless

payment technology into your business and tap into this thriving market. Give your customers the flexibility they want today.

IT'S ALL IN THE SOLUTION 877-277-0728 aprivavend.com APRIVA
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Building your business with trusted brands™

For more information call 1-877-511-5777 or visit
our website at www.kelloggsfoodawayfromhome.com

Special K Protein™ Bars and Shakes do not meet Fit Pick™ 35-10-35 requirements.

®, TM, © 2013 Kellogg NA Co.
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P‘EDITOR'S NOTE BY EMILY REFERMAT

Bridging the Gap

In these pages, vending thought leaders tell about the latest hot topics —
everything from daily business to future technology.

ne of the goals of a trade publication is to

bridge the gap between the latest innova-

tions in an industry and the day-to-day
operations of running a business. There are
usually announcements of the latest available
products and upcoming trends in technology.
Those have to be tempered with the practices
and procedures vending operators are using
today, not just what they might use tomorrow.
To get a good balance, we asked some of the
industry experts, includ-
ing some long time vend-
ing owners, to share real
solutions that will success-
fully get operators from
point A to point B via a
steady, successful bridge
of profitability.

One leader is industry
consultant Ben White,
who is back in this issue to
help operators understand
their telemetry data and
dig out the information
that will increase profits.
His article, How to find
profits in telemetry data,
appears on page 22.

If your operation hasn’t
added telemetry yet, there’s
still important information
here including vending
veteran Dominic Finelli’s
article on merchandising at the point of sale. He
covers some important basics for the beginning
vendor on page 14.

Having a good Website is paramount in this
age of computers, tablets and smartphones.
That’s why we asked long-time vending Website

OPERATORS
don’t have
to remake
the wheel
in order

to succeed

Looking ahead
Let your voice be heard

The 2013 State of the Vending Industry
Report is going to be our focus in the next
few months. As always, information from
the readers of Automatic Merchandiser is
paramount to providing an accurate report.
Please check your email inboxes for the
invitation to take the survey and help con-
tribute to the best and most comprehensive
industry-specific report of the year.

designer Neil Swindale to give readers some
Website basics. Read about building a better
Website on page 34.

EXPANDING AND BETTERING SERVICE

Better service starts with understanding cus-
tomers. That’s why we reached out to Vicky
Hudson, founder of a survey and market
research company in St. Louis, Mo. about the
importance of surveying customers. Her article
is on page 18.

Last, but not least, is an extraordinary opera-
tion profile about a third generation company
that’s been successful for three decades. J&]J
Vending, a Canteen franchise in the California
San Francisco Bay area, expanded its business
in 2009, and has thrived because of it. The suc-
cess story is on page 38.

Being informed leads to better, smarter
solutions. Operators don’t have to reinvent the
wheel, but can learn from others and use that
knowledge in their own organizations. It will
build a stronger industry, and one with a posi-
tive future. | €

n Facebook/VendingMarket

@VendingMagazine LLIJ http://linkd.in/VendingMarketWatch

6  Automatic Merchandiser | VendingMarketWatch.com | April 2013

AUTOMATIC
MERCHANDISER
EDITORIAL
ADVISORY BOARD

Scott Guardino
Paramount Automated
Food Service
Pompano Beach, Fla.

Randy Parks
ProStar Services
West Carrollton, Texas

Paul Shlossherg
DFW Consulting
Goshen, N.Y.

Mike Nugent
Compass Group USA
Middletown, Pa.

Brad Ellis

Crane Merchandising
Systems

St. Louis, Mo.

Tom Siciliano
Integrity Recruiting &
Consulting Inc.
Huntley, Ill.

Tom Britten
Britten Management
Services

Zephyrhills, Fla.

Brad Bachtelle
Bachtelle & Associates Inc.
Tustin, Calif.

Glenn Butler
CTO Services LLC
Boston, Mass.

Gene Ostendorf
InOne Technology
Hunt Valley, Md.

Paul Schindelar
Kraft Vending & 0CS
Hanover, N.J.

Chuck Reed
MEI
West Chester, Pa.

Anant Agrawal
Cantaloupe Systems
San Francisco, Calif.


http://linkd.in/VendingMarketWatch

One Partner

Taking me farther

with preferred brands to quench every customer’s thirst.

We bring you a complete portfolio of winning brands
in all the categories your customers want. Sparkling
and still brands. Plus over 150 zero- and low-calorie
beverages. More choices. More customer satisfaction.
More profits. From the partner that makes doing
business refreshingly easy.

“Llsly

Working together
to make your business better.

Learn more at www.CokeSolutions.com

<

© 2012 The Coca-Cola Company.
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SIXTY NINE

percent
of you
answered
vending

»P|PUBLISHER'S NOTE BY MONIQUE TERRAZAS

Who are you?

New terms for our industry are circulating, but being new
doesn’t necessarily make them better or more accurate.

ot too long ago, the term recep-

tionist was perfectly acceptable.

I’m sure many of you have one
at your business. However, have you
heard the term receptionist being
changed to first impression special-
ist? We have a first impression spe-
cialist here at our office and I have
to admit, it does make me laugh. You
do have to give props to being unique
and the name really fits — she’s the
first person that any visitor to the
office sees, that’s exactly what she
does. I doubt
that if someone
from the outside
referred to her
as a receptionist,
however, that
she’d correct
them or feel like
that title wrongly
described her
profession.

What'’s in a name?
Is it just me or
does it seem that
society in general
has gotten tied
up with job titles
and defining
exactly who we are and what we do?
As we get ready to head out to the
NAMA OneShow in Las Vegas this
month, I can’t help but wonder who
exactly are you? I've been hearing a
lot of “newer” terms being thrown
around in the industry that should
define exactly who you are and what
you do, so before I start throwing

my two cents into the ring, I thought
we’d ask you.

In a recent survey conducted by
Automatic Merchandiser, we asked
our operator subscribers which of
these five terms best related to their
business. Sixty-nine percent of you
answered with vending. Then we had
a tie with ten percent answering OCS
and ten percent of you answering
refreshment services. Eight percent
answered with automatic merchan-
dising and three percent of you
answered with foodservice.

Vending still strong

Now, I think that the answer is pretty
clear; we are vending. I'm sure that
some of you will stop me and tell

me, “Monique, you got it all wrong, I
handle this and that, so my business
is really X!” That’s fine, there will
always be exceptions and I in no way
mean to make you feel like you can’t
identify with a specific segment of
the industry, but my question to you
is, would you be offended if someone
referred to you as vending?

I did mention I was going to throw
my two cents into the ring. Call me
old fashioned, but I still find the term
automatic merchandising a perfect
way to define what our industry does.
We display the products that we want
our customers to buy (merchandis-
ing them) and they get the product
“automatically,” either by using coins,
paper money, a credit card, their cell
phone or a fob. A person does not
have to be physically there to handle
the transaction.

If you’re headed out to the NAMA
OneShow, and you really should be by
the way, feel free to stop me and let me
know what you think. | €
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The award-winning
Vue® brewer and
beverages

It's the Keurig® brand they already love,
with the extras they’ve been asking for.

Delight customers and increase profits with
the award-winning Vue® brewer, featuring
innovative MyBrew™ technology.
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Barista Prima® Vanilla Latte — Vue® Exclusive Green Mountain Coffee®
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VendingMarketWatch Top News Stories

Hostess selects
winning brand bidders

ostess Brands Inc. has

obtained U.S. Bankruptcy

Court approval to sell the
majority of its snack cake busi-
ness and the majority of its bread
business in separate transactions
totaling approximately $800 mil-
lion in proceeds.

Apollo Global Management, LL.C and Metropoulos & Co. will pay $410 million to
purchase several brands, including Twinkies®, Ho Hos®, Ding Dongs® and Donettes®
snack cakes as well as five bakeries and certain equipment.

Flowers Foods, Inc’s $360 million bid for the Hostess Wonder, Nature’s Pride,
Merita, Home Pride, and Butternut bread brands; 20 bakeries; and approximately 38
depots has also been accepted. Additionally, the court approved the sale of the Beef-
steak® bread brand to affiliates of Grupo Bimbo, S.A.B. de C.V. for $31.9 million.

Hostess Brands will seek court approval April 9 for the McKee Foods Corp. agree-
ment to pay $27.5 million for the Drake’s” snack cake brand and certain equipment as
well as the sale of Hostess’ Sweetheart®, Eddy’s®, Standish Farms® and Grandma Emi-
lie’s” bread brands, four bakeries and 14 depots, plus certain equipment to affiliates of
United States Bakery for approximately $30.9 million.

Some Hostess products will be
back on shelves this summer.

Michigan college adds
food venders

P Schoolcraft College in
Livonia, Mich. has added
gourmet, glassfront food
vending machines that dis-
pense meals made by chefs

People in the News
NAMA Promotes LyNae Schleyer

NAMA, the national association dedicated to
vending and refreshment services, announced the
promotion of LyNae Schleyer to vice president of
meetings and events.

Former AMS President Dies At 93

Former president and chairman of the board of Automatic
Merchandising Systems Inc. (AMS), Roy Steeley died
March 16 of natural causes. He was 93 years old.

Arts Department, according
to Hometownlife News. The
food items include pasta,
fish and meat meals vacuum
sealed and replenished daily.

Malt beverage
machine found in D.C.

P In the Trinidad neigh-
borhood of Washington,
D.C., a Pepsi-branded
vending machine was
caught dispensing malt
liquor for $3 a container,
according to DCIST.com.

Bertsch Vending Founder Passes Away

Charles Edward Bertsch, who founded Bertsch
Vending Co. in Warsaw, Ind., recently passed away
at age 89.

John Scallion Passes Away At 83

John M. Scallion a sales representative with
Canteen recently passed away at age 83.
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from the Schoolcraft Culinary

Police have disabled the
machine, which was out-
side an apartment complex.

Vending camera nabs
Tennessee hurglars

» A small camera placed
inside a vending machine
by the owner, JBA Vending
in Sevierville, Tenn., caught
two people stealing cash
and vandalizing a vend-

ing machine in Newport,
Tenn., according to 10
News. Police said more and
more vending companies
are protecting their assets
with these internal cameras,
which could stop vending
theft completely.

GMCR To Cut Jobs In
California, Canada

P Green Mountain Coffee
Roasters (GMCR) recently
announced a workforce
reduction affecting a total of
74 full-time production and
production support employees
in its Castroville, Calif. and
Toronto, Ontario, Canada facil-
ities. In addition, seasonal
layoffs impact a total of 36
positions in its Toronto and
Montreal, Quebec facilities.

Site calls for credit
surcharge reports

P The Consumerist, a
not-for-profit subsidiary of
Consumer Reports, recently
published an editorial ask-
ing readers to take pic-
tures of notes on vending
machines across the nation
that have a cash discount or

credit surcharge.
CONTINUED »
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Tastes just like a White Castle Restaurant Cheeseburger

because it IS a White Castle Cheeseburger!

No other vending sandwich has the history, quality,
and original taste of White Castle!

SERVE THE #1 SELLING VENDING SANDWICH,
12 YEARS IN A ROW*!

* Automatic Merchandiser Magazine, August 2011

For more information about White Castle:

contact Timothy Carroll at 614-559-2453 or carrollt@whitecastle.com
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Second Avanti Markets Meeting Draws 150

vanti Markets held its second annual operator
meeting in Dallas, Texas from March 5 to 6. The
meeting included a day and a half of education sessions,
round table discussions, and the launch of many new
features/programs for the 150 attendees.
During the meeting, Avanti announced its 2012
Operator of the Year — Pro Star Services, also known as

Parks Pantry.

Canteen 0f Owenshoro,
Ky. Acquires Fischer
Candy, Part 0f RDM
Sales In Indiana

P Canteen of Owensboro,
Ky. has acquired the assets
of Fischer Candy of Evans-
ville, Ind. and the vending
routes of RDM Sales of
Ferdinand, Ind.

From Fischer Candy,
Owensboro gained seven
vending routes, a warehouse
and personnel. From RDM
Sales, Owensboro gained

eight routes and residence

in the RDM building in Fer-
dinand. Owensboro plans to
retain the facilities and the
majority of employees from
both sellers.

Fischer Candy also
sold wholesale assets and
Faygo distribution to RDM
Sales. Fischer Candy is now
closed. RDM maintains
wholesale, OCS and other
business ventures.

Marc Rosset, principal of
Chicago-based Professional
Vending Consultants facili-
tated the transaction.

Q DR PEPPER
@ SNAPPLE §°°

Dr Pepper Acquires Dr
Pepper/7-UP-West

» Dr Pepper Snapple
Group announced that it
has acquired the busi-
ness assets and territory of
Dr. Pepper/7-UP Bottling
Co. of the West, based in
Reno, Nev. The acquisition
includes rights to the Dr
Pepper/7UP-West terri-
tory and ownership of its
distribution operations in
Reno, Nev.; Chico, Calif.
and Boise, Idaho.

VendScreen

VendScreen Moves To
Larger Facility

P VendScreen, Inc. out-
grew its headquarters in
Portland, Ore., prompting
a move into a larger space
twice the size.

The new headquarters
remains in the same vicin-
ity of the old office, which
keeps the company close to
the Portland International
Airport.

Judge Overrules NY
Large Beverage Ban

P The proposed ban on
large-size sugary drinks in
New York City was struck
down by state Supreme
Court Justice Milton Tin-
gling just before it was set
to take effect, according to
the Associated Press. Jus-
tice Tingling ruled that the
first-in-the-nation measure
singled out only some bever-
ages and establishments,
has a number of loopholes
and that the Board of
Health intruded on City
Council authority.

Drink machines added
to New Orleans taxis

P New Orleans Carriage
Cab in New Orleans, La., has
installed soft drink beverage
machines in more than 200
taxis. Passengers can choose
one of five non-alcoholic
beverages for $0.99 with a
click of a button and swipe
of a credit or debit card.

CALENDAR OF EVENTS

APRIL 2

AAMC “Day At The Capitol”
Arizona State Capitol, Phoenix, Ariz.
Phone: 626-229-0777
www.vendingaz.org

APRIL 11-14

Specialty Coffee Association of America’s
(SCAA) 25th Annual Exposition & Symposium
Boston Convention & Exhibition Center,

Boston, Mass.

Phone: 562-624-4100

www.scaaevent.org

APRIL 22-24

NAMA Supervisor Development Program
Venetian-Sands Resort, Las Vegas, Nev.
Phone: 312-346-0370
www.namaoneshow.org

APRIL 24-26

NAMA 2013 OneShow

Venetian-Sands Resort, Las Vegas, Nev.
Phone: 312-346-0370
www.namaoneshow.org

APRIL 26

NAVA Board Meeting

Venetian-Sands Resort, Las Vegas, Nev.
Phone: 626-229-0900
www.nwvending.org

APRIL 26

CAVC Board Meeting And Breakfast
Venetian-Sands Resort, Las Vegas, Nev.
Phone: 626-229-0777
www.cavconline.com

MAY 21-23

NCA 2013 Sweet & Snacks Expo

Hyatt Regency McCormick Place, Chicago, Ill.
Phone: 202-534-1440
www.sweetandsnacks.com
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Folgers® coffee will help you make office places brighter with the rich, satisfying
coffee flavor millions of Americans enjoy at home. Go to www.folgersofficecoffee.com
to see how Folgers can help you deliver more than a great cup of coffee.

Polgers
More than a great cup of coffee

©/® The Folger Coffee Company
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SMALL OP

How to
merchandise a
vending machine

By Dominic Finelli, Contributing Editor

Visual appeal

Keep the customer’s
eye interested by
spreading out colors.

Il “. ¢

New products

Try new products
in the vending
machine, but trust
your instincts.

v

Ph

'S
L

Price point

About 60 percent
of items should be
top selling items;
40 percent then
can be “rotational
items” to create
variety.

l <h colafe I
\

iStockphoto
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11 vending companies,
large or small, are in
business to t ry a nd
sell as many products as possible at
every location. How a company goes
about doing this varies greatly. Many
use a set planogram, others allow their
drivers to pick whatever they want
from the stockroom and a g rowing
number are using their technology
to monitor every spiral, check sales
and quickly change out non-sellers.
However, even if an operator isn’t set
up to instantly monitor sales, isn’t
using a hand-held and doesn’t have a
planogram, maximizing sales is still
possible. To do it, operators need to
get the product they want out to their
customers by beginning the merchan-
dising process in the stockroom.

We all agree that merchandising is an
essential part of buying and selling
products, and operators can do it by
controlling what they buy and what
they allow drivers to take out of the
stockroom. Operators should start by
setting aside an area in the stockroom
where they place the products they
want to go into the machines, and
then make the drivers only take those
products. Operators have an idea of
how many spirals in the machines
are dedicated to each price point, so
place the same amount of products, by
price point, in this area. For example,
if the machines have 10 spirals for
candy products, then place 10 differ-
ent kinds of candy in this area and no
more. This way operators pick which
items are to be put into the machines,
and when an item is depleted, they
pick t he re placement, p roviding a
good variety as well as a good average
cost per price point. Now the driver
can’t just pick what he or she likes or
what is the easiest to load.
CONTINUED »
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Now let’s talk about what goes into
a good merchandising program. We
all know what the top selling items
are nationally, and even if operators
don’t, they need look no further than
this magazine which publishes a top
selling list yearly. For me, the simple
rule of thumb was to make sure that
60 percent of all my price points con-
tained the top selling items, which
we kept in the machine year round.
We used the other 40 percent of the
spirals t o p rovide o ur ¢ ustomers
with an ever-changing variety which
we c alled o ur “ rotational i tems.”
Because the cost of the top sellers
are always going to be the highest,
we used the rotational items, which
we could choose by cost as well as
salability, to bring down the average
cost of each price point. By merchan-
dising from our stockroom, we were

USE NAMA FITPICK
for healthy items.

able to control the items that went
to our customers, made sure all the
machines were filled with the same
items and kept the number of SKU’s
we had on hand, at any given time,
to a minimum, while controlling the
costs of our price points.

If operators are using this approach
to merchandising, then there is one
more thing that I would advise them
to do. O perators shouldn’t be a fraid
to try new items, but they should be
careful who they listen to as what may
sell for their competitor may not sell
for them. Operators should trust their
vending instincts as to what is best for

Come visit us at the NAMA One Show e

booth #747 for a sample! //Qa\fiﬁ,;\

Gavina Gourmet Coffee Roasters

1.800.428.4627 | gavina.com/vend
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Our Famlly s Finest Coffees Now in Single Serve Cups.

)
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© 2013 F. Gavifia & Sons, Inc.
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their customer and don’t allow cost to
be the primary reason for a purchase.
Remember, o perators m ake m oney
when they sell an item and not when
they buy it. If an item costs a p enny
and sits in the machine, then the opera-
tor hasn’t really made any money.

There are g oing t o b e locations
that will want operators to provide
some healthy items in their machines.
If an operator gets this call, I would
recommend using the NAMA Balance
for Life FIT PICK program. It doesn’t
mean changing the entire machine —
just place the products in 30 percent
of all the price p oints. D o identify
them with yellow tabs on the spiral
front, place the informational stick-
ers on the front of the machine and
educate the customer on the program.
I would never go companywide with
this, but only to the specific accounts
that request it. And even with these
items, think merchandising.

Now before I finish, allow me to men-
tion one more thing about the place-
ment of products in machines. T his
may seem silly to some, but we always
looked at the fully filled machine to
make sure that it had eye appeal. For
instance, don’t place all the red colored
bags together, don’t put two peanut
items together, spread them around to
create an eye-appealing rainbow look.
I guarantee it will attract a customer’s
eye to the machine and make them
stop and look, and if they look they
are more likely to buy.

Increasing p rofits i s p ossible f or
any size operator as long as they choose
what goes into the machine, mix prod-
ucts and check for visual appeal. | 4

Dominic Finelli is
43-year veteran
vending operator in
the Washington D.C
market. Finelli can
be reached at dom@
askfinelli.com.
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Why customer
surveys are a must

By Vicky Hudson, Contributing Editor

In a highly competitive market, like vending, surveying
customers is necessary to provide the best service.

ending operators a re a lways
looking for new ways to retain
customers a nd g row re venue,
especially in this increasingly com-
petitive economic environment. One
way 1s to improve customer conve-
niences and improve the overall cus-
tomer experience. To do this, many
in the industry rely on knocking on
doors, cold calling and standard sell-
ing strategies. One tactic that opera-
tors often overlook is surveys geared
to their customer base.
Surveys are used frequently, if not
constantly, by hundreds of large com-

panies who sell consumer products
and services. However smaller firms,
like many in the vending industry,
often overlook this fundamental com-
ponent of market research or simply
do not understand its effectiveness as
abusiness tool. They may also believe
surveys are too expensive when, in
reality, survey programs can be tai-
lored to be affordable for the small
business owner.

Operations improvement
A customer survey can provide real
nuggets a bout b usiness o peration
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Know more about how to improve service
by asking customers first.

and areas for improvement. O pera-
tors may learn their sales approach is
not as professional as those of their
competitors or how a location rates
the operation’s service response time
compared to expectations. A survey
would indicate whether micro mar-
kets or cashless readers would be well
received, and ultimately increase rev-
enues. The information gleaned can
indicate overall strengths and weak-
nesses and help establish a baseline
for better performance.

Marketing effectiveness
Customer s urveys ¢ an a lso re veal
the effectiveness of your marketing
strategy. D o c ustomers understand
the operation’s marketing message?
Do they visit the website and/or read
the sales brochure? A survey can help
direct or reinforce a marketing plan,
such as whether an operator should
add social media.

CONTINUED »
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The Gen Y business owners and
managers are technically savvy.
They like to connect on social media
sites such as Facebook, LinkedIn,
Twitter a nd o thers. S urveys ¢ an
reveal which sites these executives
not only visit but also value, and
therefore w hich sites a n o perator
should focus on b uilding for s uc-
cessful promotions.

Competitive analysis

Many businesses conduct surveys to
reveal the strengths and weaknesses
of their competitors. For example, a
more technologically advanced vend-
ing owner may be hurting another
operators’ business and costing him
or her opportunities by chatting-up
advanced capabilities and, at the same
time, making the other firm look old
fashioned o r o ut-of-touch with t he
needs of today’s businesses.

Surveys ¢ an re veal w hat o ther
competitors are saying about an oper-
ation and if there is some measure of
credibility in those statements.

Demand for new products

and services

Surveys often reveal the need for
new or additional products and ser-
vices. New ideas are often hatched
from s uggestions or needs v oiced
by customers. A s urvey can indi-
cate what these needs are. If the
approach is truly novel and differ-
entitcan help give the c ompany
the “first-in” sales a nd m arketing
advantage and a huge edge on the
competition. K nowing w hat n ew
products a location wants will lead
to greater sales.

Developing a new husiness plan

Customer research can reveal more
than w hat c lients 1 ike a nd d islike
about an operation. The informa-
tion can be used to discard products
and s ervices t hat a re n ot re sonat-
ing with the location and make the
appropriate changes immediately, or

SURVEY responses revealed St.
Louis vending customers would pay
more for healthy foods.

in the future. For e xample, s hould
an o perator i mprove o ffice ¢ offee
service o fferings? D o s pecialty o r
local brands have greater appeal for
a certain location?

Survey responses gathered for a
vending client in St. Louis revealed
that t heir ¢ ustomers w ere w illing
to p ay m ore f or h ealthy f oods a s
opposed to standard snack machine
brands. The information helped the
business determine that they could
leverage the healthy foods to increase
profit margins.

The research also indicated that
the vending c ompany could t arget
larger firms, with 200 employees or
more. T he company began offering
and creating micro markets with a
few customers. Now the vending busi-
ness has several micro markets in the
works and the opportunity to capture
larger clients and increase revenues.

Cost effectiveness

Consider the costs of retaining a cli-
ent v ersus t hose o f re placing o ne.
Finding a new client takes hours of
work p rospecting, a ttending s ales
meetings, ¢ enerating re quests f or
proposals (RFP)s and follow-up to
secure a relationship. Instead, opera-

Connect with
customers ahout:

e Level of vending service
o Effectiveness of a marketing plan
e Competitor ranking

e New products and services
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tors should focus on dient retention,
which involves a few telephone ques-
tion and answer exchanges that can
reveal a great a mount of c ustomer
dissatisfaction, or satisfaction.

Customer surveys n eed notb e
expensive. T he c ostd ependso n
whether the survey is done in-house
or outsourced and the needs of the
business and size of the database.

In-house surveys will c ost a ny-
where from $50 to $150 per hour fac-
toring in the manager or president’s
time doing the survey in addition to
standard work, as well as understand-
ing the nuances of creating a survey
or interpreting the results.

For an outsourced survey, opera-
tors can expect to pay $22 to $24 per
hour with an established marketing
company. This can include as little
as 2.5 hours per week surveying new
customers or up to 10 hours per week
for research geared to the entire cus-
tomer base.

Whether a ¢ ompany ¢ onducts
surveys in-house or outsources them,
they are an efficient way to connect
with customers and allow operators
to plot the next steps for increasing
revenue in their business. In a highly
competitive industry, the only way to
give customers what they want is to
ask them first. | <

Vicky Hudson is CEO/Founder of Hudson
Management Services in St. Louis, Mo.
She and her firm work with clients on

a nationwide basis to help them with
customer surveys, marketing research,
teleprospecting and sales support. She
can be reached at vhudson@hudson-
managementservices.net.
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How to find
profits in
telemetry data

By Ben White, Contributing Editor

There are four important operational
“mineshafts” vendors should look for
in their data that will help them grow
their businesses.

iStockphoto

Companies who use data
for self-improvement have
a tremendous advantage.

ver the past decade, our indus-

try has done a tremendous job

building data collection sys-
tems to efficiently operate and man-
age thousands of vending machines.
T applaud the hard work and dedica-
tion of everyone who has advanced
our industry from the era of paper
tickets t o mo dern-day t elemetry
and vending management software.
Companies have employed armies
of i nstallers, m anagers, d rivers
and o ffice s taff t o move technol-
ogy forward. I n re turn for t heir
efforts, o perators h ave re ceived
virtual mountains of data. Billions
of transactions populate databases
around t he ¢ ountry. H owever,
has this push toward automation
resulted in relevant returns? Does
the collection of all this data really
make for b etter s ervice, h appier

customers and a h ealthier bottom
line? W hat benefits can operators
expect to receive for embracing our
computer driven society?

I, for one, am a firm believer in
the data driven organization. I think
companies who use data for continu-
ous self-improvement have a tremen-
dous advantage over companies that
don’t. The old adage, “ That which
we measure, we improve” is greatly
assisted by computer collected data.
However — t he s heer a mount o f
data s treaming i nto v ending ¢ om-
panies c an b ecome d aunting, ¢ on-
fusing and even counterproductive
to c ustomer s ervice a nd e fficiency
efforts. Building b etter o perational
systems through the analysis of data
requires t eamwork, c ommon g oals
and a n e nthusiasm f or s uccess. I
think a company willing to systemati-
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cally mine its data will find not only
profitability, but improved working
conditions as well. I see improvement
emerging from four “mineshafts” of
efficiency: cash accountability, sold
out management, spoilage reduction
and vend visit efficiency.

Before we begin dragging nuggets
of profitability out of our database,
we must first confirm our data integ-
rity. Any computer science grad will
agree that there is a p rimary rule
for working with data: Garbage In
— Garbage Out. Once we know our
input data is trustworthy — let the
data mining begin!

Tackling d ata integrity involves the
entire operating team. Drivers as well
as warehouse and office staff all have

CONTINUED »
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important roles to play in the devel-
opment of quality data. Each depart-
ment must do their part to help their
fellow e mployees s ucceed. D rivers,
for e xample, a re p rimarily re spon-
sible for accurate ending inventories.
Each vend visit is an opportunity to
make sure the physical quantities on
hand match the theoretical amounts
in the handheld. Drivers who verify
inventories each and every vend visit
make t heir w orkdays s ignificantly
easier t han d rivers w ho ig nore t he
importance of quality data collection.
Accurate inventories create accurate
pre-kits. Accurate pre-kits make filling
machines quicker and easier. Quicker
and easier vend visits make for quicker
and easier days on the road. Just 45
seconds spent verifying an inventory
can save hours of e xtra work for a
route driver every single week.

Drivers, o f c ourse, are not t he
only employees who should be con-
cerned with accurate information.
Warehouse staffs are also well served
when they understand how accurate
pre-kit orders affect the entire com-
pany. Accurate pre-kit orders result
in a higher percentage of completely
filled machines. Vend visits with
accurate pre-kit orders lead to lower
amounts of returned product. Lower
returns boost morale throughout the
warehouse, and quality pre-kits lead
to more accurate warehouse order-
ing. P roperly s tocked w arehouses
send o ut f resher p roduct w hich
entices consumers to purchase more.
The benefits of quality data are seem-
ingly endless!

Office personnel responsible for
data m anagement re sponsibilities
also have their own important role
to play. Dispatchers and/or database
administrators should be the primary
guardians against excessive sold-outs
and spoilage. Correct par levels make
ab ig d ifference! P roper s chedule
management drives route efficiency
and can increase the overall level of
customer s ervice. L ow s poils a nd

LIMITED supply can
motivate customers to buy.

low sold-outs create m achines t hat
consumers look forward to using. I
believe what’s written on every box of
M&M/Mars products, “Rotate Prod-
uct — Freshness Sells!”

Once data integrity becomes a priority,
the company can begin focusing on
the main areas of accountability: cash,
sold outs, spoils and visit efficiency.
Every operator using electronic
data collection devices deserves to
know that the receipts accrued in a
piece of equipment are making it all
the way to the bank account. Han-
dling and processing cash correctly
is still incredibly important to our
industry. A ccurate c ash a ccount-
ability d ata n ot only gives o pera-
tors peace of mind; it also tells us
that information is flowing properly
from the equipment. Cash account-
ability re views can e ven b e u sed
to uncover t echnical or m echani-
cal issues at the point of sale. Is a
machine ¢ onsistently ¢ ollecting
more coin than it should? Chances
are there is a changer problem which
may re quire as ervice ¢ all. O ur
industry has always been plagued

Four elements to
improve profits:

e Review cash accountability
to spot issues

e Minimize empty spirals or
“sold out” products

¢ Reduce spoilage

e Ensure maximum vend visit
efficiency
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by the claim, “ that m achine t ook
my money.” Any methods we can
use to minimize broken equipment
will result in happier customers and
higher sales.

Sold out columns are, of course,
a measure of our customer service
level. With accurate data and proper
dynamic scheduling parameters, the
data-driven company should be able
to tout a level of service significantly
higher than that of its competitors.
Imagine being able to guarantee a
client that they’ll never run out of
Diet Coke again. I believe this is pos-
sible and would even suggest that the
data d riven ¢ ompany ¢ ould m ake
low sold-outs part of their service
guarantee. Perhaps there could be
a marketing program built around
a promise: “If your soda m achine
ever runs out of Diet Coke, we’ll buy
pizza for your office.”

Spoilage, on the other hand, is like
the proverbial white elephant lying in
the living room. Maybe if we ignore
it, it will just go away. Spoilage (and
returns) C AN b e m inimized w ith
diligent monitoring of vend visit data.
Ibelieve drivers should be encour-
aged to enter spoilage in the hand-
held. It’s the office’s job to manage
spoilage and reduce its likelihood in
every machine.

Mining data correctly will result
in more productive vend visits. Each
year, vend visit service costs such
as labor and gas continue to rise.
Using data to ensure that each trip is
worthwhile (say, 100 plus vends per
visit) will either reduce the number
of routes currently needed to main-
tain placed equipment or slow the
need for a dditional ro utes in t he
future. E fficient v isits e nsure t he



best use of everyone’s time — n ot
just the route driver.

Data mining also allows opera-
tors to m ake sure each piece of
equipment is the best store it can be
for clients and consumers. Whether
it’s getting a m achine to sell more
or limiting spoilage, data allows us
to make intelligent product and par
decisions with the click of a mouse.
Every o perator h as s low s elling
equipment that can’t be removed for
one reason or another. Rather than
lament a machine’s lackluster sales,
let’s extend the service cycle to the
longest interval possible (21 days for
snacks and 28 days for beverages is
acceptable to most companies) and
limit pars which will minimize our
need to throw product away.

Operators with advanced analy-
sis techniques also tap into a little
known sales secret: Machines with

adjusted p ar1 evels a ctually s ell
more! Extensive anecdotal evidence
suggests that consumers will pur-
chase more if they think their favor-
ite item might r un out b efore the
machine gets refilled. For example:
If the Snickers row is full to bursting
and has been for the past six months,
a consumer is in no hurry to make a
purchase. However, if the consumer
can clearly see through the glass that
Snickers may soon be gone, he or
she will be much more motivated to
pull out money and make a purchase
before walking away.

From the idea that personal com-
puters would eliminate the need for
paper to the notion that cars will
someday drive themselves, technol-
ogy has only ever offered a promise.
Real progress comes when human
beings use electronic tools correctly
and c onsistently. D ata c ollection

TELEMETRY |«

for vending companies is no differ-
ent. Take some time this week and
dig i nto t he d ata m ine ¢ urrently
residing on your desktop. Does the
information look accurate? Are cli-
ents being better served? Are your
people using their time wisely and
productively to deliver better results
than your competition? Hopefully
you’ll see nuggets of o pportunity
everywhere you look. |

Ben White was the
general manager at
Monumental Vend-

ing in Beltsville, Md.

for many years. He
recently started Vending
Insights, Inc. to help operators incorporate
technology and advance large projects such
as micro market development. Contact
White via email atfben@vendinginsights.com
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Products of the Year

READERS'
CHOICE
AWARDS

— 2013 —

Automatic
wiENding

The best
and brightest

By Alfonso Flores

Micro markets, nutrition and coffee
round out this year’s category winners.

utomatic Merchandiser and VendingMarketWatch.com
readers love new products. They showed it again this

year by voting for their top sellers in the 2013 Readers’
Choice New Products of the Year contest through an online
ballot at VendingMarketWatch.com/awards. More than 300
votes were submitted in seven categories.

This year’s winners are consis-
tent w ith t he vending i ndustry’s
key growth trends of 2013 — micro

market friendly p roducts,
items ¢ onsidered n utri-
tious and A merica’s love
of coffee.

New products
of the year
The cookie category win-
ner, RUGER", LLC’s
RUGER’ Strawberry
Wafers,i ss ervedi n
multi-functional pouches
perfect f or t raditional v ending o r
micro markets, as is the diverse
packaging sizes of the candy category
winner Mars Chocolate North
America DOVE® Brand Silky
Smooth Cookies and Creme bar.
The food category winner, Advance-
Pierre Foods Pierre Drive Thru”
Deluxe sandwich, fitsthe g row-
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ing micro market trend by offering
restaurant-style food.

Wellness focused, the snack cat-
egory winner, Kellogg’s® Special
K’ Cracker Chips is regarded as a
healthy choice snack low in sodium
and calories. In addition, the cold
beverage category winner, Nestlé
Sweet Leaf Tea,isviewedasa
healthy beverage alternative, made
with pure cane sugar and no high-
fructose corn syrup.

Consistent w ith t he d emand
for c afé-quality office c offee, t he
Barista Prima Coffeehouse®
Vanilla Latte Café Beverage for
the Keurig” Vue® system, has won
the hot beverage category.

The last category is representa-
tive of a consumer favorite — Mrs.
Freshley’s® Cinnabon® Honey
Bun which won in this year’s pas-
try category.

CONTINUED »
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Micro market mania
The cookie category winner uses real fruit flavor
to entice consumers. RUGER’, LLC has intro-
duced RUGER® Strawberry Wafers, w ith
the taste of fresh strawberries. The new wafers
have strawberry flavored cream between crispy,
crunchy wafers. Shelf life is 18 months.
----- N Mars Chocolate North America offers
a classic candy combination with the
2013 new product of the year candy
winner. The Mars Chocolate
North America DOVE® Brand
Silky Smooth Cookies and Creme bar
blends s weet a nd ¢ reamy w hite ¢ hoco-
late a nd ¢ runchy c¢ hocolate ¢ ookie
bits i nto a n i ndulgence t hat o nly
DOVE’ Chocolate can deliver.
DOVE" B rand e ncourages
consumers to own moments
of chocolate pleasure every day.
This new item is available in three
formats - single bar, large bar and bags
of individually wrapped DOVE® Brand
PROMISES® for micro markets.
Restaurant-quality taste straight from
the microwave is the goal of the food
category w inner — AdvancePierre
Foods Pierre Drive Thru” Deluxe sandwich.
These sandwiches uses high quality ingredients and
are available in three varieties, a 100-percent beef
cheeseburger with ketchup and mustard, a breaded
chicken breast filet sandwich and a spicy breaded
chicken breast filet sandwich.

€ &
bits 1

All-natural, healthy
A low calorie, high-fiber product is the winner
of the snack category. Kellogg’s” Special K’
Cracker Chips are hybrid snacks that com-
bine the goodness of a cracker with the light
crunchiness of a chip for a snack that delivers
great taste, fiber and 110 calories per bag.
Flavors include cheddar and sea salt.

Nestlé Sweet Leaf Tea, t he c old
beverage category winner, offers a full
line of Sweet Leaf Tea made from a supe-
rior blend ofblack and green organic
tea leaves in purified water. Sweetened
with pure cane sugar, no high fructose
corn s yrup, S weet L eaficed teas are
free from artificial preservatives, colors
and flavors. The line of 15.5 ounce cans
includes the following flavors: original,
mint and honey, citrus, lemon,
peach and raspberry.

0CS and fan-favorite
The h otb everage c ategory w inner,
Barista Prima Coffeehouse” Vanilla
Latte Café Beverage for the Keurig®
Vue® system, shows the emphasis on pre-
mium coffee amongst consumers. Exclu-
sive to the Keurig® Vue® Brewer, Barista
Prima C offeehouse V anilla L. atte C afé
combines p remium g ourmet ¢ offee w ith
real milk, real cream and a hint of vanilla
to create a true latte lover’s delight.
Mrs. Freshley’s® combines two
pastry f avorites, C innabon® a nd
Honey B uns, for t he p astry c at-
egory winner. Mrs. Freshley’s’
Cinnabon’ Honey Bun pastries are
baked w ith C innabon® ¢ innamon, M rs. F resh-
ley’s” Cinnamon Danish has a cinnamon filling,
wrapped in a golden, flaky crust, that’s
drizzled with icing. The Coffee Cake,
topped with icing, has the flavor of Cin-
nabon® cinnamon in every bite. And
Mrs. Freshley’s® has taken its classic
honeybuntoan ewlevel, s wirling
Cinnabon® cinnamon throughout the
popular icing-topped pastry.
All of the products nominated can
be found online at www.vendingmar-
ketwatch.com/directory. | 4

2013 Readers’ Choice New Products of the Year runner ups

Candy: Promotion In Motion Inc. Juicefuls Cold Beverage:

Snack: Clif Crunch Granola Bars

Pastry:  Cloverhill Brownie Mini Muffins Hot Beverage:
Food: Wilbur Curtis Café Oat Meal
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Snapple Lightly Sweetened
Ready-To-Drink Tea

Mars, Bright Tea Co. Recyclable
Freshpacks, Reunion Island Coffee
Donut Shop Original Dark Blend


http://www.vendingmar-ketwatch.com/directory
http://www.vendingmar-ketwatch.com/directory
http://www.vendingmar-ketwatch.com/directory

THE VOTES ARE IN

AND THE READERS HAVE AWARDED
Products of the Year

READERS’
CHOICE
AWARDS

CINNABON® HONEY BUN

the much coveted title of

RIS RTE — 2013 —
PASTRY NEW PRODUCT

OF THE YEAR!”

Automatic

MARKEM?miﬂﬂg
AR CNNA%ON

= CINNAMON —

Mrs. Freshley’s and Cinnabon
combined to create a high-quality
pastry that is the perfect recipe for

an immensely popular, incredibly
profitable and highly requested
product. The Mrs. Freshley’s Family
wants to thank you for making

this product a winner!
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By Emily Refermat, Editor
Micro markets require a different set of skills than
traditional vending, including more retail focused planning,
dedicated drivers and high-end product considerations.
icro markets are the newest trend in the vending industry.
They offer operators a chance for increased revenues because 3 secrets to hetter
they allow the product variety and delivery format custom- SerViCing micro markets

ers want. However, micro markets are not vending accounts. In
order to gain the monetary benefits they offer, operators need to
ensure their micro market service more closely resembles retail
than traditional automatic merchandising. This requires vending
operators to be better retail merchandisers, service micro markets * Understand needs of new clientele
differently and sell the products micro market customers want.

e Embrace retail strategies

¢ Hire dedicated drivers
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The field of Micro Market system

providers filled up quickly.
That’s okay. It is a big world.

This is why so many progressive
operators choose us:

e Created by the founders of self-checkout
in the vending industry.

e Full integration with manual foodservice
operation Point Of Sale

¢ Highest level of PClI Compliance
in the business (PA-DSS)

|
e Superior retail analytic tools PI’OQ ram Freedom!
e Award winning technical support team e Use our company branding

e Core software platform powers 20,000 terminals or create your own
in North America * Your money does not flow

e Kiosk is manufactured and assembled through our bank account
in the United States * You own your data
* Potential theft reporting * No percentage of sales fees
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P MICRO MARKETS

Embrace the retail
environment
The first thing vending
operators have to under-
B stand is [a micro market
is] retail, and not vending,” said Joe
Hessling, CEO of 365. “Not portray-
ing a retail experience means micro
markets c anb e ad isadvantage i f
operators a ren’t p aying a ttention,”
Hessling said. He believes this starts
with quality looking displays from
the shelving racks to the micro mar-
ket kiosk. “We pay a little more atten-
tion to the way a store looks,” he said.

Thisisas entimentsharedby
Michael C offey, v ice p resident o
strategic initiatives for Canteen Vend-
ing Services. “We see lots of opera-
tors entering micro markets by the
lowest c ost o f e ntry,” s aid C offey.
That i ncludes g etting f ree ¢ oolers
and shelving from suppliers. Coffey
has had greater success with a more
sophisticated 1 ooking p resentation
for Canteen’s micro markets, called
Avenue C’s.

Presentation is only a portion of
retail merchandising however. One
thing that is more important is how
the p roducts a re d isplayed. C offey
recommends zones of product, more
like the aisles of a grocery store. “It
has to be consistent with how custom-
ers shop for retail,” he said. Coffey’s
other tips include bundling products
together, such as cookies and milk,
having featured items and offering
discounts. H e re commends p lano-
grams in micro markets and believes
in once a quarter addressing the bot-
tom 25 sellers.

Hire dedicated drivers

with merchandising

skills

Because the look of a

M market and t he p rod-

ucts i nside a re s o1 mportant, i t
requires s pecial a ttention f rom
the s ervice p rovider. “ A v end-
ing machine does first in, first out

Shrinkage and
inventory

Another piece of the retail
environment micro market op-
erators must accept is a certain
amount of shrinkage. Vending
management software and
handhelds have helped elimi-
nate this from vending, but it
does exist in micro markets —
although at a very low percent-
age. “My shrinkage across the
board is 1.5 percent,” said Jim
Brinton, CEO of Avanti Markets
and Evergreen Vending in
Tukwila, Wash. Some locations
are as high as 2 to 3 percent,
while some have virtually none,
and it’s difficult to predict.

Aaron Speagle, CEO of Break-
room Provisions, and Piedmont
Vending in Hickory, N.C., ac-
cepts average losses of 2 per-
cent. “That’s about the same
as a grocery store,” he said.

Inventory of the micro markets
is handled in many ways.
Brinton does inventory monthly
and has drivers spot check
each category during service
visits. Drivers are able to spot a
theft problem even before the
inventory, because they will ar-
rive with less product than they
actually need to fill the space
back to par level.

Speagle, on the other hand, has
a manager inventory the entire
market every three months.

[automatically], but a micro market
operator has to be involved in mer-
chandising,” said Jim Brinton CEO
of Avanti M arkets and Evergreen
Vending in Tukwila, Wash., which
currently operates 250 micro mar-
kets. He trains his drivers to rotate
product and be aware of stales.
This special attention to detail is
why some vending drivers just aren’t
right f or s ervicing m icro m arkets.
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Instead many operators hire drivers
outside of vending. A aron Speagle,
CEO of Breakroom Provisions, and
Piedmont Vending in Hickory, N.C.,
tries to hire drivers who once stocked
shelves i n g rocery o r ¢c onvenience
stores. “They know how to create
the right presentation,” he said.

Understand the needs

of the new client

Microm arketsh ave

created a meal stop for

M customers. “It’s driving

a lot more customers to buy full meals
versus just snacks,” said Brinton, “so
operators h ave t o h ave e nough o f
those items.”

Offering a full meal includes dif-
ferent kinds of fresh foods as well as
the snacks and beverage options to
pair with them.

Specifically, h otb everages a re
evolving in micro markets. T he cli-
entele v isiting t hese n ew f ormats
likes having single cup options, which
more micro market operators are add-
ing. “In o ur micro m arkets, we’re
running Keurig type single cup, Tas-
simo and even some Starbucks iCup
brewers in large locations,” explained
Brinton. He sells these in addition
to t raditional ¢ offee s ervice b eing
offered elsewhere by the location.

“What really goes up in a micro
market is t he p remium b everage,
healthy and fresh food,” said C of-
fey of Canteen. For example, in the
Avenue C markets, 11 percent of the
total sales are from specialty salads.
The price point of these salads is
$5 to $6, nearly double what can be
charged for salad in a food vending
machine. “This is a new customer
that n ever u sed v ending b efore,”
said Coffey.

Micro markets are a sales growth
area for vending, but also a different
business model. It requires even more
of an eye towards merchandising and
picking the right products to really
make the micro market a success. | €



SHOW YOUR DRIVER

YOU CARE

VOTE FOR YOUR

FAVORITE
ROUTE DRIVER

IN 2013

Nominations must include route driver name, company name, address and telephone of the
nominee as well as the name, company name , address and telephone number of the person
submitting the nomination. Nominees must be employed as a route driver of ‘a vending
operation on April 20, 2014. Entries will be reviewed by Automatic Merchandiser personnel
(“the Judges"”). Determination of the winners shall be made by the Judges in their sole and
absolute discretion, and such determination hall be final and binding.

Nominate him or her for 2013
Route Driver of the Year

Your route driver works hard to provide you with
quality products and superb service all year long.
Let him or her know you've noticed!

Nominate your favorite route driver in Automatic
Merchandiser’s 10" annual Route Driver of
the Year Awards and they could win one of
four quarterly cash rewards—or even the grand
prize trip to Chicago to attend the 2014
NAMA OneShow.

Visit vendingmarketwatch.com/awards/
route-driver-of-the-year to nominate a driver
or view complete contest rules.
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program designed to help build your business.
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BUSINESS BASICS

BUILDING BLOCKS FOR SMALL- AND MEDIUM-SIZE OPERATIONS

woey  Clompion Vending Featured -
ﬂ‘_‘f_ in the Hew Tork Times! iy

A Website creates the first impression
of a business to a new customer.

How To Build A Better
Vending Website

By Alfonso Flores

By using basic Web design concepts, vending
operators can market their businesses to new,

eager customers online.

ne of the most impor-

tant a spectso fa ny

business is m arket-

ing. Vending operators

market by wrapping their vehicles

with logos, mailing brochures or tak-

ing out print or radio ads, but what
about the digital marketplace?

Search engines are the new phone

books and people use social media

as an alternative news source, yet,

according to Neil Swindale owner of

VendCentral, a digital marketing firm

dedicated t o h elping vending c om-

pany owners grow their businesses,
most o perators a ren’t u tilizing t he
Web to its full potential.

“If s omebodyl andso ny our
Website, chances are they don’t know
who you are,” Swindale said. “They’re
going to base their perception of your
company on your Website.”

That is why it’s so important for
vending operators to budget for, and
plan the creation of, a Website before
committing to creating it. Swindale
believes having a ¢ heap Website is
almost as bad as not having one at all.
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Background

Swindale operated his own vending
company for a number of years before
launching VendCentral 15 years ago,
so he has been on both sides of using
the Web for digital m arketing. He
believes there are two main concepts
to focus on when developing a Website
— conversion and search engine opti-
mization (SEO).

Conversion

Swindale defines conversion as the
Website’s d esign a nd n avigability.
First impressions are everything in
sales, a nd w hen ¢ onsumers ¢ ome
toav ending W ebsite, t heir first
impression of the entire operation
lies in what the Website 1ooks like,
and how much it can tell them. Swin-
dale focuses on three key factors to
conversion that can make or break
a vending operation Website. T hey
are design, information and images.



Be at the OneShow™ in April

April 24-26. 2013 « LAS VEGAS. NV
Venetian ¢ Sands Resort

namaoneshow.org



Design

Swindale believes having a m odern
design t hat d azzles t he ¢ onsumer
is the first step to drawing them in.
The home page of a s ite should be
well-representative of the operation.
Having a large, strong logo, images of
the operation and interactive links
that clearly inform the consumer and
navigate them through the site is a
must for any vending Website.

Information

Consumers will not go out of their
way to find information, according
to Swindale, so making it accessible
and easy to find is important. Having
links on the homepage thatlead to
subsequent pages dedicated to infor-
mation is a good way to help consum-
ers navigate the site. Links Swindale
suggests include:

About Us — a d etailed history of the
operation, i ncludingb ackground,
achievements and affiliations.

Products—a complete listing of products
available in all channels, be it vending,
coffee service or micro markets.

Technology — any new and innovative
technology in the vending operation
that might intrigue consumers.

Contact Us — this area should include
all contact information including the
address, phone number, fax number
and direct email link so visitors can
leave a message directly from the page.

Images and video

Engaging site visitors is an impor-
tant p art o f h aving a n i nteractive
site. Because of that, Swindale sug-
gests having up-to-date photos and
interesting video snip-bits. They are
a good way to inform the consumer
about an operation and add to a Web-
site’s appeal.

Search engine optimization

Search engine optimization, or SEO,
is a Il a bout b eing f ound, e xplains
Swindale. C ustomersu ses earch
engines to find information, and hav-
ing a strong SEO presence ensures an
operation’s name is toward the top of
the results, improving the chances it
will be viewed.

Swindale h as s een t he n um-
bers. He knows the more consum-
ers that find a b usiness t hrough
search engines (due to good SEO),
the more site visits for that opera-
tion, which in turn brings potential
sales. His tricks to utilizing SEO
include k eeping t he t arget 1 ocal,
using business listings online and
digital advertising.
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Optimize for multiple platforms

It is important to consider multiple platforms in Website design. Along with
traditional computer browsers, people are using their mobile devices to
gather information as well. Having a responsive mobile site that is as func-
tional on a desktop computer as it is with a smartphone is important to
reaching as many visitors as possible. Swindale suggests avoiding technol-
ogy that isn’t functional on all mobile platforms, such as Adobe Flash.

Localize SEO

Most consumers will narrow down
their s earchesb y e nteringl ocal
keywords like cities or states. This
ensures the consumer a more concen-
trated list of operations for them to
do business with, explains Swindale.
This is to the operator’s advantage.
Because ¢ onsumers a re s earching
locally, vending operators don’t have
to compete at a national level. Instead
of solely using the word *vending*
as a keyword, operators can accom-

Create keywords

Search engines use algorithms
to find keywords from the

text on a Website. Swindale
explains that the more times
a specific keyword is found
throughout the site, the better
the chances of that word pull-
ing the Website up in search
results. Therefore, operators
should repeat keywords on
each page and multiple pages
of the Website.



pany that keyword with a geographi-
cal area they service, narrowing the
number o f sites t hey’re c ompeting
with and giving them a better chance
of being found.

Free Local Business Listings

Search engines, such as Google, offer
free local business listings. Swindale
encourages vending operators to list
with these sites as the search engine,
in this case Google, will find key-
words within the information and
use them to suggest businesses for
consumers searching locally. To sign
up, create a Google account and visit
the Google Places website (places.
google.com).

Pay-Per-Click Advertising

All search engines allow businesses
to pay for advertising on their sites.
This can also increase SEO, accord-
ing to Swindale. Operators can bud-
get how much money they want to
pay per click, and d etermine h ow
much m oney p er m onth t hey a re
willing to spend. The search engine
will then act as an auction, giving
precedence to the highest bidder of
payment per click. There is no limit
to how much a business can bid, and
the search engine will generally only
charge $.05 to $.10 more than the sec-
ond lowest bid, explains Swindale.
Once the bidding is complete, when a
person searches the chosen keyword,
for e xample v ending, t he v ending
operator whose bid was highest will
have his or her business advertise-
ment displayed on the top of the page.

Success story
William M andile, p residento f
Champion Vending in Astoria, N.Y.,
relaunched his Website three years
ago. Using Swindale as a consultant,
the new site focused on conversion
as well as SEO and its entirely taken
the place of his sales department.
“A v ending ¢ ompany w ithout
a Website islike a s tore w ithout

a sign in front of it,” Mandile said.
“A m ajority o f p eople 1 ook o nline
for vending [companies|, and if you
don’t dedicate the money to making
the site the way it should be, it can
really hurt your business.”

The digital marketing platform
is s omething v ending o perators
can’t ignore. With search engines

and s ocial m edia p laying s uch a
large role in how consumer’s gather
information, being a part of the dig-
ital world is a m ust. A n effective
Website is a way for vending oper-
ators to set themselves apart from
their competition all while sharing
their brand with a potentially new
client-base. | €

NEW at the NAMA OneShow ™« Booth 112

Smart Choice.

we developed the VendIQ line.
These advanced electronic locks
provide all the functionality you

technology investments:

* Telemetry-enabled
* Dynamic routing support

* Fully Autotrag-compatible
so you can track access events
and control key parameters

* Immune to drilling and picking

* Direct replacement for locks
on the most popular machines

See the VendIQ locks in action

Or visit www.TriTegLock.com.

-'IH Te

Lock and Security

Vend IQ

Intelligent Locks.

As the industry moves toward intelligent
vending solutions, you need a lock that
can keep up - while providing maximum
protection for your business. That’s why

need now and support your future

* Smart keys for remote activation

at the NAMA OneShow - Booth 112.
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SUCCESS STORY: OPERATION PROFILE |«

35 years
of growth

By Emily Refermat, Editor

This California family vending operation
has thrived for more than three decades
and continues its success with the addition
of the third generation, who added new
business lines to drive growth of the
Canteen franchise.

&J Vending of Union City, Calif. turns
35 this year. The Canteen franchise,
started by father and son Joel C. (Senior)
and Joel E. (Big Joe) Skidmore in 1978,
had four accounts. Now there are more
than 1,300 machines and eight routes.
With the addition of the third genera-
tion, Joel E. Skidmore’s daughter Jenni-
fer, the company expanded its business
into office coffee and pantry service at
a time when vending was feeling the
recession, and t he o peration c ontin-
ues to innovate. J&J’s latest addition, micro markets, has
brought the company a number of new locations.

Partners from the start

In 1978, Skidmore Senior was working as a manager for

Canteen of Burlingame when they approached him with a

franchise opportunity. They would take larger accounts,

but send smaller locations to him for vending service. He

agreed and asked his son, only 17 at the time, to become
CONTINUED »

Joel Skidmore is a hands-on owner who moves equipment and
helps with daily business.
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a full partner in the new business —
J&J Vending. They ran it out of their
home garage.

Now J &]J V ending re sidesin a
12,500 s quare-foot f acility. T he
operation serves businesses making
up to $40,000 in vending revenue in
the San Francisco Bay area.

Throught hey ears,S kidmore
found it both a pleasure and struggle to
work with his father. Skidmore Senior
was resistant to new technology, like
the handhelds and vending manage-
ment s oftware t he o peration a dded
in 2003 in order to increase the cash
accountability and inventory control.

“When I was the young one and
worked with my father, he resisted
alotofthings,” s aid S kidmore. “1
always said if I had a child working
here, I w ould never say no.” Skid-
more’s declaration would be put to the
test in 2009 when his daughter started
working full time at J&J Vending.

Skidmore senior retired in 2004.
He passed away in 2010. T hat year
Skidmore and his wife, Brenda, bought
the outstanding company portions and
become sole owners of the franchise.

Third generation expands business

Four years ago, after graduating col-
lege, Jennifer Skidmore was looking
for a job. Her father suggested she
work at J&J on a t emporary basis.
She agreed, but soon realized it was

Ashley Karpan handles J&J’s coffee customers including the operation’s lobby single-cup

store where J&J offers K-cups for direct pick up.

something she really enjoyed. “It’s
fun,” Jennifer s aid. “And I re ally
do enjoy working with my parents.
They’re my best friends.”

Almosti mmediately] ennifer
added an office coffee service (OCS)
division to J&J. She got the idea from
attending a NAMA show where cof-
fee was featured as a s ales g rowth
strategy d uring t he re cession. “ It
seemed O CS was where the money
was,” said Jennifer. J&J has been suc-
cessful using mostly drip brewers. It
doesn’t have a private label, but offers
brand names and local coffees. “It’s
kind of a trend to go local in this area,”
said J ennifer. T he ¢ ompany o ffers

CONTINUED »
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J&) Celebrates Its
Anniversary With
Makeovers

To celebrate its 35th year in
business, J&J Vending is up-
dating its logo, building a new
Website and moving to a new
building, which will include

a micro market on the top floor.

“Every week we plan to invite
a location to explore the
Company Kitchen,” said Joel
Skidmore. He believes this
will help locations understand
what a micro market is and
increase business.



USA Technologies' cashless payments and
telemetry system is already bringing added
convenience to over 186,000 locations nationwide.

Now, USA Technologies' new mobile application
gives operators the ability to reach consumers
directly and impact buying behavior before they

make a purchase.

Connect with consumers where ever, when ever,
with the information that they think matters most.

« Prepaid Program
« Coupons and Rewards
« Machine locator

TECHNOLOGIES

One company, one point of contact, one call.

800.633.0340 . www.usatech.com

Visit us
at NAMA

in Booth
#1229
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some single-cup options as well such
as Keurig and Newco pod brewers.

Along with OCS came pantry ser-
vice, where a l ocation pays for free
food and beverages to be provided to
employees. J&]J provides the coolers
and snack racks, often branded with
the location name and logo, as well
as delivery of the refreshments. “It’s
really resulted in big growth for us
in the last year,” said Jennifer about
pantry service.

Jennifer’s o ther ¢ ontribution t o
J&J w as m ore p hilanthropic. O ne
percent of J&J’s OCS sales go to Plant-
ing Justice, an Oakland, Calif.-based
non-profit which is dedicated to food
justice, economic justice and sustain-
able local food systems. Also, this year
Jennifer is planning to start an apple
orchard on the company’s property.
Dedicated to her maternal grandfa-
ther, the fruit from “Papa’s Garden”
will be donated to local food banks.

“Who w ould h ave t hought m y
third generation would have brought
so much to the company,” said Skid-
more. He also c redits h is w ife a nd
partner in the business. “Brenda, my
wife, is a huge part of our company,”
said Skidmore. “She runs the office
and keeps Jennifer and me in check.”
She will ride w ith ro ute d rivers or
make deliveries — whatever is needed.

Technology will bring new efficiencies
While Jennifer is the newest family
member to work at J&]J, she remains
dedicated to the business and services
it provides. She is excited about the
next 5 to 10 years and how technol-
ogy will better the operation. “Vend-
ing could be a lot more efficient,” she
said. T he c ompany is p lanning t o
add prekitting in the next year and
a warehouse product picking system.

Already, ] &J h as a dded m icro
markets. “ We s tarted w ith A vanti
in 2011,” said Skidmore. “But have
since changed to Company Kitchen
systems.” Company Kitchen allowed
J&J an exclusive territory and Skid-

OPERATION PROFILE

Owners: Joel and Brenda Skidmore
Location: Union City, Calif.
Number of employees: 14

Number of routes: 7 vending,
1 dedicated micro market and
OCS route

Software provider: MEI

Annual revenue: $3.5 million

J&J Vending installs sophisticated looking
shelving and coolers in its micro markets.

more preferred the high-end look of
the shelving and furniture. “It’s more
like office equipment,” he said.

Local fresh food
J&J uses a local foodservice provider
to supply fresh food to the markets.
The micro market driver delivers food
on Mondays and Thursdays. “We sell
a lot of salads,” said Skidmore. Other
popular fresh food products include
yogurt parfaits and fresh fruit. On
the frozen side, J&]J has had success
with frozen meal replacements like
Weight Watchers and Lean Cuisines.
Micro markets increased J&]J sales
70 percent in the first location Skid-
more tried. Part of that was likely due
to the fact a food machine was not
previously offered, but the concept
has been successful elsewhere as well.
J&J converted one existing account,
but has gained two new locations just
for the micro market segment.
Shrinkage hasn’t been a problem
in J&J markets. Skidmore finds the

42  Automatic Merchandiser | VendingMarketWatch.com | April 2013

Operation Profile: J&) Vending

Joel Skidmore
believes op-
portunities
like micro
markets and
cashless pay-
ment systems
are exciting
develop-
ments for the
industry.

flat screen television showing people
in the marketis a d eterrent. L oca-
tions also police themselves. He’ll get
notifications from a customer that a
certain employee might have taken
an item without p aying. S kidmore
checks the account and will let the
location know the situation, such as
if there was a credit on the account.
He thinks his shrinkage averages 2 to
5 percent, depending on the market.

Investments in vending too

Micro markets aren’t the only place
J&]J has invested in technology, how-
ever. The company has added LED
lights t o v ending m achines a nd a

retrofitted t ouchscreen d oor o n a

machine atah ospital. J&J is also
advancing its cashless payment pro-
gram — already about 5 p ercent of
the machines except credit and debit
cards. “All the new installs have cash-
less,” said Skidmore. “The workforce
has changed. People, myself included,
never carry cash. Everything is on
credit cards.”

Thirty-five y earsis al ongtime
tobeinbusiness. S kidmore k eeps
the momentum going by embracing,
instead of resisting new technologies
and b usiness | ines i ncluding n ew
ideas from the third generation — his
daughter. With new revenue streams
and giving back to the community,
J&J Vending is poised to be successful
well into the future. | 4



Coffee Parts Plus

Content Licensing for
Every Marketing Strategy

Marketing solutions fit for:
* Outdoor

* Direct Mail

* Print Advertising

* Tradeshow/POP Displays
* Social Media

* Radio & Television

Logo Licensing | Reprints | Eprints | Plaques
Leverage branded content from Automatic Merchandiser to create a more powerful and
sophisticated statement about your product, service, or company in your next marketing campaign.

Contact Wright's Media to find out how we can customize your acknowledgements and recognitions

to enhance your company’s marketing strategies.

For more information, call Wright's Media at 877.652.5295 or visit our website at
www.wrightsmedia.com

PHONE: 1-866-736-5282 FAX: 1-800-216-6606
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Coffee Accessories, Parts and Water Filtration
www.coffeepartsplus.com

PRIVATE LABEL OR DURE LABEL
Rated superior by A1,

For more information call us at 614-409-9030
www.durefoods.com | rmalcolm@dureus-Eomas

ODS LTD.
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Fox Vending, Inc.’s Jim Milton
Wins Route Driver of the Year

By Alfonso Flores

Sponsored by Mondelez International
and Automatic Merchandiser, the award
recognizes the industry’s finest route drivers.

FUR MURE than 36 years, Jim Milton has been

delivering products and smiles for Bridgeview, Ill.-based
Fox Vending, Inc. In recognition of his exceptional
customer service, Milton was recently named Automatic
Merchandiser’s 2012 Route Driver of the Year.

Worthy recipient

Jennifer Fox, president of Fox Vending and nominator,
struggled with a way to show appreciation for such a
dedicated employee, wondering how to repay someone
for so many years.

“Milton is not someone who has ever required
accolades; he’s a humble kind of guy,” Fox said. “He
does his job so well every day because he takes personal
pride in doing so, not so he can be told how great he is
or get a pat on the back.”

Ultimately, Fox believes winning this contest was
a fitting reward. Nominations were scored on years as
a driver, number of machines serviced, miles traveled,
accidents and citations, sick days, speed, thoroughness,
likability, number of compliments, friendliness, appear-
ance, condition of truck, empty spirals and sales.

¢6 He takes personal pride in doing [his job],
not so he can be told how great he is.)?
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In for the long-haul
Milton has been involved in the vending industry since
graduating high school. He began working in a factory
for a vending operation that has since gone out of busi-
ness. When they began down-sizing, Milton decided

to search for a new position, and found a listing for an
opening at Fox Vending.

During his 36 years of service, Milton has declined
offers for management positions to continue doing what
he loves — running a route.

Being a driver allows Milton to work independently
and plan his route, all while providing customer service.
Due to his efficiency and grasp of inventory needs, he
often returns to the warehouse without a single case
left on the truck.

“It’s kind of like being my own
boss,” Milton said. “Nobody
bothers me and they let me do
my job. I enjoy getting up in
the morning and going to
work every day.”

Changing technology

During his time in the vend-
ing industry, Milton has
experienced a lot of
changes.



Il Service Office Coffee

Bottled and Self Checkout

I ding Services Filtered Water Vending Markets
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Jennifer Fox, president of Fox Vending, trusts Jim Milton to provide great vending route service.

One change Milton has witnessed is customer-
loyalty, citing the loss of a 30-year account for slightly
better prices: “It’s very competitive now. When I started,
there used to be loyalty with customers. If you had good
customers they would stay with you, but times have
gotten tighter over the years.” Milton contributes the
increase in competition to healthy vending and greater
product variety.

“There used to be only nine selections in a candy
machine” Milton said. “Now they’ve got glass-front
machines with a whole variety of products to choose from.”

While he admits market shifts have made his job
more difficult, Milton feels new technology designed to
help the driver and the customer is the key to navigating
these trends. His willingness to welcome new technol-
ogy, such as implementation of vending management
software, points to his dedication to the future of the
operation.

Milton will be recognized by Mondelez International,
as well as Automatic Merchandiser, as the 2012 Annual
Route Driver of the Year winner at the NAMA One-
Show held in Las Vegas, Nev. April 24 to 26. | «

Marketplace

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

Lead Generation and Appointment
Setting for Operators, Distributors, and
Manufacturers in the Vending Industry

Let ke the COLLD call
Letus make the Si0call . NUAge

MARKETING SOLUTIONS, LLC

Your salespeople can focus their valuable time

and energy on closing sales and acquiring new Rockwell C“;"OA' Bose
customers for your vending business - rather debjudas@iowatelecom net
than sifting through hundreds of cold calls

to find a few prospects who might need your (800) 684-0393
company’s products and services. Vf;;,?ég:ﬁfgg?:

Manage Your Fieet While On the Go....

GPS North America’s

Smart Phone App Ep 5
allows you to manage NORTH AMERICA
your fleet while on the go. ATl

Call today for a live demonstration
and FREE Trial Program. BY ADVERTISING IN

AUTOMATIC MERCHANDISER

CONTACT Jamie Bauer FOR MORE INFORMATION:
1-800-547-7377 x1314 * Jamie.Bauer @ VendingMarketWatch.com

GPS North America Helps
Make Your Business More
Profitable By:

v Reducing Fuel Consumption by 20%
v Route Optimization

i v Minimizing Engine Idle Times

# v Dispatching Jobs Directly to Driver

v Real-Time Alerts
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WMACHINE SALES
& SERVICE, INC

Over 3000 Vending Machines,
Supplies, and Accessories

Buyer for Your
OCS Busineds

to choose from.

Use our exclusive & unique
features to shop on our website.

www.onlinevending.com

855-282-8363 (vend)

JS Business Services, LLC
MSA and Consulting for
\Vending and OCS Businesses

jerry@jsbusiness-services.com
Call 516-621-1159

ADVERTISE HERE| T

“Bring Operator Prices Factory Direct Nationwide”

Contact Jamie Bauer CALL THE REST THEN CALL US
for advertising information: In vending since 1960.

PH: 1-800-313-1821
Fax 1-800-211-1066
WWW.VENDINGMACHINESALES.COM

800-547-7377 ext. 1314
Jamie Bauer @ VendingMarket Watch.com

The CSG team has more than a century of
experience in the refreshment industry.

Aker $ervice Co. Let us help you sell your business.
Coin & Currency ~
Counters SALES & MARKETING Gary Pretzer

Vending, OCS, Mobile Catering, Micro Markets,

New & Pre-owned Equipment Director of Mergers & Acquisitions

Schools, Alternative R X
Sales, Service & Supplies Richard Atnip‘ gary@consolidatedservicesgroup.com
“We stock parts for discontinued models” dickatnip@atnipco.com Ofﬁ ce C ell
(859) 225-8244 Rullssien, O] AieCeieen (520) 300-4785  (708) 7741434
; (800) 660-2864 )
Lexington, KY Consolidated
www.cashhandlingsolutions.com LN AR et Segrlgisp of Exeter, LLC

We are the “Industry People’

nsolidatedServicesGroup.com  800-724-1125 ext.126

JANETTE CARTER
ROBERT LUKE

714.223.0365
866.380.3365

jearter@focus365.com
rluke@focus365.com

1301 N. Jefferson
Anaheim CA 92807
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4 SREAKFAST BISCUTS

Mondelez International, Inc. a pre-eminent
maker of chocolate, biscuits, gum and candy, an-
nounces the launch of helVita Breakfast biscuits
in foodservice and vending. Made with 18 to 20
grams of whole grain, each individual package of
four biscuits is portioned to provide nutritious and
sustained energy all morning long. Each package
provides 3 grams of fiber and is a good source of
B Vitamins and Iron. The belVita product has no
high fructose corn syrup (HFCS), hydrogenated
oils, artificial flavors or sweeteners.

belVita is available in Golden Oat and Blueberry
flavors. Each box is packed in eight boxes of eight
packs, with each pack containing four biscuits.

www.vendingmarketwatch.com/10889038

GMCW announces the new
Korinto Super Automatic
Espresso Machine. Partner-
ing with Italian-based N&W
Global Vending to bring Necta
branded Super Automatic
Espresso Machines to the
U.S., the Korinto will allow
the user to create a variety of
specialty hot beverages using
fresh coffee beans, solubles
and fresh milk (optional).
With an increase in customer
demand for specialty coffee
beverages, GMCW offers
customers a solution that will allow them to
profitably serve cafe quality espresso-based
beverages in non-cafe environments.

www.vendingmarketwatch.com/10874777

For more products, visit the online Buyer’s Guide at:
www.vendingmarketwatch.com/directory.
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Wilbur Curtis

Co. offers the
Primo Cappucino.
With its new,
space saving
open “up” access door there's no need to leave

a gap between equipment, freeing up valuable
and profitable counter space. Beautifully styled,
digitally advanced and financially rewarding, the
Curtis’ G3 Concept Series Primo Cappuccino™
(PCGT) Machine is available in 3, 4, 5 and 6-head
models. With Generation 3 Technology, the Primo
Cappuccino allows digitally controlled blending
and dispensing functions.

www.vendingmarketwatch.com/10882260

VendCentral has launched a new
web-based mobile app. Designed
as an additional offering to vending
customers, the app, named MR1
(or Mobile Request 1), will allow
customers to have a direct link to
the vending company, being able
to request refunds, report machine
problems, ask for new products
and provide feedback from the

o —— .
CHAMPION convenience of any smartphone.

Vending companies engaging

MR1 will have a quick response
(QR) code sticker on their vend-
ing machines next to the standard support phone
number. If a customer experiences any type of
problem, they can simply scan the QR code with

a smartphone and immediately access a mobile
optimized Website featuring simple action buttons,
such as “request a refund,” “report a machine
issue” and “request your favorite item.”

MR1 is available to vending companies for a start-
up fee and monthly subscription cost. VendCentral
handles all setup and design that is needed to
establish the dedicated mobile Website for each
involved company. Beyond the standard service
requests, vending companies can also utilize the
app to promote any social networking sites and to
link to the full company Website.

www.vendingmarketwatch.com/10887890
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GRAB SOME
HOMEMADE
GOODNESS

Avtomatic Merchandiser
Readers’ Choice Award winner

COLD BEVERAGE NEW
PRODUCT OF THE YEAR!

© 2013 Sweet Leaf Tea Company



small in size

BIG

oh goodhess

MADE WITH Offer a wholesome lil’ snack that kids are sure to love.

(‘o] To learn more about HONEY MAID LIL’ SQUARES, contact your
Mondelée North America sales representative.

WHOLE

GRAIN

18ss2023013  JMondelez,

fs-snacks-desserts.com

Sign up online for Snack & Dessert Solutions, a free
program designed to help build your business.

©2013 Mondeléz International group
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