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elf checkout micro mar-
kets are the fastest grow-
ing segment in automatic 

merchandising today, carving 
a new niche in our nation’s 
retail landscape. Being a new 
format, many questions remain 
about fi nancial metrics and the 
best business model for opera-
tors to use with these systems.

But what the vending indus-
try needs to recognize going for-
ward is that 1) the technology 
doesn’t stand still, and 2) the 
micro markets will have a big, 
positive impact on traditional 
full line vending. The micro 
markets will inject vending with 
a long needed shot in the arm.

In his article on page 18, 
contributing editor Allen 
Weintraub reviews the key 
questions vending operators 
should ask themselves in decid-
ing which system to invest 
in. The more salient topic he 
brings to light, however, is the 
revolutionary impact of the 
consumer data that the micro 
market software gathers for 
operations and marketing.

Vending enters a new era
The micro markets are bring-
ing vending into the world 
of retail marketing in a more 
powerful way than ever.

Most micro market pro-
viders are offering customer 
rewards programs and com-
bination offers. Because the 
system providers have roots in 
vending, some have recognized 

the benefi ts of adapting these 
programs for vending and are 
developing ways to introduce 
them to vending.

The vending industry’s 
adoption of cashless payment 
technologies, meanwhile, sets 
the stage for a consumer data 
revolution in vending.

Cashless systems evolve
Cashless vending system pro-
viders are developing interac-
tive prepay, coupon and loyalty 
programs to enable operators 
to offer prepaid cards that give 
consumers the ability to reload 
a card, stack up loyalty points 
and be rewarded for their 
purchases with coupons and 

promotions. The programs can 
be integrated into Facebook 
and other social media sites.

These payment systems will 
allow vending operators to adopt 
micro markets’ marketing pro-
grams, giving vending a whole 
new set of consumer benefi ts.

In his article, Weintraub 
notes the micro market opera-
tor’s fi rst objective is to enroll 
customers in stored value card 
accounts so that the individual 
consumer can be identifi ed. By 
using cash to upgrade the stored 
value card, credit/debit card fees 

are eliminated. More impor-
tantly, the operator has access 
to data about the consumer that 
opens the door to value enhanc-
ing marketing opportunities.

Keep in mind: technology 
doesn’t stand still. Consumers 
are already using their mobile 
phones as mobile wallets. Even 
for vending purchases.

When consumer product 
manufacturers realize the 
marketing power the vending 
channel can give them with 
these new tools, vending will 
command the same relevance 
for these manufacturers as 
supermarkets, mass merchants, 
drug stores, restaurant chains, 
and convenience stores. The 

manufacturers will then invest 
more of their marketing dollars 
in vending.

The future is already here
The immediate opportunity for 
vending is to use the data that 
the cashless programs generate 
for marketing and operations.

The micro markets, mean-
while, are helping to drive the 
vending industry to a bold 
new future. 

S

Micro markets give vending 
better marketing tools
By Elliot Maras, Editor

Please send your comments regarding this 

or any article in Automatic Merchandiser to 

Elliot.Maras@VendingMarketWatch.com

THE micro markets will inject 
vending with a long needed 

shot in the arm.
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in Booth #1229
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hen a business is facing a 
challenging market, belong-
ing to NAMA is more 

important than ever. From a strong 
advocacy program that protects us 
from potentially harmful legisla-
tion and burdensome regulations to 
meaningful world-class education 
programs that keep us at the top 
of our game, NAMA is a powerful 
partner that can help with every 
aspect of your business so you are 
poised to fl ourish regardless of mar-
ket conditions.

In a diffi cult economy when 
legislators are looking for new 
revenue streams, a strong govern-
ment affairs department is more 
important than ever. Legislators at 
local, state and federal levels see 
our industry — and more specifi -
cally the profi ts you receive for all 

your hard work and dedication in 
particular — as an easy way for 
them to raise revenue.

Consider all the areas where 
we need NAMA to protect our 
interests: unfair tax hikes on the 
local, state and federal level, new 
coin and currency regulations, new 
nutritional and labeling require-
ments, new health care mandates, 

and regulations associated with the 
Americans with Disabilities Act.

Government affairs is so impor-
tant that NAMA has added more 
funding and a regional lobbyist to 
help states with diffi cult legislative, 
regulatory and tax problems.

And what about education? A 
business leader must understand the 
market, must understand the com-
petition, and must understand how 
to differentiate himself/herself from 
the competition. But for many busy 
executives caught up in the fl urry 
of meetings, texting and emails, 
fi nding the time to keep up can be a 
daunting challenge.

Education made accessible
NAMA has a host of education pro-
grams that make it simple to keep up 
with everything, whether you want to 

learn about the newest technologies 
like how remote monitoring can help 
your business, or why understand-
ing how to brew the very best coffee 
can translate into profi ts for your 
company. Just by going to NAMA’s 
OneShow or CoffeeTea&Water event, 
you have everything you need at your 
fi ngertips — powerful education 
programs addressing dozens of critical 

business issues, unmatched network-
ing opportunities, and the chance to 
see the hottest products and services 
our industry has to offer. Be sure 
to look for a new 2-day sales train-
ing program to be introduced at this 
year’s OneShow.

Industry specifi c resources
From the popular Supervisor Devel-
opment Training Program to the 
highly acclaimed Executive Devel-
opment Program, NAMA delivers 
unmatched educational resources 
created specifi cally to address the 
problems we face in our industry 
and simply are not available any-
where else.

Thanks to the Certifi ed Executive 
(NCE) and Quality Coffee Certifi -
cation Program (QCCP) Certifi ed 
Coffee Specialist (CCS) certifi ca-
tion programs, NAMA members 
who meet program standards can 
distinguish themselves from their 
competitors and demonstrate to their 
accounts that they represent the 
best in the industry. Thanks to the 
Knowledge Source Alliance Network, 
members can access partners who 
offer free advice on everything from 
employment law to health and safety, 
sales and marketing and more.

Plus, professional NAMA staff 
members are available to answer 
questions and help members fi nd the 
resources that quickly solve problems.

The good news is that tough 
times always end, and the boom 
times will eventually return, and 
NAMA will be there with the tools 
and services you need to succeed. 

W

Today’s fast pace of 
change makes NAMA 
more vital By Greg Sidwell, Contributing Editor

Greg Sidwell is president of G & J 

Marketing in Palm Harbor, Fla. He 

has received the vending allied 

member of the year award and 

was named by Michigan State 

University as its alumni associa-

tion industry member of the year.

THE good news is that the tough 
times always end and the boom 

times will eventually return.
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VendingMarketWatch Top News Stories

.S. Senate Majority Whip Richard 
Durbin, D-Ill., sent a letter to FDA 
Commissioner Margaret Hamburg 

to investigate the caffeine content in 
energy drinks after learning about a 
14-year-old girl from Maryland who died 
last December of a cardiac arrhythmia 
due to caffeine toxicity after drinking 
two 24-ounce Monster energy drinks in 
a 24-hour  period.

“Consuming large quantities of 
caffeine can have serious health con-
sequences, including caffeine toxicity, 
stroke, anxiety, arrhythmia, and in some 
cases death,” Durbin wrote. “Young 
people are especially susceptible to suffering adverse effects because energy drinks 
market to youth, their bodies are not accustomed to caffeine, and energy drinks con-
tain high levels of caffeine and stimulating additives that may interact when used in 
combination. The glossy marketing tailored to youth has worked — 30 to 50 percent 
of adolescents report consuming energy drinks.”

A 2011 report by the Substance Abuse and Mental Health Services Administration 
found that emergency room visits due to energy drink consumption increased 10-fold 
between 2005 and 2009. The report also found that of these emergency room visits, 45 
percent were young people between the ages of 18 and 25, and 56 percent were due to 
energy drinks alone, and not energy drinks used with alcohol, drugs or medications.

U
Durbin calls for FDA probe of 
energy drinks following death Dart Container Corp. 

will buy Solo Cup Co.
▶ Dart Container Corp., 

based in Mason, Mich., and 

Solo Cup Co., headquartered 

in Lake Forest, Ill., have 

signed a defi nitive agreement 

under which Dart Container 

will acquire Solo in a transac-

tion valued at approximately 

$1 billion. Both companies 

are in the consumer and 

foodservice disposable 

packaging business. The 

transaction, which is subject 

to regulatory approval, is 

expected to close by the third 

quarter of this year.

Massachusetts 
vendors petition 
machine fee hike
▶ The Massachusetts 

Vending Association has 

asked Massachusetts 

vending operators to sign a 

petition against a proposal 

to increase license fees 

for vending machines by 

567 percent per machine. 

The association will also 

provide stickers to place on 

machines to urge custom-

ers to oppose the increase. 

To sign the petition, go to: 

http://tinyurl.com/6tscvvh.

Anpesil changes name 
to Thayer Distribution
▶ Anpesil Distribution 

Services, the Gibbstown, 

N.J.-based products distribu-

tor, has changed its name to 

Thayer Distribution. The new 

name is taken from the com-

pany’s original location on 

Thayer Street in Philadelphia, 

Pa. The company has distri-

bution centers in Gibbstown, 

N.J. and North Bergen, N.J. 

NRA releases new 
ServeSafe food 
safety book
▶ The National Restau-

rant Association introduced 

the next generation of 

its ServSafe food safety 

manager program to meet 

the evolving needs of the 

foodservice industry. The new 

ServSafe manager book, 6th 

edition (formerly ServSafe 

Essentials) training materials 

include optimized, recali-

brated and focused content 

created by the industry, for 

the industry. In addition, the 

ServSafe.com Website has 

been redesigned to ease nav-

igation by multiple audiences 

and refl ect the improvements 

in the 6th edition.

     The new ServSafe 6th 

edition contains the latest 

FDA food code updates 

and is based on a new job 

task analysis developed 

exclusively by foodservice 

operators across segments, 

academic bodies and regula-

tory experts for real-life situ-

ations. The edition focuses 

more intently on the preven-

tative measures to keep food 

safe, leading to stronger food 

safety practices and a better 

trained workforce.

New York vendors fi ght 
to raise vending sales 
tax exemption
▶ The New York State 

Automatic Vending Associa-

tion continues to fi ght for tax 

fairness after the legislature 

failed to include a vending 

sales tax exemption increase 

from $.75 to $1.50.

     The association’s lobbyist 

spoke to Assemblyman Bill 

Magee, the sponsor of the 

bill, who indicated that he 

will try to introduce the bill 

as a stand-alone bill in the 

new legislative session.

Thinkstock
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Kraft Foods to change 
corporate name to 
Mondelez International 
▶ Kraft Foods Inc. will 

change its corporate name 

to Mondelez International, 

Inc. (pronounced mohn-

dah-LEEZ), a newly-coined 

word that evokes the idea 

of “delicious world.” As 

previously announced, Kraft 

Foods is dividing to create 

two public companies before 

the end of 2012: a global 

snacks business and a North 

American grocery business. 

The North American grocery 

company will become Kraft 

Foods Group, Inc., retaining 

the Kraft brand.

ZeeCooper & Co. to rep 
Heritage Coffee Co.
▶ ZeeCooper & Co., the 

Lusby, Md. coffee service 

products brokerage, has 

agreed to represent London, 

Ontario-based Heritage Cof-

fee Co. in the U.S., initially 

focusing on expanding the 

private label program. 

Starbucks, Green 
Mountain expand 
partnership
▶ Starbucks Coffee Co. 
and Green Mountain Cof-

fee Roasters, Inc. (GMCR)

announced the expansion of 

their strategic relationship 

for the manufacturing, mar-

keting, distribution and sale 

of Starbucks-branded Vue™ 

packs for use in GMCR’s 

recently introduced Keurig® 

Vue™ Brewer. 

Applications available 
for John Boyle and Alan 
Plaisted scholarships
▶ Applications are being 

accepted for both the John 

Boyle Memorial Scholarship 

sponsored by the Tri-State 

Automatic Merchandising 

Council, serving Pennsylva-

nia, New Jersey and Dela-

ware, and the Alan Plaisted 

Scholarship sponsored by 

the Southeastern Vending 

Association. Both scholar-

ships cover costs for attend-

ing the 2012 Michigan State 

University/NAMA Executive 

Development Program, Oct. 

21 to 25, 2012. For infor-

mation, contact the respec-

tive associations.

Canteen Vending buys 
CL Swanson’s vending 
and dining business
▶ Canteen Vending Services 
Inc. acquired the vending 

and dining assets of CL 
Swanson Corp., the Madison, 

Wis.-based provider active 

in Wisconsin, Illinois, Iowa, 

Tennessee and Arkansas, 

from the Swanson family for 

an undisclosed sum, said 

Steve Luccia, Canteen’s 

vending services division 

chief fi nancial offi cer. CL 

Swanson, founded in 1945, 

had annual sales over $40 

million. The acquisition 

does not include the correc-

tions business.

     Luccia said Canteen 

acquired CL Swanson’s oper-

ating facilities in Rockford, 

Ill., Dubuque, Ia. and Spring-

dale, Ark. CL Swanson opera-

tions in Memphis, Tenn., 

Little Rock, Ark., Madison, 

Wis. and Milwaukee, Wis. 

will fold into Canteen facili-

ties. A Canteen franchise in 

Jonesboro, Ark. is consider-

ing taking CL Swanson’s 

Jonesboro business.

People in the News
Avanti Markets names Five Star 
Food Service operator of the year
Avanti Markets named Five Star Food 

Service Inc., based in Chattanooga, Tenn. 

as its operator of the year. Alan Recher, 

president of Five Star, accepted the award. 

Mr. Coffee’s Samuel Glazer passes away
Samuel Glazer, a co-founder of Mr. Coffee, recently 

passed away. He was 89.

Autocrat names senior food technologist
Autocrat, LLC named Mark Vasi as senior food ap-

plications technologist.

Industry loses James Herr
James S. Herr, founder of Herr Foods Inc., 

maker of Herr’s line of snacks, passed away 

of complications from pneumonia.

Kienna Coffee names U.S. sales director
Kienna Coffee, based in Calgary, Canada, appoint-

ed Rod Thorgeirson as director of sales to the U.S. 

He is based in Phoenix, Ariz.

Red Bull founder Chaleo Yoovidhya 
passes away
Chaleo Yoovidhya, a Thailand businessman who 

started the Red Bull franchise, recently died.

AVT, Inc. names Ben Wheeler as sales and  
marketing director
AVT, Inc. named Ben Wheeler as director of sales 

and marketing. He comes from Flextronics Inter-

national.

NAMA names industry award winners
NAMA announced its 2012 industry award win-

ners. Winners are: Industry Person of the Year: 

Craig Hesch, NCE5, owner, A.H.  Management 

Group, Inc., Rolling Meadows, Ill.; Coffee Operator 

of the Year: Ken Shea, NCE5, vice president and 

director of fi eld operations, The Standard Compa-

nies, Inc., St. Charles, Mo.; Coffee Allied Member 

of the Year: Tim Wayne, director of sales, The 

Folgers Coffee Co., Orrville, Ohio; Vending Operator 

of the Year: Dan Hart, owner of Southern Refresh-

ment Services-Canteen, Tucker, Ga.; Vending Allied 

Member of the Year: Brent Garson, president, Ven-

dors Exchange International, Inc., Cleveland, Ohio.

Recher

Herr
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Are you ready for the new 4 Cs?
Connect, Communicate, 
Customize, Cashless
By Paul Schlossberg, Contributing Editor

ook back 50 years and the vending business was 
described as the 4 Cs. That’s coffee, cola, candy 
and cigarettes.

Today we live in a new world of technology and 
instant communications.

We are entering a new era for our industry. The new 4 
Cs are connect, communicate, customize and cashless. The 
challenge for vending, OCS and 
onsite foodservice operators is how 
effective we will be in this new 
4 Cs world. How quickly will we 
adapt to these new standards?

We saw dramatic evidence of 
how retail channels are chang-
ing at the 2012 National Retail 
Federation (NRF) Show in New 
York City in January.

Paco Underhill, founder and 
president of Envirosell, a retail 
consulting fi rm, was a featured 
speaker. He said, “The way 
people shop will change more 
in the next fi ve years than it has 
changed in the past 100 years.” 
Those of us in vending, OCS 
and onsite foodservice run retail 
stores. We should be getting 
ready for even more change in 
how we sell, what we sell and 
where we sell.

Stop and think for a moment how much change 
we’ve seen in how we communicate with one another. 
And consider how quickly and easily we can access 

information about where we go to buy something or 
how to get there.

The iPhone was fi rst introduced on Jan. 9, 2007. In 
December 2011, over half of all Americans had a smart 
phone — whether it was an iPhone or an Android 
phone. How did we ever exist before we had these amaz-
ing, addictive devices?

In the next two years, Apple 
is expected to sell 65.6 million 
iPads, according to analyst Michael 
Walkley of Canaccord Genuity, the 
global investment bank. That will 
mean more than 100 million iPads 
sold by the end of 2012. The iPad 
was introduced in January 2010.

Look at today’s new innovations
We have seen a wave of excep-
tional new vending equipment 
coming on the market in recent 
years. The Coca-Cola Interac-
tive Vending Machine. The Kraft 
diji-touch candy/snack machine. 
The Pepsi Social Vending Machine. 
There are self-serve ordering 
kiosks for foodservice operations. 
The self-service markets where 
payment kiosks and scanners 
replace the vending machines. The 

arrival of single-cup brewing equipment and an increas-
ing number of branded product options has been a huge 
growth driver for OCS operators.

L
Interactive connectivity and digital media are changing the way people shop for 
everything, everywhere. Vending, OCS and onsite retail have to be where the action is.

C O N T I N U E D  ▶
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The National Automatic Mer-
chandising Association (NAMA) 
presented the highlights from its 
very important market research 
study at the 2011 OneShow. The 
most important highlight was that 
young people like vending. One of 
the key reasons is that they prefer 
to deal with a machine rather than 
deal with people when they are 
shopping. They like the fact that it is 
fast, accurate and self-service.

Let me tell you what I learned at 
the NRF Show in New York City. It 
relates directly to how shopping will 
change and what we must do to win 
the next generation of shoppers. All of 
this sets up the possibility of an excel-
lent future for us, if we capitalize on it 
with the most appropriate solutions.

What was new at the NRF 
Show? In a word, it was vending.

At the Intel booth, there was the 
new Kraft Jell-O sampling vend-
ing machine. Kraft has deployed 
these machines at supermarkets to 
offer samples of new products. The 
machine is “smart.” It has facial 
recognition capabilities and can 
recognize a child versus an adult. 
When sampling food products at 
retail stores, the demonstrators can-
not offer a sample to a child unless 
the parent permits it fi rst. So the 
machine can stop a child from get-
ting a sample.

What was interesting was that 
Intel then changed the front panel 
to demonstrate the diji-touch candy/
snack machine. They showed how 
it functions and how shoppers can 
interact with it. They also described 
how operators can set the screen 
planogram to maximize the shop-
ping experience.

Interactive video changes shopping
Also at the Intel booth was the new 
Adidas shopping wall. Rather than 
simply put shoes on display, there is 
an interactive, high-resolution image 
of each shoe. Shoppers can use the 

touchscreen to “pull out” the shoe, 
rotate it any direction, get informa-
tion about the shoe, learn which 
sizes are available in the store and 
even request that a store associate 
come over. That saves time for the 
shopper and for the store staff. And 
there is no need for a shoe on the 
wall for shoppers to see.

“Catch ‘Em and Keep ‘Em: Revi-
talizing the Store in a Cross-Channel 
World” was the title of a presenta-
tion at the NRF show made by a 
team from Cisco Internet Business 
Solutions Group. Their premise was 
that there is an entirely new level of 
consumer shopping behavior — it’s 
called cross channel shopping.

Cisco learned that consumers 
are engaging heavily in cross-chan-
nel shopping and with a greater per-
centage of shopping going online. 
That is having a big impact on 
physical store retailing; e.g., fewer 
people in the stores, using the stores 
as showrooms and then price shop-
ping and fi nishing the purchases at 
Amazon.com.

So, how can physical store retailers 
keep and convert consumers in their 
stores? By providing a more engag-
ing experience and providing ways to 
shop cross-channel in the store. This 

lesson applies to our industry — vend-
ing, OCS and onsite foodservice.

Cisco calls it the “mashop.” They 
described it as a “mashing up physi-
cal retailing with the best…online 
content revitalizes stores by creating 
compelling ‘mashop’ experiences 
that are not possible (in) either 
channel alone.”

From this perspective, Cisco cre-
ated and then tested fi ve “mashop” 
concepts in the U.S. and U.K. This 
research was about bringing the 
virtual experience into the store.

“Catch ‘em,” according to Cisco, 
is about making shoppers aware and 
engaging them. “Keep ‘em” relates 
to getting shoppers to the store and 
then maximizing what we sell them 
when they’re in the store.

My recent articles in Automatic 
Merchandiser and presentations at 
NAMA have emphasized that we 
must do a much better job of com-
municating with the shoppers at the 
sites we serve. Our future demands 
that vending, onsite foodservice and 
OCS operators learn and master 
how to communicate with current 
and potential shoppers using social 
media.

Digital media allows target marketing
In the Cisco concept tests, one of 
the primary strategies was to deploy 
a “product viewer.” This was a 
large, interactive screen to provide 
product information, views of the 
product, directions and more. Their 
research identifi ed how to target 
specifi c strategies to enhance appeal 
to different demographic groups. 
As you might expect, there were 
different approaches with more (or 
less) appeal to shoppers; men versus 
women or younger versus older.

Don’t forget that the fi rst gen-
eration of these applications have 
already been shown at the NAMA 
OneShow. Have you seen the Kraft 
diji-touch snack vending machine, 

C O N T I N U E D  ▶
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the Coca-Cola Interactive Vending 
Machine, the Pepsi Social Vending 
System, the Crane Merchandising 
Systems touchscreens, the VE Con-
nect interactive touch screen from 
Vendors Exchange International Inc. 
and the VendScreen from Vend-
Screen? If you have not seen these 
important innovations, go out of 
your way to learn more.

The interactive machines offer 
vending operators an important ben-
efi t that deserves to be mentioned. 
Whether or not the federal calorie 
disclosure law requires nutrition 
information at the point of sale, 
vending operators will fi nd it in their 
best interest to provide nutritional 
information before the purchase 

is made. This is how to do it. The 
nutritional data, allergy facts and all 
related details are easily accessible 
from the interactive screen.

That does not mean that shop-
pers must access the information. 
After all, not every shopper in 
convenience stores or supermarkets 
looks at the nutritional panel when 
they are shopping. But they want 
the information to be there if they 
want to read it.

Interactive shopping goes mainstream
Deployments of interactive shop-
ping experiences are multiplying at 
a rapid pace. Shoppers of all ages, 
but especially younger people, like 
to use these features.

Why is that? In a word, it is 
“gamifi cation.” According to Wiki-
pedia, “Gamifi cation is the use of 
game design techniques, game think-
ing and game mechanics to enhance 

non-game contexts. Typically, 
gamifi cation applies to non-game 
applications and processes, in order 
to encourage people to adopt them, 
or to infl uence how they are used.”  

For younger people, it is essen-
tially an extension of video games 
to retail shopping. How has shop-
ping changed? It has become a game 
— with interactive shopping tools. 
This interactive experience is what 
younger people expect, maybe even 
demand, as the way to engage their 
interest, motivate them to shop and 
possibly make a purchase.

The new 4 Cs, connect, com-
municate, customize and cashless, is 
our new and most important chal-
lenge. Our future and maybe even 

the survival of the vending industry 
depend on it. Let’s consider them 
one at a time.

Connect: We need online pres-
ence for our vending, OCS and 
onsite foodservice operations.

Communicate: Being online 
will allow us to reach our audience 
— shoppers and potential shoppers 
— with information concerning 
what we are selling now and will be 
adding next week. And our audi-
ence will be able to reach us with 
requests and feedback about how we 
are doing. The odds are that a Tweet 
will be available about an out-of-
stock before we see it with telemetry.

Customize: This will be our 
biggest hurdle. We must learn how 
to provide customized orders for 
the locations we serve. Subway, the 
sandwich shop chain, is recognized 
as providing many healthier selec-
tions. Why? It is very simple. Every 

sandwich (plus salad or breakfast 
item) is custom-made — assembled 
based on what the customer wants.

Cashless: This is the next big 
hurdle. Young people do not carry 
cash. They want to pay with a debit 
or credit card. Or better yet, with 
their smart phones. No need to cite 
the data. The trend is inevitable. We 
will be a virtually cashless society 
in the next fi ve to 10 years. Don’t 
wait — test cashless soon. It won’t 
work at every site. But it will work 
at many locations.

The dollar coin is not a solution 
for our industry. It will not work. 
It is too heavy. Did you ever carry 
17-dollar coins in your pocket? I 
did recently when I got change at a 
parking kiosk, and I did not like it.

Take a moment to ask yourself 
these two questions: 1) What will my 
business be 20 years from now? 2) 
What am I doing to make sure that 
we will survive and ultimately be 
successful 20 years from now? The 
way people shop is changing rapidly. 
The way retail stores respond is driv-
ing dramatic changes in how stores 
respond to that change.

The challenge for vending, OCS 
and onsite foodservice operators is 
how effective will we be in this new 
4-Cs world. We must be relevant 
for all of the shoppers we serve. 
Younger shoppers are already living 
in the world of the new 4-Cs. Let’s 
catch up to them because they are 
not waiting for us. 
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THE new 4 Cs is our new and most 
important challenge.
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2.5 ounces that prove it’s the little things
that make the biggest difference.

Nothing says premium like Starbucks® coffee in an office. It’s the gourmet 
greeting that welcomes all with open arms. Our 2.5 oz package is easy to use, 
surprisingly affordable and offers the distinctive flavor that only Starbucks can 
deliver. So help your customers’ office coffee make a statement and be a daily 
reminder to their staff and visitors that they deserve the very best.

Starbucks works to provide coffee of the highest quality, purchased with respect for farmers.
To find out more about how we’re helping to improve the lives of farmers and their communities,
visit www.starbucks.com/responsibility

Pike Place® Roast is now available.
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he 2012 National Automatic 
Merchandising Association 
(NAMA) OneShow marks the 

second year self checkout micro 
market companies will be on the 
exhibit fl oor. The growth and 
importance of the micro market 
channel is further confi rmed 
by the presence on the NAMA 
OneShow program of a panel, 
“Customers Love Self Checkout 
— How to Capitalize on This New 
Trend,” to be chaired by Terry 
Touchton, vice president of sales 
and marketing at Vistar Corp. 
Panel participants will include 
the four exhibiting micro market 
companies — 365 Retail Markets, 
Avanti Markets, Breakroom Provi-
sions and Microtronic US — and 
operators who have installed their 
micro markets.

With an estimated 2,000 micro 
markets now on location, major 
questions remain about the busi-
ness model that will make the 
markets profi table for the operator. 
Given that virtually all the current 
micro market operators are vend-
ing operators, the initial response 
is to follow the vending business 

model, whereby product manufac-
turers subsidize the micro market 
equipment, similar to how bever-
age companies provide vending 
machines and provide rebates based 
on products purchased.

However, the vending model, 
when applied to micro markets, 
is severely limited because it does 
not address the major opportunity 
afforded by the micro markets: the 
ability to identify and then satisfy 
individual consumer tastes and to 
thereby increase sales.

Why data analysis?
Instead, product manufacturers, 
micro market providers and micro 
market operators should concen-
trate their resources on consumer 
data analysis to develop product 
promotions to increase sales and 
profi ts. They can do this by:
• Encouraging non-users at the 

location to become micro market 
consumers;

• Increasing the units and dollars 
per transaction and transaction 
frequency by the current micro 
market consumers; and

• Converting debit/debit card con-
sumers to use the micro market 

T

Self checkout markets raise the bar:

Key things for 
operators to consider
By Allen Weintraub, Contributing Editor

C O N T I N U E D  ▶

Vending operators looking 
to add kiosks must 
recognize the importance 
of consumer data analysis.
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Stored value card
Self checkout market sales tracked with stored value card
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Stored value cards offer the benefits of 

cashless with lower fees as well as product 

purchase information valuable in merchandis-

ing micro markets. 

Thinkstock
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  Channel leader in  
the micro-market industry!

  Over 1,000+ markets operating  
nationwide!

  24/7 technical and customer support!

  Fast, knowledgeable and friendly  
customer service!

  Continuously solicit operator and  
end users feedback to support ongoing 
software enhancements, at no  
additional cost!

  In depth operator reporting and  
management system!

  Be a part of the family… with a new market!

  Smart-N-Go provides a different identity 
that includes a new kiosk and appearance 
without the high development costs!

er in

the Avanti Market Family?
Why choose to join

Avanti Markets Introduces:

POWERED BY AVANTI

New Features Launched April/May 2012
 Loyalty Reward Program!
 iACT – Active Calorie Tracker Program!
 Combo Meal Deals!

For more information visit:
www.AvantiMarkets.com | www.SmartNGo-MicroMart.com

Call us today at 888.937.2826!
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stored value account card to 
make purchases.

In a previous article, I noted that 
vending operators need to act more 
like traditional retailers to optimize 

micro market 
benefi ts. One 
example is the 
use of social 
media. Micro 
market opera-
tors will have 
to use social 
media and 
mobile market-
ing to engage 
the consumer 
on an individ-
ual basis.

To engage 
the consumer 
in a mean-
ingful way, 
micro market 
operators need 
data about the 
consumer’s 
buying habits. 
Fortunately, 
the equipment 
manufacturers 
have software 
that gathers 
this data. The 

question is to what extent they will 
share it with operators to allow 
operators to maximize sales.

The data fi le, “Market Report,” 
shown on this page should be famil-
iar to all micro market operators. 
The market report has the basic 
information needed to analyze the 
micro market consumer, specifi cally:
• Consumer ID from the stored 

value card;
• Product purchased and category;
• Price; and
• Date and time purchased.

The report above includes sales 
from stored value cards and from 
credit/debit cards. The bottom three 
line items in the above report that 
have no consumer number are for 
credit/debit card purchases.

From this data, one can observe 
that Consumer 11036737 (ignor-
ing the fi rst four digits) purchased 
two items, Seagram’s 20-ounce 
Seltzer and Pyramid Humus with 
Pita Chips totaling $3.84 on July 
11, 2011 at 12:21 p.m. On July 13 at 
11:08 a.m., the consumer purchased 
only the Seagram’s.

Analyzing this data over a 
longer period, the objective would 
be to increase both the consumer’s 

Consumer Product Scan Code Location Category Price Date/Time

400011036720 Oh Yeah Vanilla Creme Protein 788434114356 Standard Charter NON_CARB $3.99 2011-07-11 12:47:15:0

400011036737 20-oz. Seagam Seltzer 072979002231 Standard Charter CARB_BEV $1.35 2011-07-11 12:21:06:0

400011036737 Pyramid- Hummus with Pita Chips 43000000005 Standard Charter Food $2.49 2011-07-11 12:21:06:0

400011036737 20-oz. Seagram Seltzer 072979002231 Standard Charter CARB_BEV $1.35 2011-07-13 11:08:51:0

400011036751 Little Bite Choc/Chip Muffi ns 072030014821 Standard Charter SNACK $1.19 2011-07-13 10:35:17:0

400011036751 Trident Tropical Twist 012646619592 Standard Charter CANDY $1.39 2011-07-14 10:25:35:0

400011036768 Kars Nut N Yogurt 2-oz. 077034009545 Standard Charter SNACK $0.99 2011-07-14 12:15:05:0

400011036768 Chobani Yogurt Peach 6-oz. 8947000100069 Standard Charter Refridge $1.79 2011-07-14 11:25:15:0

400011036768 Chobani Yogurt Peach 6-oz. 894700010069 Standard Charter Refridge $1.79 2011-07-14 11:43:47:0

400011036731 Vitamin Water Stur-D 786162003225 Standard Charter NON_CARB $1.89 2011-07-12 12:52:12:0

400011036731 Vitamin Water Stur-D 786162003225 Standard Charter NON_CARB $1.89 2011-07-13 12:05:01:0

400011039462 Toggi Chocolate Wafers 070556000632 Standard Charter SNACK $0.99 2011-07-13 17:38:36:0

400011039462 Toggi Chocolate Wafers 070556000632 Standard Charter SNACK $0.99 2011-07-14 17:57:41:0

400011039462 Vitamin Water Revive purp 786162110008 Standard Charter NON_CARB $1.89 2011-07-14 17:57:41:0

Smartfood Popcorn LSS 028400020008 Standard Charter SNACK $1.50 2011-07-10 15:59:31:0

Long Island Iced Tea 854548003005 Standard Charter NON_CARB $2.00 2011-07-10 15:59:31:0

Red Bull Sugar Free 611269101713 Standard Charter CARB_BEV $1.35 2011-07-10 15:59:55:0

Market Report
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frequency of sales and the number of 
items purchased at each transaction.

Each consumer is unique. Look 
at consumer’s 11039462 purchases 
of Toggi Chocolate Wafers on July 
13 and 14. Should a “reward” pro-
gram, once a month, be offered to 
consumers who purchase the same 
products on a regular basis, such 
as a “buy two and get one free” 
offered by many CVS pharmacies?

Convert to stored value card
The market report shows, start-
ing with the blank fi elds under the 
“consumer” heading, the purchases 
made by credit/debit cards. The 
micro market operator has a dual 
incentive to convert these pur-
chases to the stored value account 
card: 1) to eliminate the credit/
debit card fees, and 2) to identify 
specifi c promotions to these con-
sumers.

Finally, the micro market opera-
tor should work with the product 
manufacturers to coordinate micro 
market promotions with the prod-
uct manufacturers’ national and 
regional advertising and promotions.

For example, Coca-Cola and 
Kraft had a joint Super Bowl pro-
motion advertised in the New York 
metropolitan area. New York area 
micro market operators could have 
taken advantage of this advertising 
to convert non-users to consum-
ers. These product manufactur-
ers’ programs and advertising are 
calendared for at least six to nine 
months. Micro market operators 
should know these programs, have 
the ability to implement them to 
attract new consumers, and ana-
lyze the effectiveness.

The ability to analyze the 
impact of the product manufac-
turer’s programs on individual 
consumers places the micro market 
operator in the forefront of the 
second decade of the 21st century. If 
the micro market operator cannot 

analyze sales by consumer and stock 
keeping unit (SKU), micro markets 
will just be a stagnant, back-water 
retail channel compared to the 
dynamic developments in other 
retail channels.

Micro market operators need sup-
port in analyzing this data. But given 
the current contracts with micro 

market companies, the question 
arises: who owns the data? Micro-
tronic US and Breakroom Provisions 
agree that the data is the property of 
the micro market operator.

In its contract, Microtronic US 
states that “Client (micro market 
operator) shall own exclusive rights 

C O N T I N U E D  ▶
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The MicroMarket Leaders
Join us at the NAMA ONE SHOW, booth #1031.ENTER TO WIN AT:

www.winamarket.com www.365smartshop.com
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(including all intellectual property 
rights) to any information hosted by 
the database pertaining to client’s 
account only, and shall be entitled to 
the unrestricted use of any informa-
tion for any purpose, commercial or 
otherwise.”

Breakroom Provisions currently 
offers a variety of combination deals 
to customers and claims its combi-
nation offerings are versatile.

In contrast, some other micro 
market companies have a different 
view. Some apparently believe the 
operator does not need to own the 
data to reap the benefi ts of market 
data based promotions.

In its contract, Company 
Kitchen has the right to mandate 
product promotions and loyalty pro-
grams to its micro market operators 
and to approve product promotional 
programs initiated by the micro 
market operators.

Currently, Company Kitchen 
offers promotions to micro market 
consumers. 

Avanti Markets has language 
in its contract that “commercial 
advertising” revenue must be shared 
between Avanti Markets and the 
micro market operator.

Avanti Markets recently released 
a customer rewards program. The 
company claims to have the ability to 
offer meal deals and bundling deals.

Retail 365 offers its clients a 
comprehensive and strategic analysis 
of its sales data as well as access to its 
proprietary product optimization algo-
rithm. The company claims the com-
bination of these items helps its micro 
market operators optimize profi ts.

Operators must understand data needs
The micro market operator must 
have a clear, unequivocal under-
standing from the equipment 
provider as to the ownership of the 
data. Operators who wish to rely on 
the kiosk provider for promotions 
will have to be willing to work with 

a company that owns the data. Oper-
ators who think they might wish to 
develop their own promotions with 
the product manufacturers, however, 
will need to own their own data.

Either way, the micro market 
operator should be associated with 
an organization that can provide 
independent consumer analysis. 
In retail channels like grocery and 
convenience stores, such organiza-
tions exist and work with product 
manufacturers to provide such data. 
Perhaps the product manufacturers 
can provide similar guidance to the 
micro market operators.

Vending operators for the most 
part just track and report vending 
purchases, not consumer sales. This 
is a 20th Century approach, increas-
ingly not viable in the 21st Century.

Currently, my fi rm, Vending Con-
sultants Co. is conducting a micro 
market test to analyze the micro 
market data with a micro market 
operator and product manufacturer 
to increase the monthly micro mar-
ket sales by 20 percent. To achieve 
this objective, products and promo-
tions beyond those normally associ-
ated with vending will be tested.

To achieve success and profi tabil-
ity, micro market operators should 
partner with product manufacturers 
who have and are willing to dedicate 
the resources and provide analysis sim-
ilar to that of retail marketing analyt-
ics. Such analysis will allow the micro 
market operator to provide products 
and promotions directed at each indi-
vidual micro market consumer. 
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How to choose a micro 
market provider

Following are some consider-

ations for a prospective micro 

market operator in evaluating 

micro market company contracts.

In addition to the consider-

ations listed below, the contract 

should include provisions inte-

grating the inventory compo-

nent of the operator’s vending 

management system and its 

electronic “picking” technology.

EQUIPMENT

• Cost and fi nancing

• Warranties

KIOSK BRANDING RULES

• Restricted to micro market 

company trademark

• Option for customized design 

for the micro market operator

STORED VALUE CARD

• Restricted to the micro mar-

ket company trademark

• Option for customized design 

for the micro market operator

• Control of prepaid funds: 

micro market company or 

micro market operator

• Ability to use the card at 

both micro market and vend-

ing machines

MONTHLY FEE OPTIONS

• Percent of micro market sales

• Fixed monthly fee

• Conditions under which such 

fees can be increased

SOFTWARE SUPPORT FEES

• Fees for software updates

• Conditions by which operator 

can continue using software 

if equipment provider goes 

out of business

CONSUMER DATA USE

• Equipment provider owns 

all data

• Equipment provider and 

operator have joint owner-

ship of data

• Operator owns all data
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SELF-OP 

wo years ago, Clell Hoff-
man, the foodservice director 
at Albany Unifi ed School 
District in Albany, Calif., 
decided it was time to 
replace the beverage vend-

ing machines at the high school. 
Hoffman wanted to offer more than 
16.9-ounce water and juice. The 
state nutrition rules he had to meet, 
coupled with the fact that the bottles 
had to be fairly rugged to prevent 
possible breakage in the stacker 
beverage machines, severely limited 
his product choices.

When Hoffman found out about 
the variable temperature machine 
offered by Vend-ucation, a school 

vending resource based in Dunbar-
ton, N.H., he was intrigued. Not 
being a stacker machine, it is less 
restricted in product choices. And 
being a combination snack/beverage 
machine, he could also offer snacks. 
But that wasn’t all.

The Alpine SZ 5000 machine 
made by U-Select-It Corp. came with 
remote machine monitoring hardware, 
enabling Hoffman to monitor transac-
tions via the Internet. There would be 
no more manual inventorying.

Two years later, Hoffman is glad 
he made the change. He has been 
able to provide students a variety of 
snacks and beverages that meet Cali-
fornia’s strict nutrition rules. Vending 

sales have more than quadrupled. 
The two Alpine machines bring in 
more than $4,000 per month, com-
pared to the $750 the two previous 
bottle drop machines did.

And because of the greater 
variety of products, his average 
gross margin has increased from 40 
percent to 55 percent.

“This machine is really versatile 
as far as what kind of products we 
can put in there,” Hoffman said. 
He is offering protein bars, 8-ounce 
juice, string cheese, seaweed, half 
sandwiches, dried fruit, baked chips, 
and bottled water.

Hoffman is not concerned about 
the stricter nutrition rules that take 

T

More schools embrace 

VENDING
to promote 
nutrition
By Elliot Maras, Editor

School foodservice directors fi nd high-tech vending 
machines interface with POS cafeteria systems, improving 
access for kids and helping comply with funding rules.
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A student enters his pin number to pur-

chase lunch from a Star Food machine at a 

Miami County, Fla. school.

Karen Lawson-Carter of the Hudson, Ohio 

schools notes the cafeteria is already using 

biometric identification in the food line.
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effect July 12, 2012. “None of these 
(products in the machine) are even 
close to exceeding the limits as far as 
fat and sugar content,” he said. “It’s 
all healthy vending as far as what 
we have in there. It’s there to have 
access to snacks and to keep them 
going throughout the day.”

Albany, Calif. is one of many 
school vending success stories 
that have emerged in the last 
several years. Since 2007, schools 
nationwide have discovered vend-
ing machines are a good way to 
improve students’ access to healthy 
food and beverages.

A handful of vending equipment 
marketers have fi gured out ways 

to interface the machines’ internal 
reporting with cafeteria point of sale 
(POS) tracking software. Hence, the 
machines allow schools to integrate 
the vending sales with manual food 
line sales.

This allows the schools to docu-
ment the products and the number 
of students being served, thereby 
helping them comply with govern-
ment funding requirements.

“The vending machine is just 
another POS line,” noted Sherry 
Ephraim, Midwest account rep 

for Horizon International, which 
provides schools with POS cafeteria 
software. She said her company now 
advises schools they can interface 
vending machines with their cafete-
ria food lines.

Vending authorizes meal eligibility
Schools have been able to use state-
of-the-art vending machines to 
authorize students who are eligible 
for government subsidized meals. 
In situations where students use 
prepaid payment methods, kids can 
get their meals by entering identifi -
cation numbers and birth dates on 
a pin pad.

C O N T I N U E D  ▶
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Maureen Pisanick, foodservice director at 

the Hudson, Ohio schools, has found vend-

ing a good way to meet nutrition rules.
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Educating the younger generation
Schools already have their own walk-in refrigerators and 
freezers for storing product. Many schools have staff 
that can manage vending machines along with their 
onsite feeding.

What’s the benefi t of this growing self-op movement 
to the vending industry? The younger generation is 
associating vending with healthy products. And based 
on most accounts, the kids like the new machines.

“We are feeding more kids and using today’s tech-
nology to do it,” explained Bob Gottlieb, director of 
Star Foods, a division of Fort Lauderdale, Fla.-based VE 
South Inc., a provider of school vending solutions. Got-
tlieb said there are about 250 Star Food machines on 
site nationwide.

The Star Food machine is a fi rst-in, fi rst-out, carou-
sel, refrigerated machine made by N&W Global Vending 
S.p.a., based in Valbrembo, Italy, that can use wireless 
reporting and biometric identifi cation.

Gottlieb said most schools initially become interested 
in machines as a way to augment manual feeding lines. 
“Cafeterias are bursting at the seams,” he said. He noted 

that the Star Food machines have generated a lot of 
positive media coverage.

But the schools are also fi nding the vending 
machines support their health education initiatives.

School vending machines are not presently required 
to comply with federal school food nutrition rules. 
Some do have to comply with state and local rules. But 
beyond these requirements, many schools have recog-
nized the benefi cial role vending machines can play 
in supporting their nutrition initiatives. Hence, many 
are applying cafeteria food standards to their vending 
offerings. (See sidebar above.)

Schools recognize vending’s benefi ts 
Pinellas County Schools, based in Largo, Fla. has placed 
180 vending machines at 10 schools since 2006, noted 
Art Dunham, director of foodservices. Previously, the 
foodservice operation did not use vending machines. 
Dunham said it was not hard for the foodservice staff 
to prepare the meals and place them in the machines.

The 20 Star Food machines in Pinellas County 
report the number of meals served to the cafeteria 
POS system, which prepares daily reports that the 
schools use to demonstrate compliance with gov-
ernment funding requirements. After school, the 

Schools use vending to support 
various health initiatives

Healthier meal requirements are a component 

of the Healthy, Hunger-Free Kids Act, which was 

championed by First Lady Michelle Obama as part 

of her Let’s Move! campaign and signed into law by 

President Obama.

Besides meeting the rules of the school lunch 

program, schools are also participating in The 

HealthierUS School Challenge, a voluntary initiative 

that recognizes schools that have created healthier 

school environments through promotion of nutrition 

and physical activity.

The U.S. Department of Agriculture and the First 

Lady launched the Recipes for Healthy Kids com-

petition last September, challenging kids, nutrition 

professionals and community members to develop 

healthy recipes to be incorporated on lunch menus 

for the National School Lunch program. The contest 

is a component of the First Lady’s broader Let’s 

Move! initiative that also includes Chefs Move to 

Schools, which encourages chefs to work with 

schools in their communities.
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machines are fi lled with a la carte items, 
fetching additional sales.

Dunham particularly appreciates the 
fact that the machines send a temperature 
reading to his computer every 10 minutes. 
If the power goes out, the machine will 
automatically shut off after 30 minutes.

Vending increases lunch sales
“We got the vending machines because 
we couldn’t get the kids through the serv-
ing lines (in the limited time allowed),” 
noted Donna Martin, foodservice director 
for Burke County Public Schools, based 
in Waynesboro, Ga. Her two Star Food 
machines sell 75 to 150 meals per day and 
increased lunch servings by 10 percent, she noted, 
“which is signifi cant.” The machines serve entrees 
in clear, plastic bags, offering salads, chicken fajitas, 
chicken strip salads, sandwiches, ham and cheese rol-
lups, peanut butter and jelly rollups, meal bars, juice, 
fruit and chips.

The Star Food machine’s remote data system inter-
faces easily with the school cafeteria’s POS tracking 
software from Heartland Payment Systems.

Since all kids in the district are eligible for fully 
reimbursable meals, Martin opted not to allow any cash 
acceptance. Kids simply enter their ID number and 
birth date on a pin pad.

More recently, Miami Dade County, Fla. schools 
purchased 70 Star Foods machines, mainly as a way to 
serve reimbursable meals at its 350 schools, said Susan 
Rothstein, coordinator for nutritional wellness. Nearly 
three quarters of the students are eligible for free or 
reduced price meals. Rothstein said she became inter-
ested in the Star Food machine after reading about it in 
a school foodservice publication. Rothstein said she was 
able to secure grants to cover the cost of the machines.

Rothstein said the Star Food machine’s remote 
monitoring system interfaced easily with her cafeteria 
POS tracking software.

When a student enters his or her ID number and birth 
date on the pin pad, the system determines one of three 
reimbursable levels: free, reduced or paid. The district is 
then reimbursed $2.79, $0.40 or $0.28, accordingly.

The meals have three to fi ve components, offering 
combinations of yogurt, salads, sandwiches, wraps, 
fruit and vegetables. The most popular is fruit, yogurt 
and granola parfait, Rothstein said.

Students who are required to cover some of the cost 
can replenish their account by bringing cash to school, 
paying by credit card on the Internet, or by sending a 

check to the school. Rothstein has opted not 
to activate cash acceptance on the machines 
in order to discourage vandalism.

The school uses posters and staff demon-
strations to teach kids how to use the machines.

The POS software, from PCS Software, 
allows her to see how many kids use the 
machines, Rothstein said.

Last fall, Richland Bean Blossom High 
School, Elletsville Ind. used a $5,000 state 
dairy council grant to buy an Alpine vend-
ing machine from Vend-ucation to replace 
a refrigerated food machine that only 
accepted cash and did not interface with the 
cafeteria POS system. Vickie Coffey, food 
and nutrition director, wanted to promote 

reimbursable breakfast sales as well as a la carte items 
in addition to lunch meals. The machines offer whole 
grain peanut butter and jelly sandwiches, whole grain 
cereal bars, low-fat string cheese, cereal bowls, fruit, 
100 percent fruit juice, reduced fat white milk, Splenda 
iced tea and bottled water.
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Bob Marley always said he would return 

to farming one day. With MARLEY COFFEE, his 

son Rohan Marley is fulfilling that dream in 

honor of his father.  

Our 100% Jamaica Blue Mountain® 

Pods are award winning! Jamaica 

Blue Mountain® coffee is 

considered by many connoisseurs 

to be the world’s finest.  

We hope the soulful aroma and 

exceptional taste of our premium 

quality, gourmet coffees and teas will 

satisfy the souls of your customers.  

We invite you to come enjoy a cup of Marley Coffee 

at NAMA Oneshow — April 25-27, Booth #447  

ONE LOVE
Sustainably Grown • Ethically Farmed • Artisan Roasted

Contact us for Custom OCS Programs:

323-556-0746     sales@marleycoffee.com     marleycoffee.com

Donna Martin, foodservice 

director at Burke County 

schools in Waynesboro, 

Ga., says vending machines 

have increased lunch 

servings significantly.
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With these selections, Coffey 
would not be concerned about meet-
ing the new federal nutrition rules 
that take effect later this year, even 
if she were required by law to meet 
these guidelines.

The machine was so successful 
that she ordered another machine 
for the middle school.

Kids can pay using the pin pad 
or with cash; about 70 percent use 
the pin pad.

Monthly vending sales jumped 
from $600 to $2,500, Coffey said. 
She credits much of the gain to the 
convenience of cashless acceptance. 

The staff at the school devel-
oped a video for the school 
Website and internal TV network 
to show the students how to 
make purchases from the vend-
ing machine using their lunch 
account balance.

The Heartland Software POS sys-
tem makes accountability easy for her.

Vend-ucation modifi es the 
Alpine SZ 5000 machines based 
on the needs of the specifi c cus-
tomer. Jim Dillingham, owner of 
Vend-ucation, adjusts the selec-
tion confi guration to the wellness 
restrictions and the type of pack-
ages they prepare.

More control over products
Burlington High School in Bur-
lington, Vt. is another satisfi ed 
customer of the Alpine machine, 
noted Doug Davis, food service 
director. Davis for years contracted 
the vending based on competitive 
bids. He felt he did not have a lot of 
control over the selections. This has 
changed since taking the vending 
in-house. “This was a thought-out 
plan to make our vending more 
controlled,” he said.

The three Alpine machines have 
enabled him to offer reimbursable 
breakfast and lunch along with a la 
carte items. The machines accept 
cash and pin pad payment.

In the fi rst 90 days, the Alpine 
machines delivered a 283 percent 
increase in sales over the previous 
vending machines, Davis said.

Being able to interface the vend-
ing machines with the cafeteria POS 
has been convenient, he said. To 
expect outside contractors to do this 
would be problematic. “Owning the 
machines ourselves eliminated that 
extra step,” he said.

Hudson, Ohio schools opted to 
purchase its own vending machines 
after Maureen Pisanick, the food-
service director, became dissatisfi ed 
with a machine lease arrangement 
with a vending operator. The 
machines required a lot of repairs, 
and she didn’t think they were 
energy effi cient.

Three years ago, Pisanick pur-
chased two snack machines and four 
Alpine machines after coming across 
Vend-ucation at a school nutrition 
association meeting. She likes the 
modern look of the machines, and 
the fact that they have LED lighting, 
due to the district’s commitment to 
energy effi ciency.

The machines were retrofi t-
ted with bar code readers. The bar 
coded student ID cards offered 
access to the student lunch account 
balance that was already active in 
the cafeteria through the school’s 
POS system.

However, Pisanick said the kids 
learned how to make their own bar 
code cards and were able to get free 
products. She has since switched 
to biometric identifi cation for the 
pre-funded lunch POS system and 
to cash for the vending machines. 
She is presently exploring biometric 
payments for vending.

An Ohio state law effective last 
July and previous health and well-
ness mandates provide nutrition 
rules for school vending machines. 
Pisanick has removed all noncompli-
ant beverages and high sodium and 
high fat snacks. The sales initially 
took a hit, but they have since recov-
ered as kids got used to the new 
products, Pisanick noted.

Schools boost vending’s image
School offi cials nationwide are 
beginning to recognize that vend-
ing machines, despite their rap as 
purveryors of unhealthy food, are 
a useful tool in not only making 
food more accessible to kids, but in 
providing the type of food they want 
kids to have. 

The end result will be a popula-
tion of consumers who are comfort-
able using vending machines and 
associate vending machines with 
nutritious foods and beverages. 

For more information, contact:
Heartland Payment Systems, 866-941-1477, 

www.heartlandpaymentsystems.com

Horizon Software International, 800-741-7100, 

www.horizon-boss.com

PCS Software, 800-247-3061, www.pcrs.com

Star Food, 877-857-3663, 

www.starfoodhealthyexpress.com

Vend-ucation, 800-633-1200, 

www.vendingmachinesschools.com
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Debbie Impiccini, general foodservice 

manager, fills the machines daily at the 

Hudson, Ohio schools.
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SUN-MAID COOKIES
A BRAND TRUSTED FOR QUALITY

Try the latest addition to our 
family of premium products

SUN-MAID Oatmeal Raisin Apple Premium Cookies 60/2oz. Bags

Sun-Maid has produced the world’s favorite raisins for generations. 
Now, you can find these plump, sun-dried raisins together with tasty 
apple pieces in a wholesome oatmeal based cookie. Sun-Maid Oatmeal 
Raisin Apple Premium Cookies are baked with No Trans Fat and contain 
2 Grams of Fiber in each 2 oz. serving.

In bright red bags your customers will instantly recognize, they will 
appreciate the Sun-Maid brand trusted for quality while you increase 
your sales and profits with this delicious cookie.

Biscomerica, the bakery that gives you the popular Knott’s Berry Farm 
line of shortbread cookies, brings Sun-Maid premium cookies to you.

The premium cookie with the homemade taste

For more information call: 1-800-874-9449
Biscomerica Corp. Rialto, CA 92376
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2012 Readers Choice
New Products of the Year
By Emily Refermat, Managing Editor

Products focus on brand name, nutrition, and consumers’ love of coffee.

he contest for new products 
of the year ran a little differ-
ently in 2012. Only products 

released from March 2011 through 
December 2011 were eligible. The 
product descriptions were housed 
on the Automatic Merchandiser 
Online Buyer’s Guide, and the 
names were placed on an online 
ballot at VendingMarketWatch.com/
awards. Nominees could choose 
from the ballot or write in their 
own response. There were over 500 
online nominations submitted.

Unsurprisingly, the new product 
trends of 2012 coincide well with 
market data. Three winners refl ect 
the growing requests for snacks 

with portion control or ingredients 
that fi t into health and wellness pro-
grams. The cookie category winner, 
Biscomerica Corp.’s Sun-Maid 
Oatmeal Raisin Apple Bite-Sized 
Premium Cookie, fi ts well due to 
its portion control size. The pastry 
category winner, General Mills 
Inc.’s Fiber One® 90-Calorie 
Brownies, got marks for portion 
control and fi ber content. Finally, 
the snack category winner, Mars 
Chocolate North America’s Mar-
athon Smart Stuff Energy Bar, 
has fi ber, vitamins and minerals.

The OCS side of the business is 
growing, continuing to fuel the love 
affair consumers have with their 

coffee, so it’s no surprise that a new 
coffee company, Marley Coffee, 
won the hot beverage category with 
its Jamaica Blue Mountain Coffee 
Pod. Even in the cold beverage cat-
egory, java was a winner, indicated 
by a majority of votes for Starbucks 
VIA Iced Coffee.

In the last two categories, 
consumer favorites show through. 
Werther’s Original® candy won in 
the candy category with recognizable 
brand name newly available to vend-
ing. The spicy-fl avor product trend 
showed itself in the food category 
with winner AdvancePierre Inc.’s 
Boneless Buffalo Chicken Bites.

T

N E W  P R O D U C T  
O F  T H E  Y E A R

2 0 1 2  A U T O M A T I C
M E R C H A N D I S E RRR

R E A D E R S ’
C H O I C E
A W A R D
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A1395 Boneless Buffalo Style Chicken Bites

NEW! BONELESS BUFFALO STYLE CHICKEN BITES

VISIT US AT BOOTH 1207 www.advancepierre.com
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Nutrition through minis and fi ber
The Sun-Maid brand adds recognition to the 
new Sun-Maid Oatmeal Raisin Apple 
Bite-Sized Premium Cookies from 
Biscomerica Corp. that swept the cookie 
category with 69 percent of the votes. 
Mini cookies are associated with portion 
control, and these cookies can also boast 
no trans fats, 2 grams of fi ber per serving, 
and only 230 calories in 60 cookies.

High fi ber content lends health 
benefi ts to 2012’s new product 
pastry winner, the Fiber One® 
90-Calorie Brownie from 
General Mills Inc., as does the 
well-known Fiber One brand. 
The chocolate fudge brownie has 
less than 100 calories and a full 5 
grams of fi ber — 20 percent of the daily recommended 
value. The suggested retail price is well under a dollar.

Winning the snack category is the Mars Chocolate 
North America MARATHON® SMART STUFF™ 
Energy Bar. This energy bar is 

made with fruit, 
nuts and real 
chocolate. Avail-
able in four fl avors, 
including the 

best selling in vending, Crunchy 
Honey Graham, each bar contains a blend of eight 
essential vitamins and minerals, and is an excel-
lent source of calcium. The bar is naturally low in 

sodium, provides 3 to 5 grams of fi ber and has 
140 calories or less per serving, with 

no high fructose corn syrup, artifi cial 
fl avors, colors or sweeteners.

Pods are back
Over 70 percent of voters chose 
Marley Coffee, an international 
gourmet coffee company founded by 

Bob Marley’s son, Rohan, for the hot beverage winner. 
Specifi cally, the 100 percent Jamaica Blue Mountain® 
Coffee Single-Serve Pods were admired for 
their delicate balance of fl oral aroma, acidity 
and full body, while still having a sweet, 
mellow, lingering fi nish. Each pre-measured 
portion of roasted and ground coffee is 
sealed in a biodegradable, compostable 
paper fi lter pod.

Made with 100 percent high-quality 
Arabica coffee beans, Starbucks VIA® 

Iced Coffee is lightly sweetened 
with cane sugar and specially 
designed for mixing with cold 
water. While a surprise win in the 
cold beverage category, it also indicates consumers 
love their coffee, hot or cold.

Last year, Storck USA L.P. launched a new 
line of vend bags, featuring three of its most popular 
brands, including the new candy category winner: 
Werther’s Original®. These caramel fl avored, well-

known sweets have a strong adult 
female customer base and are sold 
in 2.1-ounce bags through Burdette 
Beckmann, Inc.

Spicy food has been a steady 
food trend for the past several 
years, so it’s logical that the food 
category winner encompasses this 
feature. AdvancePierre Foods 
Inc.’s Pierre™ Boneless Buf-

falo Chicken Bites are made with all-white 
chicken chunks, lightly breaded, cooked golden crisp 
and then coated with classic 
buffalo style sauce. Individually 
wrapped, 5-ounce trays are pack-
aged for attractive merchandis-
ing in refrigerated and frozen 
food machines with a 14-day 
refrigerated or 9-month frozen 
shelf life. 
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2012 Readers' Choice New Products of the Year runner ups
Cookies: Lotus Bakeries Biscoff Cookies

Candy: Promotion In Motion Welch's Tangy 

Fruits Fruit Snacks

Snack: Inventure Group Nathan's Famous 

Chili Cheese Crunchy Crinkle Fries

Pastry: Mrs. Freshley's Apple And Strawberry 

Cheese Danishes

N E W  P R O D U C T S  O F  T H E  Y E A R

Food: Landshire First Street Cafe Sandwiches

Cold Beverage: Herbal Water Ayala's Sparkling 

Herbal Water 12-ounce glass

Hot Beverage: Bay Valley Foods Grover Square 

Hot Beverage Cartridges
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eral steps: 1) the initial contact; 2) 
interest in talking; 3) interest in the 
service; 4) presenting the proposal; 
5) signing the contract. The time to 
complete this process is rarely under 
60 days and often stretches out to 
six months to a year.

What if you could skip steps 1 
and 2 and go directly to step 3? It’s 
worth thinking about when you 
consider that the average business-
to-business fi eld sales call costs 
between $300 and $400. Maybe it’s 
time to think about adding an activ-
ity that would allow you to be in 
front of a prospect without having 
to engage in a hit-and-miss cold call.

Business shows as sales tools
One often overlooked sales activity in 
vending and coffee service is exhibit-
ing at business trade shows. Business 
trade shows are usually organized to 
represent certain industries, most of 
which include potential vending and 
coffee service customers.

I am an advocate of exhibiting 
at business trade shows as a way to 
get in front of prospective custom-
ers. Aside from cold calling, which 
is expensive, only trade shows can 
offer you a one-on-one meeting with 
a potential client.

Usually, attendees at business 
trade shows are decision makers, 

Business trade shows: an 
underused sales tool for 
vending and OCS fi rms
By Tom Britten, Contributing Editor

A vending/OCS/foodservice consultant and former operator explains how and why 
operators should exhibit at business trade shows.

T

BUILDING BLOCKS FOR SMALL- AND MEDIUM-SIZE OPERATIONSB U S I N E S S  B A S I C S

C O N T I N U E D  ▶

he single most important 
activity in any vending or 
OCS company is, or should 
be, gaining new accounts. 

Unless you replace the inevitable 
lost accounts with new ones and 
compensate for declining same store 
sales, your business will soon be in 
serious fi nancial trouble.

In this industry, the selling pro-
cess has painfully long selling cycles.

Selling new business is often a 
waiting game; the key is what you 
do while you’re waiting. In-person 
sales calls are very expensive, but 
face-to-face time with new prospects 
is the only way to sell new accounts. 
Other marketing activities are help-
ful, but face-to-face selling is always 
needed to sign a new customer.

In the traditional sequence of 
selling new accounts, there are sev-

Business shows are an avenue for one-on-one communication with numerous potential 

customers of business services.

34 Automatic Merchandiser    VendingMarketWatch.com    May 2012

34-39 Business Basicsem.indd   3434-39 Business Basicsem.indd   34 4/16/12   3:31 PM4/16/12   3:31 PM



THE THEN WAY THE NOW WAY

Get Keurig NOW.
KEURIG.COM/AUTOMATICMERCHANDISER

©2012 Keurig, Incorporated. Keurig and the Cup and Star are trademarks of Keurig, Incorporated. All other trademarks are the property of their respective owners.

Grow your business by giving your clients the gourmet coffee they want.  

Hot or iced. They can choose from over 200 varieties and brew a single cup 

in under a minute. You can sit back and watch your bottom line grow.

SALES SPIKE
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or infl uencers, who come to the 
show with business challenges to 
solve and are looking for something 
newer, better, faster and less costly.

The national vending and food-
service operators exhibit at business 
trade shows, oftentimes on a regular 
basis. And while the nationals have 
more resources than smaller com-
panies that allow them to exhibit at 
these events, there is no reason that 
independents can’t reap the same 
benefi ts from business trade shows.

In my years managing vending 
and foodservice, I found business 
trade shows to be a helpful sales tool. 
As a consultant to vending, OCS and 
foodservice companies today, I am 
surprised that more of them do not 
participate in these shows.

A trade show can help you 
accomplish many things all at 
once. Many independent vending, 
foodservice and OCS providers are 
not well known in the markets they 
serve. In addition to the chance to 
launch products or services, at a 
trade show you have an unequaled 
opportunity to quickly raise the 
visibility of your company among 
groups of prospective customers.

Find strategic partners
You can also seek out partners 
and strategic alliances with other 
businesses at the show who mar-
ket different services to the same 
buyers that you do: i.e., custodial 
services, grounds and maintenance 
contractors, copier sales and service 
suppliers. Perhaps you could share 
an exhibit booth with one or more 
outsourced services providers. Some 
of these shared marketing arrange-
ments have been very successful.

As an exhibitor at one particular 
trade show, I got to know a fellow 
exhibitor who was an executive 
with a janitorial services company. 
We soon learned that while our 
core businesses were different, our 
selling process was very similar. We 

eventually exchanged client lists and 
invited each other to our various cli-
ent entertainment events; sporting 
events and golf tournaments. We 
actually did gain new business from 
this alliance.

There are costs involved in 
exhibiting at a show. And if the 
wrong type of show is chosen, it 
will be a waste of time and money. 
If the booth is not properly pre-
sented, with the right materials and 
the right personnel, it will also be a 
waste of time and money.

What trade shows make sense?
If you are considering exhibiting at a 
trade show as a part of your overall 
marketing strategy, the fi rst question 
is: which trade shows are attended by 
prospects, buyers, and infl uencers that 
will be interested in your services?

The channels you sell to are: 
heath care, business and indus-
try, education, government (law 
enforcement, public transportation, 
utilities, general administration), 
hotels/hospitality, recreation, and 
retailers. There are trade shows, 
both national and regional, for all of 
these audiences.

The people attending these 
business trade shows include the 
infl uencers and buyers of food 
services, OCS and vending services. 
They typically have the follow-
ing job functions within the above 
channels: facilities, procurement, 

contract administration, property 
management, human resources, and 
auxiliary services.

All of the descriptors noted above 
must be considered in determining 
which trade show is right for you.

What does it cost to exhibit?
Exhibiting at a trade show takes 
money, time, effort, creativity, and 
work. Typically, a 65-square-foot 
booth costs $17 per square foot or 
approximately $1,105. You will also 
have costs associated with banners, 
literature, trinkets for giveaways, 
and maybe even video displays. Cre-
ate a realistic budget that includes 
the cost of people being out of the 
offi ce for a few days. Small “table-
top” trade shows are less expensive.

The materials in your booth 
make a difference in making that 
key fi rst impression to attendees on 
the trade show fl oor.

Giveaway items are important 
so that people can take something 
away with your name and contact 
information on it. Pens can be 
purchased in bulk, with custom 
printing, for 30 to 50 cents each. 
Letter openers, lanyards, calendars, 
and mouse pads can also be used, 
but will be more expensive.

Having a food machine in your 
booth is a good display. Attendees 
can sample products from this 
machine using free vend coupons, 
which you hand out to prospects. 
And of course, free coffee represent-
ing your OCS service will be popular.

A number of companies spe-
cialize in trade show supplies. Ace 
Exhibits and Impact Displays in 
Los Angeles, Calif. offers affordable 
show supplies, which are portable 
and reusable. Booth packages are 
available for as little as $500. Your 
product suppliers, particularly 
bottlers, should be able to help you 
with free customized banners to be 
positioned in the booth.

C O N T I N U E D  ▶

Benefi ts of exhibiting 
at business shows
• Get in front of new prospects 

in one setting

• Allow prospects to sample 

your wares

• Raise your company’s visibility

• Find strategic business 

partners
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All New Technology In
Refrigerated Vending

Fastcorp LLC has a new line of refrigerated vendors.  Re-
applying the heralded vacuum robot & freezer chest design, 
Fastcorp’s refrigerated vendors offer the same versatility, 
reliability and energy efficient performance as our Evolution 
frozen machines. With new cutting-edge robotics, highly 
integrated control system, and an aesthetic sure to catch 
the eye, Fastcorp’s combo refrigerated vendors round out 
the arsenal with state-of-the art technology & best in class 
energy efficient performance sure to please your accounts.

Purchase 1 machine and receive a Free MEI Payment System and $500 off List.  Purchase 3 
machines and receive per machine, $500 off List, Free MEI payment system and a $150 freight 
discount not to exceed the total freight cost.

$500 Show Special

1 Machine   ................. $500 Off List / Free MEI Payment System
3 Machines   ............... $500 Off List / $150 freight discount and Free MEI   
                                     Payment System per machine

Show Specials extend to the entire Fastcorp line with opportunities
to take advantage of established brand partnerships.

Main   888-326-7628
Email info@fastcorpvending.com

22 Shelter Rock Lane  |  Danbury, CT 06810  |  www.fastcorpvending.com

Lunch Box Healthy Vendor and
the Candy Shoppe

iPad is a registered trademark and does not endorse this event or company.  Odds of winning 
depend on the number of entrants.  No purchase necessary. See Fastcorp for full details.

Enter online at www.fastcorpvending.com
Enter To Win A New iPad
You don’t have to be at NAMA to take advantage of great show 
specials and the chance to win a new iPad.
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How to work the show fl oor
Some of the same selling and pros-
pecting rules used in cold calling 
apply in working trade shows.

Like any other business tactic, 
you’ll get better results if you begin 
with the end in mind. Are you 
going to the trade show to meet 
new prospects? To launch a new 
product? To take a leadership role 
in your industry?

As an exhibitor, you only have 
about 30 seconds to interact with 
someone walking by, so prepare a 
quick sentence or two to tell your 
story. You will need an “elevator 
speech,” a 1- or 2-sentence state-
ment you can make in 15 seconds or 
less that introduces your company 
and your unique offer.

Here is a sample dialogue:
Potential buyer: “I am not 

familiar with your company; what is 
that you do?”

You: “We are Acme Food and 
Vending and we provide an exten-
sive menu of reasonably priced, 
fresh products that your employees 
want, through state-of-the-art vend-
ing machines.”

The pace of a trade show is very 
fast. The people in attendance want 
to see a lot in a short period of time. 
You will only have a few minutes to 
make an impression before they are 
distracted or led away.

There should be no idle chit 
chat with “tire kickers” while 
potential new customers wait for 
your attention. Train your booth 
staff to qualify attendees quickly. 
The time and energy you devote 
to selling to an unqualified poten-
tial buyer is wasted. Meanwhile, 
potential new customers wait for 
your attention.

Some people who work at trade 
shows believe that they have to tell 
everybody their story. You don’t. 
Not everyone who attends the 
show is your potential customer, 
so quickly identify whether the 

person you’re talking to can actu-
ally benefi t from what you have to 
offer. If they can’t, say goodbye as 
fast as possible.

When qualifying your trade 
show prospects, if both parties 
agree that there’s a possibility of 
doing business, you should set up 
your next meeting right there in the 
booth, on the spot.

The show eventually ends and 
there is a sigh of relief, but this is 
when the most important work 
begins. The follow-up after the 
show is the most critical phase. If 
you’re not willing to commit to a 
systematic, structured and timely 
follow-up after the show, don’t go 
to a trade show as an exhibitor. I 
have known companies who did a 
great job at the actual event, only to 
totally drop the ball on the follow-
up after the show.

To fi nd an appropriate trade 
show, check the Website, www.tsnn.
com for a list of some bigger busi-
ness shows.

No matter how small your busi-
ness may be, the benefi ts of attend-
ing a trade show with attendees who 
are potential buyers of your services 
can be very benefi cial. 

ABOUT THE AUTHOR

Tom Britten is an 

analyst, intermediary and 

professional consultant 

with more than 30 years 

of industry experience. 

He functions as a full 

service resource available to all vending, OCS 

and foodservice companies large and small. Con-

tact Britten Management Services, LLC for a free, 

and no-obligation consultation at 813-469-5437 

or via email: tombritten@msn.com.

Tabletop trade shows are less expensive to exhibit at than shows with large booths. 

THE follow-up after the show is 
the most critical phase.
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FOLKS GET 
THE CRAVING 

ANYTIME 
OF THE DAY 
OR NIGHT.

White Castle is the sandwich people crave 
for breakfast, lunch or dinner. Which may 
explain why our Twin Cheeseburger tops 

all other vended sandwiches in sales.*  
So if you’re looking for powerful brand appeal, 

faster turns and a bigger return, stock your machines 

with White Castle for any time of the day. 

Contact Timothy Carroll at 614-559-2453 
or carrollt@whitecastle.com.  

* White Castle Twin Cheeseburger is ranked #1 in frozen food sales 
according to ”State of the Vending Industry Report,”

Automatic Merchandiser, June/July 2010
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How to sell accounts 
with added value
By Emily Refermat, Managing Editor

Today’s vending and coffee delivery accounts want more from their service providers, 
such as cashless payment systems, diverse products including healthy options, and fast, 
effi cient machines with competitive prices. Vending operators are using varied 
means to win these customers over.

elling vending and coffee 
service in a saturated market 
is tough. How can a company 

stand out and really offer a loca-
tion something different? That’s 
where added value comes in. For 
a location, it means getting some-
thing they are unable to get on their 
own, whether it’s reliable access 
to the right product mix, help with 
sustainability, or versatile pay-
ment options. For operators, added 
value allows them to increase profi t 
margins, lower commissions or 
simply win an account. Often, the 
right added value can give opera-
tors leverage in a contract that will 
benefi t them. But adding value isn’t 
business as usual.

Intangibles add value
The fact that operators can offer 
snacks and soda doesn’t add value 
for locations because the products 
are available in many different 
places, explained Randy Munn, 
director of sales and marketing for 
C.L. Swanson Corp., in Madison, 
Wis. A machine that is clean, fi lled 
and working is the bare minimum 
level of service. Munn believes vend-
ing operators need to fi nd a way 
to add more value to the product 
they’re selling than the product at 

the convenience store. “If you can’t 
add value to that can of (soda), the 
only thing that matters to the cus-
tomer is price,” Munn said.

For Munn, adding value is all 
about intangibles. “One of the 
ways you can add value is devel-

oping a relationship with the general 
manager or the location contact,” 
said Munn. This is specifi c com-
munication outside the job of the 
route driver. It’s also imperative to 
periodically sit down with the client 

S

C O N T I N U E D  ▶
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ALPINE 5000
ELEVATOR  
Refrigerated Glass Front Merchandiser

The NEW Standard in Food Merchandising

Call Today For More Info 

www.uselectit.com

Call Today FCall Today For More InMo onfInnffooo

w ecwww.uselectit.como
800.247.8709 

“The USI Alpine Elevator is the most effective food solution!
With ADA compliance, best in class energy efficiency and

dramatically reduced spoils...it’s a no-brainer for our business!”

Tom Murn
Answer Vending

Widest Variety of Options
ADA Door  Motor Pairing For Wide Package Configurations  Single & Dual Zoned Temperature Models

iCart Touch Screen Interface  LED Lighting  Reconfigurable Selections High Capacity Beverage Options  Front Access Refrigeration
 

Meets NEW 2012 ADA Guidelines

Increased Sales Velocity

Enhanced Visual Merchandising

25% More Capacity

First In First Out Loading
Reduces Spoils By Up To 50%

Energy Efficient
$ave Hundreds Annually
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and get a feel for how the company 
is doing, like a service report card.

Focusing on the fresh food that 
operators bring to an account is also 
a must for added value, explained 
Munn. The quality, variety, selec-
tion and price are paramount. On 
any day, customers should be able 
to trust there’s something in the 

machine they’ll want to eat, it’s good 
quality, and the price point makes it 
a value to them.

The only way to know if custom-
ers feel this way about the food 
offerings is to seek their feedback, 
which is another way Munn 
provides added value. “We have an 
organized program called ‘We Want 

To Know,’” Munn said. There are 
cards to fi ll out at vending machines, 
online surveys and even boards for 
notes for the route drivers. Munn 
admits he was leery of this last idea, 
but it has worked with signifi cantly 
fewer issues than he’d feared. 
“That’s because so few customers 
get to comment on what they’re 
forced to buy,” said Munn.

Munn favors added value that 
benefi ts both the location as well as 
the end users, such as putting a cof-
fee brewer on winner mode, where 
every 50th cup is free. It also includes 
health and wellness programs, where 
end users are requesting healthier 
products; locations want a healthier 
workforce. “We have an organized 
program called ‘Better For You’ over-
seen by a registered dietician,” said 
Munn. “It’s added value because the 
average operator doesn’t do that.”

While Munn offers energy sav-
ing features on his machine, such as 
LED lights, he fi nds it’s more valu-
able to the location than to the end 
user, so it’s not one of his top added 
value options.

Added value allows Munn to 
charge a premium price for his 
products, maybe 5 cents more than 
competitors’ prices, but there’s a 
limit to what locations and end 
users will pay.

Tailor value added options
Richard Harvey, president of A & 
R Services in Monument, Colo., 
believes added value is always 
important in selling service, and 
deciding what to offer takes some 
digging. “You have to look at each 
client,” he said. “You ask ‘What do 
you want?’ and then ask, ‘how can I 
help you achieve it?’”

In locations that crave more up-to-
date payment options, Harvey offers 
cashless payment systems, bill recy-
clers and self checkout micro markets 
(SCMM). These systems usually 
warrant a price increase/commission 

Everyone’s a Winner

Nominees:  

Official 2013 RDOY-Nominee baseball cap

Quarterly winners:  

$250 and a feature article in Automatic Merchandiser

Grand prize winner: 

An all-expense-paid trip for two for the 2013 NAMA OneShow 
 in April, a cover photo and story in 

 Automatic Merchandiser and an engraved plaque

To nominate a driver or view complete contest rules, visit VendingMarketWatch.com.

© 2012 Kraft Foods

Your driver has worked even harder this year to 
provide more choices and deliver more prod-
ucts from KRAFT and CADBURY. Show that 
his or her extra effort hasn’t gone unnoticed. 
Nominate your most valued driver for Automatic 
Merchandiser’s 9th Annual Route Driver of the 
Year Awards, and he or she could win a trip to 
the 2013 NAMA OneShow, and more.

Fill out and submit a short evaluation form 
(online or via mail). Nominations can be made 
by virtually anyone: vending operators and per-
sonnel, fellow route drivers — even customers. 
In addition to receiving a cap announcing him 
or her as an official Route Driver of the Year 
Nominee, your driver could win one of four 
quarterly rewards or even the grand prize! 
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Vending & OCS
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negotiation, but they are good for 
locations willing to pay for it.

“Customers want faster, bigger 
and more variety,” said Harvey. This 
makes SCMMs especially popular 
added value providers. “It provides 

something our clients want,” he 
said. “But it has its place. You can’t 
put it everywhere.”

On the OCS side, Harvey has 
started thinking outside the box. 
Customers were always asking for 

healthier items, so his company 
began offering delivery of fresh 
fruits, along with coffee. “Not every-
one drinks coffee,” said Harvey. The 
fruit is a way locations can offer 
something to those non-coffee drink-

ers that is also healthy. “As long as 
the company is willing to pay for it, I 
deliver things our competitors aren’t 
capable of delivering,” Harvey said.

Ancillary products like con-
diment packets, utensils, and 

napkins were once considered 
added value, but that’s changed. “If 
you want to sell food, you have to 
have ketchup packets or spoons,” 
Harvey said, “These are the items 
people need (in order) to eat it.” 
The only time these items become 
added value is if a location wants 
to offer something specifi c, like 
the expensive, sustainable utensils 
made of corn starch. “If I have a 
client who wants it, I’ll sell it to 
them,” Harvey said.

Kyle Yost, Denver market sales 
manager for Premier Services and 
Alpine Roastery in Englewood, 
Colo., is most successful with 
accounts when he pairs vending 
and coffee service. “I take a percent-
age of their vending sales and apply 
it directly to their coffee bill,” he 
said. It acts as a commission, but no 

C O N T I N U E D  ▶

OPERATORS need to fi nd a way 
to add more value to the product 
they’re selling than the product at 

the convenience store.
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money is actually sent to the loca-
tion. “I closed an account just last 
week with this,” he added.

Even when he’s using SCMMs 
to sell an account, coffee becomes 
a great value added. Within the 
SCMM, he suggests the addition 
of a single-cup brewer where 
premium coffee can be purchased 
by the employee. Elsewhere, the 
location still offers free, regular 
brewed coffee. Employees appreci-
ate the two options presented by 
the location.

The coffee can also make a 
difference. Alpine Roastery works 
directly with farmers in Africa to 
grow coffee beans. There’s a mill 
in Cameroon that grinds the beans, 
after which it is shipped directly 
to Alpine Roastery. “There’s no 
middle man,” said Yost. That allows 
Alpine to control the quality, while 
keeping the price lower, both of 
which Yost considers important 
added value to locations.

When Yost sells SCMMs, he 
adds more than just coffee to 
make it work for a location. “You 
need to dress the market up to the 
white collar atmosphere — display 
salads and fruits — and it will 
succeed,” he said. “If you treat the 
market like a vending machine, it 
won’t do well.”

Yost has even seen SCMMs used 
to help locations control supply 
costs, such as replacement safety 
glasses in a factory setting.

Health and wellness are a must
“The added value of micro mar-
kets is vast to customers,” said Ray 
Friedrich, CEO of Sterling Services 
in Canton, Mich. And for these col-
lege educated customers of SCMMs, 
Friedrich focuses on health and 
wellness products as added value.

“We have a pretty strong (health 
and wellness) program in both 
vending and convenience stores,” 
he said. The products in the health 

and wellness program have less fat, 
lower sodium and no trans fats. 
SCMMs specifi cally allow Fried-
rich to offer more healthy product 
variety, such as salads, fresh fruit, 
yogurt, cheese, etc.

Friedrich also customizes 
machines and offers customers 
credit card acceptance. “Added 
value is always part of our 
approach,” he said.

For Mike Bunt, general manager 
of corporate marketing equipment 
at Buffalo Rock Co. in Birmingham, 
Ala., bill recyclers often make more 
sense for adding value to vending 
machines than cashless. Added 
value, for him, isn’t so much about 
snacks and service as it is about 
making his products easy for the 
consumer to purchase.

“By adding $5, $10 or even $20 
acceptance on venders, as well as 

credit/debit acceptance in certain 
situations, it’s just another added 
value,” he said. Because of the 
processing and connectivity fees 
of cashless, he feels they only 
make sense in about 10 percent 
of accounts, where bill recyclers 
make sense in 50 to 70 percent of 
locations. Bunt has even removed 
bill changers and replaced them 
with recyclers. He argues the 
$300 in change that would be 
needed to keep the bill changer 
filled buys a lot of recyclers. “I’m 
a firm believer in recyclers,” he 
said. And as for end users, they 
see the value because they prefer 
to get bills back instead of pockets 
full of quarters.

Technology wows locations
Alan Drazen, vice president of 
Midlantic Vending in Moorestown, 
N.J., uses cashless, and even 
telemetry as added value for many 
accounts. “We started cashless fi ve 
or six years ago. Now, 300 of our 
machines are cashless,” he said. 
“They take credit cards, Google 
Wallet, etc.” He believes a good 
payment system gives his business 
an edge, especially because the bulk 
of his business is in public ven-
ues. And it allows him to charge a 
higher price point.

More recently, the company 
began using remote machine moni-
toring (RMM), which is another 
thing that impresses his clients. 
“We’re able to monitor that our 
machines are fi lled and function-
ing at a high level,” he said. Drazen 
believes his clients and end users 
really value the investment his 
company makes in technology, and 
it gains him business.

As for products, Drazen offers 
branded products, and even branded 
machines, as added value to 
accounts as well.

Scott Meskin, president, Black 
Tie Services, in Baltimore, Md., 

Scott Meskin, 

Black Tie 

Services Inc., 

Baltimore, 

Md., provides 

more efficient 

service using 

technology, 

such as GPS 

systems on ser-

vice vehicles.

Richard Harvey, 

A & R Services, 

Monument, 

Colo., pairs 

value added 

options/ser-

vices with the 

needs and 

desires of a 

location. 

Alan Drazen of 

Midlantic Vend-

ing, Moore-

stown, N.J., 

uses cashless 

and remote 

machine 

monitoring to 

provide added 

value.
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also uses technology as added 
value. RMM allows him to know 
what customers want before he 
gets to the location as well as 
lets him merchandise based on 
what customers are eating. “It’s 
added value because customers 
get the product mix they (really) 
want,” he said. He also appreci-
ates being able to prove a product 
is a great seller to a location with 
the help of technology. Addition-
ally, RMM has allowed him to be 
proactive with his service calls. 
It alerts him to a problem before 
the customer even knows about it, 
such as a dropping temperature or 
a machine that hasn’t taken a bill/
coin in over an hour.

All his service vehicles have 
GPS, and Meskin considers that 
added value when it comes to ser-
vice calls. Calls were, historically, 

handled in the order in which they 
came in, but now the Black Tie 
Service dispatcher can see the loca-
tion of each technician in relation 
to the location needing service. 
“Software is helping us route those 
service technicians to the right 
location,” said Meskin.“We now 
handle most service calls within 
an hour.”

SCMMs meet environmental concerns
His other big added value option, 
SCMMs, offer customers not just 
more variety of products and pay-
ment options, but Meskin believes 
they are more “green” than a tra-
ditional vending bank. He admits 
he hasn’t done the math, but the 
size of the compressors, almost half 
compared to a vending machine, 
leads Meskin to believe they have 
a smaller carbon footprint. Plus, 

he doesn’t get asked about price as 
much with SCMMs. He’s put in 10 
so far, and not one customer has 
asked him how much he’s going to 
charge for candy.

“They feel it’s such an added 
value, they don’t care what you’re 
charging,” he said. He fi nds that’s 
not the case when he’s prospecting 
a vending account.

Adding value is a win-win. It 
provides the location with service 
it can’t get elsewhere, whether it’s 
effi cient payment options, variety 
in products on site, occasional free 
coffee or more reliable equipment. 
It provides the operator with the 
ability to charge more, leverage the 
contract for his/her benefi t or sim-
ply win or keep an account. Even 
small, outside the norm options 
can help an operator take advan-
tage of this sales tool. 
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When consumers are loyal to a brand they love, nothing else 
will do. Kind of like SPLENDA® No Calorie Sweetener. They 
love it, they demand it, and they seek it out wherever they go. 
So, while other sweetener packets may be yellow, they’re not 
SPLENDA® No Calorie Sweetener.

To see what SPLENDA® No Calorie Sweetener can offer
your business, visit www.splendafoodservice.com or call
Diamond Crystal Brands, Inc. at 1-800-654-5115.

Visit our NAMA booth (#1137) for more
information and samples of our recipes.

You can try, but there’s just
no replacing SPLENDA®
No Calorie Sweetener.
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Ruger LLC introduces strawberry 
wafers. The new wafers have straw-

berry fl avored cream between crispy, 

crunchy wafers. Shelf life is 18 

months. The fi rst strawberry wafers will 

be shipped in late April 2012. For more 

information, call 301-675-2398 or visit 

www.RugerWafers.com.

www.vendingmarketwatch.com/

10690189

Nestlé Waters North America brings Sweet 
Leaf Iced Teas to vending. Available in multiple 

fl avors, the teas are made from a superior blend 

of black and green organic tea leaves in purifi ed 

water and sweetened with pure cane sugar. For 

more information, call 303-722-4334 or visit 

www.sellbottledwater.com/vending

www.vendingmarketwatch.com/10654111

Leveraging the reputation of Special K®, 

Kellogg introduces a new salty snack to the 

vending channel, Special K Cracker Chips. 
Hybrid snacks that combine the goodness 

of a cracker with the light crunchiness of 

a chip, these snacks 

offer taste, fi ber and 

110 calories per bag. 

Flavors include cheddar 

and sea salt. For more 

information, call 877-

511-5777 or visit www.

kelloggsfoodawayfrom

home.com.

www.vendingmarket

watch.com/10657462
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For more products, visit the online Buyer’s Guide 

at: www.vendingmarketwatch.com/directory.

PRODUCT NEWS
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A NEW WINNER FROM OUR
PORTFOLIO OF WINNERS.

For more information on all of our winning products, 
contact your General Mills representative.

©2012 General Mills
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How technology will bring vending into the 
21st Century, using digital media, Internet 
connectivity and other tools to dynamically 
engage the consumer.

here have been many prognos-
tications of what technologies 
are most likely to gain traction 

in the vending industry in the next 
few years. While the exact impact of 
specifi c technologies is debatable, the 
following “V-Engineering” technol-
ogy roadmap is intended to provide 
insight into advancements most likely 
to transform the vending industry.

While auto-retailing, mobile pay-
ments, remote management, cloud 
computing and digital signage are 
likely to lead the way, social, local, 
and mobile (SO-LO-MO) marketing 
will trail closely behind.

When faced with a challenging 
market, vending operators seek solu-
tions that are cost-effective, logical, 
and lead to profi tability while advanc-
ing the image of the industry. Can 
technology be relied on to be the lead-
ing accelerant to make this happen?

Will more effi cient automation 
applications be well received? Is 
innovative technology cost-effective? 
The answer to these and related 
questions may lie in an emerging 
collection of diverse developments 
classifi ed herein as “V-Engineering.”

The thrust of V-Engineering is 
the advancement of technologies 

designed to enhance the vending 
consumer experience while stream-
lining the planning, operations, 
management, and controls neces-
sary for a successful business. Many 
of the developments contained in 
this article are forthcoming in the 
near term, and all are expected to 
be signifi cant game changers within 
the next 18 to 24 months.

V-Engineering emerges
Interest in creating enhanced user 
interactivity at the point of purchase 
coupled with the availability of 
emerging payment options, as well 
as interest in product nutritional/
ingredient disclosure information, 
provide a powerful basis for redefi n-
ing the vending experience. The 
term V-engineering represents a 
conglomeration of several advance-
ments currently under active devel-
opment by technology suppliers and 
industry practitioners.

The application of roadmap 
strategies such as auto-retailing, 
digital media, cloud computing, 
remote management, location-
based services, mobile payments, 
QR codes, user analytics, and 
dynamic servicing are expected to 

create a tsunami-like impact on the 
vending industry.

Retailing leads vending
For some time now, industry 
practitioners have been cognizant 
of the fact that a signifi cant aspect 
restricting profi tability in the vend-
ing channel is its failure to parallel 
retail transactions. This difference 
represents a major obstacle to 
industry advancement given that 
the vending experience works con-
trary to other transactions.

In a retail transaction, the 
consumer selects products fi rst and 
pays for the products second. In a 
vending interchange, this sequence 
is reversed as the consumer fi rst 
establishes credit through coin, cur-
rency, or electronic authorization, 
then makes an item selection.

Location Wayfi nding

Broadcast Advertising 
Revenue

‘V-Engineering’: 
A roadmap to progress for vending
By Michael Kasavana, Contributing Editor
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C O N T I N U E D  ▶

If the vending experience more 
closely paralleled retail experi-
ences, would this provide a basis for 
improved sales and profi tability?

As the placement of video 

screens appear 
on vending machines, there is an 
opportunity to present a shopping 
cart graphic and depict product 
icons being placed into the cart as 
the consumer makes product selec-
tions for eventual payment.

For example, the consumer might 
select products A1, B5, and C2 and 
watch as iconic representations 
of each product are placed into a 
shopping cart (similar to the depic-
tion when a computer fi le is copied 
from one location to another in MS 
Windows). Should the consumer 
change his/her mind and cancel 
the transaction or remove any item, 
these functions would process the 
change identically to actions used in 
an online shopping basket.

Once the consumer has fi nal-
ized the desired set of items in the 
cart, payment options are pre-
sented (cash, card brand, or other 
media) and the chosen items are 

purchased and dispensed. 
What effects 

will this reversal of 
the vending sales process have on 
industry progress? Here are a few 
considerations:
• More items sold – When the 

consumer is not constrained by 
a deposit or pre-authorization, 
there is a tendency to spend 
more than otherwise would be 
committed resulting in more 
items being sold per machine.

• Multiple product purchases 
– Since the consumer is not 
constrained by a prepayment 
in advance of item selection, 
there is an opportunity to make 
numerous purchase selections 
without having to initiate addi-
tional transactions.

• Higher average sales – Mul-
tiple product sales will result 
in higher average transaction 
amounts which will simplify 
machine audits and greatly 
reduce transaction costs for both 
cash handling and electronic 
processing fees.

• Bundled promotions – The 
ability to engage the consumer 
in multiple product purchas-

ing provides a foundation for 
promotional opportunities 

not otherwise available; 
for example, offering the 

consumer purchasing a 
cold beverage the option 

of receiving 15 cents off 
the price of a snack 

food item if pur-

chased together.
• More payment options – With 

payment following selection, the 
vending operator is able to offer 
more settlement choices without 
requiring pre-authorization or risk 
of exposure to mis-authorization 
charges based on purchase selec-
tion (e.g., cash, credit/debit card, 
gift/prepaid card, mobile payment, 
PayPal, Google Checkout, etc.).

• Replenishment cycling – 
Higher sales may lead to more 
frequent replenishment but will 
enhance product freshness while 

Product Promotion

Digital Signage Networking

Nutritional and 
Ingredient Disclosure

Thinkstock
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improving productivity as more 
products will be handled each 
machine visit, thereby lowering 
the cost per product replenish-
ment expense.

• Data mining – Having more 
and better information about 
products with complementary 
sale potential (i.e., identifi ca-
tion of which products sell 
well together) ensures machine 
menus have optimal sales mix 
derived from an analysis of mul-
tiple product purchases and/or 
bundled purchase promotions.
Altering the retail sequence in 

vending to closely parallel tradi-
tional retail shopping will contrib-
ute to additional advancements by 
providing a pathway for changing 
the consumer’s vending experience.

Digital media evolves
An increased level of interactivity 
between the consumer and digital 
media in most retail environments 
has been proven to effectively 
increase traffi c, sales, profi ts and 
loyalty. The recent implementations 
of video screens and digital signage 
have been proven to positively 
impact customer purchase behavior 
at the point of sale (POS).

Digital signage is typically 
defi ned as high defi nition content 
containing text, graphic, and video 
components. As a result of advance-
ment in video distribution and 
display technologies, digital signage 
is becoming a point of emphasis 
for self-service providers, including 
vending operators.

The fact that a video presentation 
screen can also serve as a touchscreen 
input device makes applications even 
more relevant by providing a plat-
form for promotional upselling to an 
already engaged customer. The real 
opportunity for the vending channel 
may lie in the fact that this roadmap 
element has the potential for mer-
chandising products in the machine 

as well as revenue sharing from sale-
able advertising spots.

Digital media, expected to 
become an integral part of the vend-
ing landscape, is currently available 
from machine manufacturers and 
industry technology suppliers for 
new machines as well as retrofi table 
for older models. Screens can range 
from single-line LED display to a 
medium-sized LCD screen to a large 
touchscreen design.

Despite the richness of data that 
can be displayed and captured by an 
LCD unit, it likely will be the paid 
advertising model, implemented so 
successfully at other retail locations 
(e.g., post offi ces, gas stations, and 
quick service eateries) that will 
serve as an adoption motivator for 
the vending industry.

The fact is incremental revenue, 
derived from digital broadcasting, 
can make a signifi cant contribution 
to profi tability. A second motivator 
is likely to be in response to impend-
ing government regulations mandat-
ing the disclosure of nutrient and 
ingredient product information.

Digital user interface 
Similar to the objectives of other 
forms of media campaigns, vending 
machine-based digital programming 
should strive for three goals: 1) 
infl uencing a POS purchase deci-
sion (promotional), 2) extending 
brand image (informational), and 3) 
enhancing the customer experience 
(entertainment). From an opera-
tional perspective, digital media is 
very appealing as it enables instant 
updating of product availability, pric-
ing, descriptors, add-ons, modifi ers, 
nutritional and ingredient informa-
tion, as well as upselling opportuni-
ties (bundling and coupling).

Vending operators can use digital 
media in an attempt to increase 
revenues while enhancing the 
consumer experience by deliver-

C O N T I N U E D  ▶

V-Engineering 
concept overview

BUSINESS BASIS

The movement of vending 

transactions from a basic form 

of (backward) commerce to the 

implementation of ecommerce 

is being transformed through 

customer-to-operator interactiv-

ity known as “we-commerce.” 

“We-commerce” is an innova-

tive business model in which 

the end-user (consumer) and 

service provider (vending 

operator) engage in a work-

ing relationship (promotions, 

rewards, geo-location, etc.), 

including customer relationship 

management (CRM).

USER INTERFACE

The consumer experience at 

a vending machine has long 

involved the use of a glassfront 

or solid static media. The ad-

vent and application of screens 

from a few inches to a couple 

of feet will soon evolve into 

innovative transparent displays 

that enable the facing to be a 

translucent touchscreen (both 

transparent and opaque), de-

pending on the positioning of 

the consumer. The consumer is 

able to see the products in the 

machine while digital content 

simultaneously appears on the 

machine front panel.

PROMOTIONS

The movement from cling-ons 

to digital signage represents 

a major upgrading in a user 

interface historically built on 

static promotions. As digital 

signage gains traction in the 

vending industry, the next step 

will be to identify the physical 

attributes of the consumer and 

to promote those items con-

sidered most appealing based 

on gender, age, location, and 

day part.

C O N T I N U E D  ▶
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Life’s too short for ordinary coff ee.

A recent NAMA consumer survey confi rms…
coff ees seen as an employee benefi t when off ered in
the workplace. Off er them Caribou Coff ee, because
Life’s too short for ordinary coff ee.

Caribou Coff ee’s fractional pack gourmet offi  ce 
coff ee solution makes it easy to serve exceptional 
 fl avorful coff ees from across the roast spectrum.

 • Pre-ground cra�  roasted beans
 • Pre-measured to 2.5oz for convenience
 • Packaged airtight for freshness to
  ensure every sip is savored.

For more information on serving Caribou Coff ee at your offi  ce or to inquire on being a Distributor of Caribou 
Coff ee contact: Michelle Langkau, Sr. Manager Foodservice, 763.592.2397, mlangkau@cariboucoff ee.com

There’s no denying the diff erence between a bland, boring offi  ce 
brew and cup of truly gourmet coff ee. Employees, customers, heck
the entire offi  ce expect more than just an ordinary cup of joe.
They crave quality and fl avor that will make their day.
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ing targeted messages where and 
when they seem to matter most; 
at the point of purchase. Traffi c 
volume and sales data by time of 
day (often referred to as day parts) 
are basic elements used to evaluate 
media success. Generally, there are 
three techniques used to deter-
mine the impact of digital media 
on point-of-purchase behavior. 
These factors being:

Sales correlation
Intelligent marketing refers to 
providing the consumer relevant 
messaging at the point of purchase 
based on an analysis of personal 
profi le and day part. Matching 
POS transaction data to digital 
content will generate a correlation 
index between sales and product-
specifi c messaging. Different 
messages will likely have varying 
impact on purchase decisions, and 
understanding how unique broad-
cast content infl uences consumers 
from various demographics can be 
important to menu engineering.

Event-based couponing
Vending machine messaging that 
promotes a specifi c product or 
combination of products may also 
generate a discount coupon, or 
“e-coupon,” to further infl uence 
purchase decisions. Media experts 
claim that this form of promotion 
conditions the customer to pay 
attention to broadcast content 
as there may be a promotion or 
other benefi t to be gained. Digital 
signage can present vending an 
unparalleled sales opportunity, 
especially in conjunction with 
the use of QR codes and dynamic 
mobile marketing campaigns.

Net impression tracking
An evaluation of the consumer’s 
ability to recall the content of 
a digital display is termed net 
impression tracking. When a mes-

sage is broadcast, an impression is 
created. Measuring the consumer’s 
strength of recall can be used to 
evaluate this relationship. This is 
often a diffi cult metric to compute 
but can be very meaningful in 
terms of next step strategies.

Often, practitioners report that 
short messages (as short as 10 sec-
onds) may have a higher recall rate 
than a longer promotional piece. 
Additionally, the longer the mes-
saging at a vending machine, the 
more likely there will be a service 
slow down.

Digital signage can have a 
positive impact on vending as it 
increases the range of information 
available to consumers at the point 
of purchase. Some important per-
formance metrics for digital signage 
in vending include: 1) revenue lift 
resulting from product promotion, 
2) purchase transaction time, 3) 
index of customer satisfaction, and 
4) increased number of customers 
using the vending machine.

Digital media represents a 
powerful tool for location specifi c 
promotions as content can be 
remotely managed in real time and 
compressed for rapid transmis-
sion. Vending operators are able 
to place digital screens in a bezel 
or slot mount on the front of a 
vending machine as well as to a 
machine side panel or away from 
the machine on a wall bracket.

Streaming video technology, in 
combination with Internet connec-
tivity, presents a vending operator 
with the capability to create a pow-
erful network for video advertising, 
news alerts, and product promo-
tion. As new content is available, it 
can be automatically downloaded 
from a remote location to vend-
ing machine supported screens for 
immediate implementation.

In essence, the placement of digi-
tal signage can effectively transform 

C O N T I N U E D  ▶

V-Engineering concept 
overview (continued)

MEDIA SIGNAGE

The placement of static media that 

quickly is taken for granted gives 

way to dynamic signage including 

video and audio information and 

promotions. As high defi nition digi-

tal signage becomes more popular, 

protocols related to digital signage 

content management will likely be-

come standardized. The frequency 

of digital displays, both machine 

mounted and wall mounted, are ex-

pected to be a source of incremental 

advertising revenue.

PRODUCT INFORMATION

Filling machines based on a 

planogram did not adequately ad-

dress the needs of specifi c market 

segments and thereby gave way 

to category management (mod-

eled after other retail formats). 

Impending government guidelines 

mandating the presentation of ac-

curate ingredient and nutrient data 

requires that available products be 

properly identifi ed and associated 

with correct product information; 

the focal point of product recogni-

tion software.

PRODUCT SELECTION

The traditional user interface that 

involves product selection through 

button to column location is being 

replaced by a video touchpad that 

allows for product information 

display as well as product selection. 

Adjustment in the auto-retailing 

model will position a shopping 

cart on a video screen enabling 

shopping fi rst with payment to 

follow (multiple products; single 

payment). The implementation of 

search engine mechanisms and 

fi lters that contribute to limiting 

acceptable product choices will 

promote consumer satisfaction. 

Formatting will evolve to also 

include targeted promotions, fl ash 

sales and dynamic couponing.

C O N T I N U E D  ▶
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Event highlights include:

 
 

Better Education.. .Better Brew.. .Better Bottom Line

New Orleans, the 2012 host city for CT&W is the premier coffee-handling port with over 14 warehouses, 
5.5 million feet of space and six roasting facilities within a 20-mile radius.  So it just makes sense that New 
Orleans would host the largest single education event dedicated to coffee, tea and water service operators.  
The rich coffee history of this exciting city is the perfect backdrop for NAMA’s 5th annual coffee, tea and 
water event.  The venue is the newly renovated Hyatt Regency Hotel just a short street car from  the 
famous New Orleans French Quarter.

HELPING YOU BUILD YOUR BUSINESS TODAY FOR A MORE PROFITABLE TOMORROW!

All inclusive 
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a vending machine into a large-scale 
video terminal equipped to promote 
on-site merchandising while providing 
a source for product ingredient and 
nutrient disclosure along with incre-
mental revenue from advertising.

Digital supports wayfi nding
The use of signage to direct people 
in an unfamiliar area is termed 
wayfi nding. The advent of digital 
signage adds a new dimension to 
wayfi nding by enabling visual pre-
sentation of maps and schedules.

New, data-driven, wayfi nding 
systems operate dynamically to 
determine the best route based on 
current conditions. This concept of 
“smart” wayfi nding is expected to 
change how wayfi nding is deployed 
and managed in all industries, 
including the vending industry.

For example, a smart phone 
application may identify the nearest 
vending machine, and category of 
products sold, to an inquiring con-
sumer. Or a high defi nition audio-

video presentation can be used to 
capture consumer attention and 
thereby drive traffi c to the machine. 
Once in proximity to the machine, 
the display can promote products 
sold through the machine (targeting 
specifi c items for promotion based 
on consumer and time of day).

Nutrient and ingredient data 
can be presented for any item or 
the buyer may be able to use an on-
board search engine or component 
fi lter to identify qualifying (e.g., low 
calorie) items for purchase. In addi-
tion to item promotion and sales, 
incremental revenue may result 
from advertisements and event pro-
motions appearing on the machine 
supported digital screens.

Product recognition concerns
The need to display product nutri-
ent and ingredient data has started 
taking on signifi cant importance in 
the vending industry. Government 
regulations designed to assist con-
sumers in making more informed 

product choices will soon be man-
dated, requiring vending operators 
to provide accurate item informa-
tion. How can a vending operator 
have confi dence the data provided 
will match the identifi cation of each 
product in each facing?

These concerns can be addressed 
and resolved through product 
recognition technology to specifi -
cally determine the content of each 
product in each spiral in real time.

A future article will examine 
cloud computing, remote monitoring, 
hosted systems, mobile payments and 
location based services. 

ABOUT THE AUTHOR
Michael Kasavana, 

Ph.D., is the NAMA 

endowed professor in 

hospitality manage-

ment at Michigan 

State University in East 

Lansing, Mich. He has been researching 

vending technology for several years.

V-Engineering concept overview (continued)
PRODUCT OFFERINGS

While often the products available for 

sale are the result of the preferences 

of the route driver, societal pressures 

have helped promote a healthier 

product offering throughout the vend-

ing industry. The next phase is likely 

to include fi ndings based on analytics 

aimed at profi ling offerings to a target 

audience based on an array of criteria.

OPERATIONAL PLATFORM

Since the late 1980s, the industry 

has measured vending performance 

and security on a DEX standard. As 

applications become more stream-

lined and sophisticated, there is 

consideration of alternative operat-

ing platforms that are less propri-

etary and rigid. Moving forward, the 

implementation of open architecture 

formatting will drive development.

MACHINE MANAGEMENT

Placing vending machines online 

provides the basis for improvements 

in productivity and profi tability. The 

transitioning from a handheld device, 

to remote machine monitoring, to 

cloud-based computing is perhaps 

providing the most signifi cant 

changes.

PRODUCT REPLENISHMENT

The use of fi xed machine visitation 

scheduling has begun to yield to dy-

namic scheduling based on machine 

notifi cation of the need for a service 

call, product replenishment, or emer-

gency alarm condition. The next level 

of development includes self-diag-

nostics leading to automatic repairs 

and remote corrective actions.

MACHINE LOCATOR

Knowing where an operator’s fi eld 

placed assets reside is important, 

but what may be more important is 

informing or directing consumers 

to the machine to make a purchase 

decision. A machine locator applica-

tion for the smart phone is expected 

to help drive traffi c and sales.

EXPANDED PAYMENT OPTIONS

Transforming the vending retail expe-

rience to mirror traditional retailing 

will contribute to an expanded level 

of payments from cash, currency, 

and electronic transactions to mobile 

payments via cellular and cloud-

based computing. Mobile payments 

provide multiple features associated 

with e-wallets (payments, coupons, 

rewards, incentives, etc.).
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Vendi
for entrepren
By Elliot Maras, Editor

hat’s a former 
national hotel 
executive doing 
in the rough-and-
tumble, work-
a-day vending 

business in Orlando, Fla.?
Gary Arwin is leveraging the skills 

he acquired in nearly two decades of 
business management in the hospital-
ity industry to provide a good living 
for himself. He enjoys the challenge of 
sales, he is fascinated by technology, 
and he likes the one-on-one contact he 
has with his customers. He particularly 
appreciates the chance to be the master 
of his own future, something the vend-
ing industry gives him.

“I like that aspect of it,” Arwin said. 
“Basically, you control your own destiny.”

As the vending industry changes, 
newcomers like Arwin are fi nding 
ways to get ahead in the business that 

W

Gary Arwin claims the Coin Free VUWI cashless 

system has been popular with customers.

Gator Vending wins big 
accounts in Orlando, Fla. 
with personal service and 
a willingness to try new 
technology.

The VUWI cashless 

device has an LED 

light that draws 

customers’ attention.

C O V E R  S T O R Y
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weren’t available several years ago. 
Vending technology and mobile 
broadband tools have evolved, 
creating new ways for operators to 
provide good service.

Astute newcomers like Arwin, 
who bought a small operation six 
years ago, have been able to take 
advantage of new tools. But they 
also learn, as their predecessors did 
long ago, that there are no short 
cuts to success in vending. Opera-
tors have to provide good service to 
succeed, and to do this, they must 
be willing to listen to customers 
carefully and respond to issues at 
the drop of a hat.

Arwin’s company, Gator Vend-
ing, a 2-route operation serving the 
greater Orlando area, has grown 
steadily in the time Arwin has 
owned it. He has learned from his 
mistakes, and his commitment to 
good service has yielded some large 
customers, including some airlines 
and national name retailers.

With two full time employees, 
Arwin wears many hats as owner/
manager, which makes for long 
work days. But as owner/manager, 
he has been able to provide the type 
of attentive service that some of 
the area’s most demanding custom-
ers have not been able to fi nd from 
larger vending operators.

Arwin, the son of a Yellow 
Pages advertising salesman and a 
teacher, always wanted to own his 

own business. A good student all 
his life, he applied himself to busi-
ness studies in college. He never 
imagined he would some day be in 
the vending business.

Growing up in Syracuse, N.Y., 
Arwin was enamored with luxury 
hotels. He studied hospitality man-
agement at Bryant University in 
Smithfi eld, R.I., and spent 12 years 
as a controller and general manager 
for a hotel chain.

He liked the hotel business, but as 
his children got older, he didn’t like 
getting transferred to different cities 
every few years. He wanted his kids 
to have the experience of growing up 
in one place, as he himself did.

Having never lost his desire to 
have his own business, when the 
opportunity presented itself, Arwin 
teamed up with some partners in a 
hotel supply/renovations company 
in Orlando.

The company grew, but early 
on, problems emerged among the 
partners. Within seven years, the 
business folded. Arwin, convinced 
it was time to be a sole business 
owner, contacted a business broker 
in Orlando. The broker showed him 
various businesses for sale, includ-
ing a vending company with 68 soda 
and snack machines in Titusville, 
Fla., near Orlando.

Arwin met with the owner of 
the company, R.J. Vending, visited 
some of the locations, and decided 
to buy the company. To Arwin, 
vending seemed to be a “cut and 
dry” type of business, one that 
provided a tangible value to the 
customer. Vending struck him as 
a business tailor made to a person 
like himself with a good work ethic 
who enjoys customer service. In 
retrospect, he admits he had little 
idea how complex and demanding 
the vending business is.

Learning from the ground up
In addition to the stops, the com-
pany came with an employee and a 
delivery van. Arwin opted to service 
the locations himself for six months 

ng makes great new career 
neur who loves technology

C O N T I N U E D  ▶

Driver James Amatuccio fills a cold drink 

machine. Gator Vending owns all of its cold 

drink machines to be able to offer a larger 

variety of product.
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to learn the business from the 
ground up.

Arwin’s hospitality back-
ground had instilled in him 
some strong marketing skills. 
One thing he realized right 
away was that the company 
needed a better name.

He enlisted his wife and 
children in this effort. His 
brother went to the Uni-
versity of Florida, home of 
the Gators. The alligator 
signifi ed strength. Hence, 
the name “Gator Vending” 
won out. But alligators are 
also mean. So he reasoned 
he needed a friendly alliga-
tor. He hired a professional designer 
to come up with a cartoon image of 
an alligator holding a beverage and 
a snack. “We wanted to be known 
as a fun company and a professional 
company,” Arwin said.

The Gator logo adorns his shirt, 
his Website, his truck and all mar-
keting material.

Being aware of the importance 
of the Internet, Arwin launched a 
Website almost immediately.

After six months, he decided it 
was time to hire a driver so he could 
focus on fi nding new accounts. He 
ran an ad on Craigslist, an Internet 
Website, and interviewed dozens of 
applicants before deciding to hire 
someone. That person quit after 
three weeks due to the physical 
strain of the job.

His second hiring attempt was 
more fortuitous. Arwin came across 
James Amatuccio, a former vend-
ing driver who had left the business 
but wanted to come back. Amatuc-
cio proved a reliable employee and 
remains Arwin’s right hand man.

Arwin realized he could grow 
faster by using bottler loaned cold 
beverage machines. But he quickly 
learned that customer preferences 
vary, and bottler machines limited 
his product choices. The cold bever-

age market was becoming more 
diverse all the time, so he opted to 
own all his beverage venders. In 
retrospect, this has proven a good 
decision, as his beverage sales con-
tinue to increase.

Reliance on refurbished machines
He also learned that buying 
refurbished machines was more 
economical than buying new ones. 
Hence, he made it a practice of 
buying refurbished machines. He 
has made it a practice of paying 
for equipment with cash or using 
equipment manufacturer short-
term fi nancing. He looks to recover 
his equipment outlays in one to 
one and a half years.

Six months after buying that fi rst 
route, Arwin was able to purchase a 
location with 30 machines in vari-
ous employee areas at the Orlando 
airport from a business broker. This 
became his second route, necessitat-
ing the purchase of a new delivery 
truck and hiring a second driver.

The airport location grew over 
a period of a few months. However, 
the airport management eventu-
ally required that vending deliver-
ies be accompanied by a security 
employee. This has been an incon-
venience. It made Arwin realize 
that being in vending, he needs to 

be prepared for unforeseen 
developments.

Arwin bought some loca-
tions from a locator associ-
ated with an equipment 
manufacturer, but quickly 
decided this was not a fi nan-
cially smart way to grow.

As a rule of thumb, he 
began seeking accounts with 

at least 75 people, making excep-
tions for locations with multiple 
shifts or close to an existing loca-
tion. He has not pursued school 
accounts, largely because of the 
strict nutrition rules.

He works out of a 1,600-square-
foot warehouse in an industrial 
park. He does all product ordering 
himself, as well as most of the equip-
ment deliveries and repairs.

Arwin didn’t pick the best time 
to get into the vending business 
in Florida. The recession that hit 
in 2008 was especially brutal to 
Florida, which relies heavily on 
tourism. Nevertheless, he learned 
there is always room for an aggres-
sive service provider committed to 
good service.

“The big guys can’t provide the 
same personal service that I can 
offer,” Arwin said.

Key sales tool: a good Website
He realized in his fi rst year he was 
getting a lot of service inquiries 
from his Website. He reasoned 
that if he had a better Website, he 
would get even more inquiries. 
He hired a professional Website 
designer who also offered some 
help with search engine optimiza-
tion. This proved a smart invest-
ment as the inquiries increased.

An important feature on the 
Website is the information request 
form which allows him to qualify 
the leads. Most of the two to three 
leads he gets per week do not result 
in sales, but he has gained some of 
his best accounts from the Website.

Arwin wears 

many hats at 

Gator Vending, 

taking a ser-

vice call in the 

afternoon.

Gary Arwin 

fixes a coil on a 

snack machine.
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One of Arwin’s most discourag-
ing experiences was fi nding that 
some customers are willing to work 
with vending operators who don’t 
have liability insurance and don’t 
pay sales tax. He said some busi-
ness owners understand he needs 
to cover these costs, but some don’t 
care and only want the lowest pos-
sible prices.

“You can’t sell a candy bar for 60 
cents and make money,” he said.

Customer needs drive business
Arwin was aware that vending tech-
nology was evolving, but he real-
ized the technology was expensive. 
He wasn’t looking to offer cashless 
readers when he got a call from an 
account with 100 employees who 
asked him if he could provide credit 
card readers.

The account also wanted OCS 
and point-of-use water coolers, two 
things Arwin was not offering at the 
time. He decided it was time to learn 
about all three of these areas. He 
told the account he was interested 
in providing all of these services.

The account had also met with 
some larger vending companies, but 
Arwin offered something unique; 
the owner’s (his) cell phone num-
ber. Hence, he won the account.

Arwin installed USA Tech-
nologies readers, along with $5 
bill acceptance and dollar coin 
payout, on the snack and beverage 
machines. This was his fi rst expo-
sure to cashless, and he was pleased 
with the results.

He wasn’t sure there wasn’t 
some cannibalization of cash sales, 
but one thing he noticed for sure 
was the higher priced items sold bet-
ter than in accounts that didn’t have 
cashless readers.

Little did he know at the time 
that the account was about to 
increase its staff sevenfold. Arwin 
now has vending banks on four 
fl oors for this company.

The positive results with the 
cashless reader encouraged Arwin 
to offer cashless to more customers. 
Since he installed cashless, he has 
increased his higher ticket offer-
ings in his machines, such as $2.50 
energy drinks. Most of his glassfront 
beverage machines now have a full 
row of energy drinks.

New cashless concept emerges
In the meantime, a local technology 
company developed a cashless vend-
ing product using Bluetooth technol-
ogy and was searching for vending 
operators to test its new concept. 
Arwin’s USI distributor, Sunstate 
Vending Equipment Co. in Apopka, 
Fla., referred the company, Coin 
Free Inc., based in Winter Park, 
Fla. to Arwin. Coin Free designs 
and distributes devices to support 
the acceptance of credit, debit and 
loyalty cards.

Coin Free 
developed a Blue-
tooth/wi-fi  reader 
that communi-
cates payment 
authorization 
through both 
serial (multi-drop 
bus machines) 
and electrome-
chanical (older 
machines) sys-
tems. Customers 
can make pur-
chases by down-
loading an app 
to their mobile 
phone, select from 
a list of prod-
ucts and prices 
on their phone, 
authorize the 
purchase on their 
phone, then make 
their selection 
from the vending 
machine.

The screen that appears on the 
phone gives a list of generic prod-
uct categories, i.e., chips, and a 
price point. Once the customer has 
selected the category and the price, 
the credit or debit authorization 
is communicated to the Bluetooth 
modem on the machine. The cus-
tomer then selects the specifi c prod-
uct on the machine keypad. If the 
customer selects a product priced 
lower than the authorized amount, 
their account is credited the differ-
ence. If they select a product priced 
above the authorized value, the sale 
is denied.

The mobile phone needs to be 
within 30 feet of the modem to acti-
vate a cashless purchase. The device 
sits on the front of the machine 
above the keypad. The circuits 
inside the device connect to the 

C O N T I N U E D  ▶
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machine’s MDB or, in the case of an 
electromechanical machine, to the 
vending machine controller. Arwin 
has the device on both MDB and 
electromechanical machines.

The cashless vending product, 
called the virtual universal wireless 
interface (VUWI®), can handle up 
to seven separate credit/debit or 
loyalty cards.

The last item on the screen is 
the entry of a personal identifi ca-
tion number to be associated with 
a credit/debit or loyalty card. When 
activated for a given card, each time 
a purchase is made using that card, 
the system sends an email with 
details of that purchase to the given 
email address.

All VUWI data is stored on the 
Coin Free PCI-DSS (Payment Card 
Industry Data Security Standard) 
compliant server, not in the custom-
er’s phone. This way, the informa-
tion is secure, should the customer 
misplace their phone.

There is no swiping the VUWI 
device on or near the machine. 
Hence, the device does not need to 
meet government reach require-
ments like controls on the machine.

The front of the device has a 
Bluetooth adapter. There is a label 
on the front of the adapter that 
says “Use your cell phone to make 
a purchase. No cash. No card. No 
problem.” A fl ashing LED light 
draws attention to the VUWI.

Arwin has placed VUWIs in 
three of his accounts, including an 
Apple store with 200 employees. 
He claims the response has been 
very positive.

The VUWI, while still in beta 
test, has some advantages over other 
cashless systems, Arwin noted. The 
hardware is less expensive. Coin 
Free charges him $5 per month for 
each device. The transaction cost to 
the merchant is also less than other 
cashless readers. The processing fee 
can be as low as 3.5 percent.

Coin Free also offers prepaid 
purchases with VUWI, which is 
intended for captive accounts. The 
company is already offering a 1 per-
cent loyalty reward for download-
ing the VUWI app. Other loyalty 
rewards are being developed.

When a vending location 
customer joins the VUWI loyalty 
program, they are asked to put a 
minimum $10 balance on their 
VUWI account, noted Matt Brady, 
vice president of marketing for 
Coin Free. This balance can then 
be used in the vending machines 
with VUWI readers or other VUWI 
compatible sites at gas stations, 
restaurants and retailers. This is 
the same concept being used by the 
emerging micro market industry, 
where a prepaid balance is estab-
lished for purchases at the market 
so that there is not an individual 
payment being made for each item 
being purchased at the market.

This method increases the trans-
action amount for a single payment 
which then reduces the percentage 
of the merchant fee paid by the 
vending operator, Brady said.

At the Apple store Arwin ser-
vices, 62 employees downloaded the 
VUWI app, even before any market-
ing was done to the employees.

Future improvements planned
Arwin uses QuickBooks for 
accounting. He realizes he will need 
a stronger accounting system as he 
grows. He has an associate working 
on a system.

He also wants to get a better 
handle on how well products sell. 
He has always believed that greater 
variety yields higher sales, but he 
realizes the large variety he carries 
has high inventory costs.

Arwin also realizes his static 
route deliveries are not cost effi cient 
compared to other delivery systems 
vending operators are currently 
using. In order to better optimize 
his deliveries, he will need more 
accurate sales tracking than he has 
with manual accounting.

Future promising
Arwin is optimistic about his future. 
He realizes that more and more 
customers are comfortable making 
vending purchases with cashless 
readers and mobile phones. The 
more cashless purchases customers 
make, the more higher ticket sales, 
he noted.

He also sees a lot of growth for 
his 1-year-old OCS/water service 
division. He is presently exploring a 
liquid coffee.

Arwin’s immediate goal is to 
fi nd another route driver to free him 
up to concentrate on selling. His 
goal is to grow from his current two 
routes to four or fi ve routes with 
around 500 machines. At this size, 
he thinks he will be able to maintain 
personal contact with customers 
and generate enough sales to yield a 
better profi t margin.

As new products and technolo-
gies evolve, he thinks the business 
will be exciting for years to come. 

Operation Profi le:
Gator Vending

Location: Orlando, Fla.

Owner: Gary Arwin

Owned by Present Owner: 6 

Years

Number of Routes: 2

Number of Employees: 3 

(Including owner)

Equipment manufacturers: 

U-Select-It Corp., Crane Mer-

chandising Systems

Cashless System Providers: 

USA Technologies Inc., Coin 

Free Inc.

Annual Sales: Not revealed
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contact Foster Printing Service, 

the official reprint provider for 

Automatic Merchandiser.  

Call 800.875.3251 

or sales@fosterprinting.com

Use reprints to maximize your marketing  

initiatives and strengthen your  

brand’s value.

CUSTOM REPRINTS

Trailers
Ground-level Loading....

Full Air Suspension

The deck remains level as it raises or lowers
 hydraulically in less than 15 seconds.

Super smooth air suspended ride!

VENDING & ATM MACHINES
Lower your trailer - Lower your costs!

ROCK LINE PRODUCTS INC.
  Ph. 909-392-2170 - Fax 909-392-4651

See full exciting details and video at
www.airtow.com
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PURCHASING Vending and  Coff ee Routes
Confi dentiality assured  •  Financing in place

usavendingusa@gmail.com

U.S. Tax Compliance, LLC
Certifi ed Public Accountants

For All Your Tax Filing Obligations

Visit us at:
www.fi letaxesintheusa.com

908-229-7843

www.alabamabag.com

We off er a great selection of brewers, grinders, cappuccino 
machines and over 6000 repair parts from manufacturers like 

Bunn, Cecilware, Wilbur Curtis, Newco and Grindmaster Crathco.  
Shop us 24/7 - place orders anytime!

www.discountcoffeeequipment.com
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MAIL AD COPY TO:  Automatic Merchandiser, Attn: Jenny Hallett, P.O. Box 803, Fort Atkinson, WI 53538-0803
Inquiries to Jenny Hallett:  Toll Free:  800-547-7377 x1314  •   Fax:  877-370-1575   •   E-mail:  jenny.hallett@cygnusb2b.com     

Marketplace

 www.onlinevending.com
855-282-8363 (vend)

Use our exclusive & unique

features to shop on our website.

Over 3000 Vending  Machines, 
Supplies, and  Accessories 

to choose from.
Proudly Made in the USA! VENDING MACHINE SALES

“Bring  Operator Prices Factory Direct Nationwide”
CALL THE REST THEN CALL US

In vending since 1960.
PH: 1-800-313-1821
FAX 1-800-211-1066

WWW.VENDINGMACHINESALES.COM

3M™ Water Filtration Products 
for Offi ce Coffee, Water and Vending 

1-866-990-9785 
www.3MFoodservice.com

ater Filtration P

Vending Business Information
www.vending-business-information.com

1-319-931-9165

IMPROVED HONOR 
SNACK BOXES

•   Reinforced corners

•   More durable tabs

•   $1.25 labels optional

•   Smudge resistant

•   Customizable

As my banker once said, “You 
have the perfect business.”  

• Low start up cost  
• No service calls 
• All cash business 

M&M 
12 select candy $675

Truck Load: $550

Ice Cream 
Fastcorp. 631 $695
Truck Load: $495

Ice Cream 
Fastcorp. 820 $1295

Truck Load: $895

ICE CREAM VENDORS FOR SALE

Call BAR Vending for quantity discounts and additional information.We buy soda and snack machines!

Ice Cream
Fastcorp Z-400 $2395

Truck Load: $2,095

888-777-4227 • www.barvending.com

Contact Jenny Hallett Today!
Phone: 800.547.7377 ext. 1314

jenny.hallett@cygnus.com

TargetTarget  

your audienceyour audience

with classifi ed 
advertising in

AUTOMATIC
M E R C H A N D I S E R
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Jo Ann Lichtman
Vending Broker Specialists
2019 Forest Creek
Libertyville, Illinois 60048
(847) 680-4790 / 800-801-7453
(847) 680-4796 FAX
jolichtman@aol.com
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Manage Your Fleet While On the Go…. 

GPS North  America’s 
Smart Phone App  
allows you to  manage 
your fl eet while on the go. 

GPS North America Helps 
Make Your Business More 

Profi table By:

✓  Reducing Fuel Consumption by 20%     

✓  Route Optimization   

✓  Minimizing Engine Idle Times

✓  Dispatching Jobs Directly to Driver 

✓  Real-Time Alerts     

Call today for a live demonstration 
and FREE Trial Program.

No pressure, 
No hassle, 

NO MONTHLY 
CONTRACTS!

1-888-760-4477 • www.gpsnorthamerica.com

“Now You’ll Know”

Gary Pretzer, Director
Merger & Acquisitions Services 

gary@consolidatedservicesgroup.com

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

Let us help you sell 
your business.

Offi ce (800) 724-1125
Ext. 126

Cell    (708) 774-1434

Business Valuations

JS Business Services, LLC
M&A and Consulting for Vending and OCS Businesses

jerry@jsbusiness-services.com • Call  516-621-7159   

•  Estates
•  Buy/Sell  Agreements
•  Divorce
•  Buying/Selling a  Business
•  Owner Buy-in or Buy-out
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Food Broker Specialists

Michigan Merchandisers, Inc.
           51221 Washington Blvd., New Baltimore, MI 48047

www.michmerch.com

Scott W. Rorah
(586) 725-0711
1-800-732-8363

Fax: (586) 725-6929
Cell: (586) 484-5490

srorah@michmerch.com

1-716-873-7003

Your
Snack BoxORIGINAL

➵

Deluxe Corrugated
SNACK BOXES ➵

                                 LOLLIPOP 
                           CHARITY DISPLAYS

The Perfect Low Capital Cost 
Business Builder!

How many businesses can give you full 
return on investment within 6 weeks?

247 Cayuga Rd. • Buffalo, NY 14225

www.sheridansystems.com

SPECIALIZING IN

BUNN

NEWCO

BLOOMFIELD

“Call Us Before 
Buying New”

REBUILT COFFEE
BREWERS

100% GUARANTEED

We Pay Top $ For Used Equipment

CREATIVE COFFEE, INC
P.O. Box 218507

Houston, TX 77218-8507
Toll free 888-704-0054

fax 281-579-0679
www.creativecoffeeinc.com

414-529-4441 Ext. 201
800-733-7372

FAX 414-529-3728
E-Mail hsmltd@sbcglobal.net

P.O. BOX 228    HALES CORNERS, WI  53130
11000 W. JANESVILLE RD.

Phil Hanson Jr.
President
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NuAge
MARKETING SOLUTIONS, LLC

P. O. Box 85
Rockwell City, IA  50579 

debjudas@iowatelecom.net

(800) 684-0393
(712) 297-8317 Fax

www.nuagemktg.com

Let us make the COLD call
and send you the HOT leads!
Your salespeople can focus their valuable time 
and energy on closing sales and acquiring new 
customers for your vending business - rather 
than sifting through hundreds of cold calls 
to find a few prospects who might need your 
company’s products and services.

Vending Partnership
Program
Lead Generation and Appointment 
 Setting for Operators, Distributors, and 
 Manufacturers in the Vending Industry
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James R. Patterson Jr.

425 Huehl Road, Bldg. #17               
Northbrook, IL 60062                        847.714.1200
JimPattersonJr@PattersonCo.com               Fax 847.714.1275

M A N U F A C T U R E R S  R E P R E S E N T A T I V E S

Distributors of Quality Vending Machines
2719 Westport Road
Charlotte, NC 28208

www.choiceequipment.com
email: choicequip@aol.com

800-558-8363 x24
704-394-4104 x24
704-394-6697 Fax

Bob Loparco
President

CHOICE EQUIPMENT SALES, INC.

Saverino & Associates, Inc.

Jennifer Saverino
 

JACK CROSS

8650 E. 32ND ST. N

WICHITA, KS  67226

TEL 316 686 5060

FAX 316 686 3909

1-800-451-3445

COMMERCE
LEASE GROUP

Vending Truck Leasing and Lease Financing
New and used vending trucks and vans

Off-lease vending trucks and vans

jackcross@commerceleasegroup.com
www.commerceleasegroup.net

Coin & Currency Counters
New & Pre-owned Equipment

Sales, Service, & Supplies
“We stock parts for discontinued models”

(859) 225-8244  •  Lexington, KY

www.cashhandlingsolutions.com
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1301 N. Jefferson 
Anaheim CA 92807 

JANETTE CARTER 
ROBERT LUKE 

714.223.0365 
866.380.3365 
jcarter@focus365.com 
rluke@focus365.com 

FOCUS 653
Your Success Is Our Focus!
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STEVE JENKINS is the kind of 
route driver operators want to have if 
they hope to use new technology.

Jenkins, the 2011 Route Driver 
of the Year, sponsored by Kraft 
Vending & OCS, stands out from 
the crowd for his positive attitude, 
dedication to excellence on the route 
and leadership qualities.

He was choosen from other 2011 
quarterly fi nalist who were nomi-
nated online. The selections were 

based on comments 
and a numerical 

score in areas 
such as: years as a 
driver, number of 
machines ser-
viced, miles trav-

eled, accidents, truck/machine condi-
tion, and sales.

A calling for vending
Jenkins dreamed of a vending 

career while working for UPS. When 
an opening became available at Mid-
lantic Vending, Jenkins jumped at the 
chance and has been a route driver at 
the company for six years.

“I work with a great bunch of guys, 
so that makes it easy to go to work,” 
said Jenkins. He loves making his 
customers happy too, with clean, well 
stocked vending equipment. “I’m sort 
of OCD (obsessive, compulsive disor-
der),” said Jenkins, “so everything I do 
has to be perfect in my eyes or I can’t 
walk away from it.”

Jenkins has noticed the indus-
try changing during his time in the 
business. When he started, there 
weren’t any credit card readers on the 
machines he serviced. By 2011, at least 
half of the machines had them. He’s 
also seen bill recyclers installed. “We’re 
using them; it’s a great thing,” he said.

The selection of healthier foods 
has progressively grown as well, 
noted Jenkins, whether it’s fat-free 
ice cream or organic products. 

What’s most outstanding about 
Jenkins is his desire to learn every 
facet of the industry. “I love the 
opportunity I’ve been given at 
Midlantic,” he said. “It’s the oppor-
tunity to learn the industry…that’s 
exciting to me. You can never learn 
too much.”

And his desire to learn hasn’t 
gone unnoticed. When the com-
pany decided to install 1,000 remote 
machine monitoring units and 300 
cashless units in three months, Jen-
kins stepped up to take an active role. 
He worked weekends and after his 
normal route duties to assist in installs 
and training others to do so.

“It has been a tremendous help to 
the company and most importantly 
has set a great leadership example to 
the rest of the staff,” said Alan Dra-
zen, vice president of Midlantic and 
the person who originally nominated 
Jenkins. “With little outside help this 
(was) a huge task.”

Jenkins continues to shine as a 
route driver even after being rec-
ognized by both his company and 
Automatic Merchandiser. It’s obvious 
he’s self-motivated to be the best he 
can be, an asset to the company and 
the industry. 

Vending & OCS

2 0 1 1  W I N N E R

By Emily Refermat, Managing Editor 

Dedicated to customer service, the 8th annual route 
driver of the year winner also boasts a ‘can-do’ 
attitude when it comes to implementing technology.

Steve Jenkins, 
Midlantic Vending, Moorestown, N.J.

VendingMarketWatch.com     May 2012
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Visit www.SellBottledWater.com/Vending today

© 2011 Nestlé Waters North America Inc.

1 Beverage Marketing Industry Review, 2009  2 FRC Research Corporation Study, 2009
2 The Eco-Shape® bottle contains 30% less plastic on average versus comparable size 

of carbonated and noncarbonated beverages; based on a 2008 nationally conducted
audit of .5L bottles across the water, soda, juice and tea categories

Turn to Nestlé WatersTurn to Nestlé Waters
North America,North America,

 the #1 bottled 
water company 

in the U.S.,1 
for all your Office for all your Office 

Coffee Service needsCoffee Service needs

• Leading regional 
 and national brands
• Excellent value
• Customers know
 Nestlé Waters 
 delivers the taste, 
 trust and image 
 they demand

The #1 Spring Water 
in Each of Their 

Respective Regions2

2
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New DENTYNE and TRIDENT split packs are bursting with fresh appeal.

Get the power to attract more customers with these sleek and eye-catching 16-piece 
packages that easily break in two. Preferred over cumbersome pellet packs,1 the refreshingly 

innovative design offers extra gum pieces, fi ts perfectly in pockets and gives customers
 the fl exibility they want2 to freshen breath at work and on the run.

kraftvendingocs.com Vending & OCS
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