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“When | added the tray, my total machine sales jumped by 15 to 20 percent.
Nothing leaves here without a gum & mint tray.”

—Scott Meskin, president of Black Tie Services Inc.,
an operation with 150 retrofits

GUM IS THE #2 SNACK FOOD!

Increase sales of one of the highest profit margin snack items? with

Kraft brands and The Vendors Exchange® Extra-Capacity Gum & Mint Tray.
* Gain extra sales with an extra-capacity tray

&k _._,_5_',' * Sell premium gum at $1.50

e » Attract customers with category-leading Kraft brands

* Maximize profits of every spiral in the machine

To order, contact your Kraft sales representative or call 1-888-879-0267 today!

' The NPD Groups’ SnackTrack Service 2010 - US
2 Bishop Super Study, 2009
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P‘THE WAY | SEE IT

Interactive media can renew -~
vending, will add new blood

By Elliot Maras, Editor

hen I attended my first

kiosk/digital signage

expo in 2008, there were
no snack or beverage vending
machines on the show floor, and
as far as I could tell, no vending
operators in attendance.

Last month, at the ninth
annual Digital Signage Expo in
Las Vegas, I saw several snack
and beverage machines with
interactive media touchscreens
and other capabilities.

There weren’t a lot of vend-
ing operators in attendance, but
there were some, which speaks
to the reality of a changing
industry. They came not just to
see the interactive vending dis-
plays, which alone was worth
the trip, but all the interactive
merchandising, wayfinding,
facial recognition and messag-
ing tools on the show floor.

Technology blurs barriers

The show targeted a wide variety
of user groups, known in the dig-
ital signage trade as “verticals.”
People from ad agencies to retail-
ers to government to business
and industry attended. Digital
signage, powered by broadband

mobile Internet, is blurring the
barriers between these different
“vertical” segments.

The technology providers,
unlike vending and the other
“verticals” currently investigat-
ing digital signage and interac-
tive media, stand at ground
zero before a rapidly expand-
ing industry. They carry no
assumptions about the future
as they seek to redefine retail
commerce and many other ven-
ues of human interaction.

Hundreds (if not thousands)
saw the vending systems on
display, such as the VE Connect
content management platform
with universal control board
applications, near-field communi-
cation payment applications, the
Intel® audience impression met-
rics suite and product recognition
that support the vending opera-

The VE Connect
interactive
media screen

is among the
new innovations
that redefines
the vending
experience.

tor’s need to control and monitor
transactions and interactions.
Hundreds (if not thousands)
saw the Kraft Foods’ food sam-
pling machine and the Sanden-
Vendo glassfront cold beverage
machine with a 65-inch trans-
parent touchscreen and anony-
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mous facial recognition that
determines gender and age.

Among those who envi-
sioned new possibilities, how
many were grabbed by the
entrepreneurial itch to redefine
vending? In this age of mobile
broadband and Internet con-
nectivity, we’ll be finding out
sooner than later.

People from numerous busi-
ness disciplines soaked up the
possibilities as they walked the
show floor. Many were anxious
to learn more about vending
after seeing what these interac-
tive tools can do for it.

Those of us with a working
knowledge of vending fielded
questions about the industry as
it now exists. We ultimately had
to explain the structural barriers
that presently restrict operators
from investing in future tools.
Issues such as space limitations
in machines. Reliance on the
dollar bill that limits selections
to small ticket items. Not to
mention the numerous busi-
ness practices that commoditize
vending’s value to the end user.

But we had to admit that all
these issues can and will end
up in the ash heap of history.
Answers to many of the vend-
ing industry’s challenges could
be found on that trade show
floor. All it takes is new blood,
or a revolution in the existing
vending operator mindset. | 4
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Intel® Technology is ushering in a new
era of vending with remote management,
anonymous video analytics and video
intense graphic capabilities.

Customers will be engaged with its
interactivity. Vending machine operators
will love the increased revenues.

Intel® Technology in vending machines,
make it work for you.

© 2012 Intel Corporation. Intel and the Intel logo are trademarks of Intel Corporation in the U.S. and/or other countries.
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Senate bill to phase out $1
bill, promote dollar coin

bipartisan group of U.S.

senators led by Sen. Tom

Harkin, D-Ia., and Sen. John
McCain,R-Ariz., introduced legisla-
tion to phase out the dollar bill over
a 4-year period and force the coun-
try to begin using the 1.4 billion
dollar coins that are in storage at the
Federal Reserve. The bill is called
the Currency Optimization, Innova-
tion, and National Savings (COINS)

Act. The U.S. Government Account-

ability Office has advocated for this

Thinkstock

The Currency Optimization, Innovation, and Na-

change for more than two decades
to reduce government spending. They claim the dollar coin will save money for those
engaged in a large number of transactions like large retail stores, vending machine
operators and transit agencies. “Promoting the dollar coin is a smart investment for
our country that saves taxpayer’s money,” said Harkin. “With the deficit looming, we
need only look at the cost savings from this effort to understand why this legislation is

so urgently needed.”

tional Savings Act would phase out the dollar bill.

“With our nation’s debt now over $15 trillion, Congress must look at every area of
the federal government, big or small, to save money,” said McCain. “By moving from
the costly dollar bill to the dollar coin, we can save real money and show the American
taxpayer that we are serious about cutting spending in Washington.”

Obama seeks school
vending nutrition rules

P The Obama administra-
tion is working on setting
nutritional standards for
foods that children can buy
outside the cafeteria. The
administration says it wants
to ensure that what they eat
contributes to good health
and smaller waistlines. The
proposed rules are expected
within the next few weeks.

Massachusetts
vendors fight fee hike

P Massachusetts vending
operators have begun placing

stickers on vending machines
urging consumers to contact
the state department of
public health to protest a
machine fee increase from
$3 to $20 per machine.

NAMA fights rest stop
commercialization

P> The National Automatic
Merchandising Association has
sent a memo urging members
to oppose S.B. 1813, a trans-
portation bill which contains
“The Portman Amendment” to
allow for the “commercializa-
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tion” of rest stop areas. NAMA
believes commercialization

of rest stops could diminish
vending and rest stops.

Vistar Corp. launches
green initiative

P Vistar Corp. has teamed up
with supplier companies such
as Solo,
VISTAR ™
Square,
Silver Source, Tork and Chinet,
to help grow its “green initia-
tive” business program. For
additional information on the
green initiative, visit the cus-
tomer center tab on the Vistar
Web site, www.vistar.com.

D25 Waters
e ——
DS Waters to buy
Standard Companies

P> DS Waters of America, Inc.
will acquire substantially all of
the assets of Standard Compa-
nies Inc., one of the nation’s
largest OCS firms. DS Waters
is one of the country’s largest
providers of home and office
bottled water delivery service,
with a growing presence in OCS
and water filtration systems.
Standard operates three busi-
ness units: Standard Coffee
Service®, StandGuard Quality
Water Assurance® and Relyant
Coffee Equipment Services™.

Richardsons halt
Wow! Foods, join G & J
Marketing Co.

P Jimmy Richardson and his
sons, Cole and Jason, recently
discontinued Wow! Foods,

a manufacturer of handheld
foods serving the vending and
convenience store channels,
and have joined G & J Market-
ing Co., the Palm Harbor, Fla.-
based vend product brokerage.
Richardson said he and his
son, Cole, are now independent
contractors working as national
sales reps for G & J Marketing,
while his other son, Jason, is

a vice president of operations.
AdvancePierre Foods bought
Wow! Foods packaging materi-
als and continues to produce
certain Wow! Foods products.

General Mills buys
natural snack maker

P General Mills Inc. acquired
Food Should Taste Good, a
natural snack maker that will
become part of General Mills’
Small Planet Foods.


http://www.vistar.com

Sarafee

Sara Lee Corp.
renames its coffee and
tea business

P Sara Lee Corp. announced
that its International Coffee and
Tea company will be named
D.E. Master Blenders 1753.

Foley buys Robinson

Vending

P Foley Food & Vending Inc.,
Norwood, Mass., acquired
Robinson Vending Inc., based
in Bridgewater, Mass. for an
undisclosed sum from owner
Dave Robinson who has joined
Foley as vice president of route
operations. Robinson’s three
routes have been folded into
Foley’s Norwood facility. Foley
now operates a total of nine
routes with 20 employees.

@ne
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InOne signs supplier

pact with USG

P InOne Technology, LLC, a
subsidiary of Coin Accep-
tors, Inc., has been selected
by Unified Strategies Group
(USG), the vend operator

CALENDAR OF EVENTS

APRIL 25-27

National Automatic Merchandising

Association OneShow
Venetian/Sands Resort,
Las Vegas, Nev.

Phone: 312-346-0370

buying co-op, as a provider

of vending machine control-
ler boards, DEX audit boxes,
and LED replacement lights.

Canteen buys Rainbow
Vending

P Canteen Vending Services
Inc. acquired Rainbow Vend-
ing in San Diego, Calif. from
owner Greg Carron for an
undisclosed sum. Canteen is
leasing Rainbow Vending’s
facility. Carron is presently
working with Canteen in a
consulting capacity.

Coffee Equipment
Website debuts

P Keith Zarin, a coffee equip-
ment veteran, has launched
Discount Coffee Equipment,

an Internet Website, www.
discountcoffeeequipment.com,
offering brewers, grinders, cap-
puccino machines, airpots and
repair parts.

HERSHEY'S

Hershey buys protein

drinks maker

P The Hershey Co. has
acquired a controlling stake
in Tri-Us Inc., the manufac-
turer of protein drinks called
mix1 that Hershey invested
in last year.
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Maryland/D.C. Vending Association

Annual Meeting
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St. Michaels, Md.
Phone: 571-346-1901

TOP NEWS

People in the News

Dave Bowersox returns to Seaga

Dave Bowersox has returned to Seaga after
more than one year of absence as channel
manager for the full line division. He will
retain his home base in Minneapolis, Minn.,
but work from Seaga’s worldwide headquar-
ters in Freeport, lIl.

Monogram Tabs G & J's Daryl Thomas

Daryl Thomas recently left his role as Midwest
region business manager for G&J Marketing Co.
Inc., the Palm Harbor, Fla.-based vend products
broker, to become vice president of specialty
markets at Monogram Food Solutions, a newly-
created position.

Hostess names Rayburn president/CEQ

Hostess Brands, Inc. named Gregory Rayburn, a
turnaround executive, as president and chief execu-
tive officer, replacing Brian Driscoll, who resigned.

Sara Lee names CO0O0 for coffee and tea

Sara Lee Corp. named Harm-Jan van Pelt chief
operating officer of Sara Lee’s International Coffee
and Tea Rest of World division.

Farmer Bros. Co. Taps Dean Food Co.’s
Michael Keown As President And CEO

Farmer Bros. Co. announced that Michael Keown
will join the company as president and chief
executive officer. Keown comes from WhiteWave
Foods Co., a subsidiary of Dean Foods Co., where
he was president of Indulgent Brands.

0CT. 24-26

European Vending Association And Vending
Paris International Business Day

Paris Expo - Port de Versailes,

Paris, France

Phone: 32 (0)2 512 00 75

www.vending.org

MAY 18-19

Illinois Automatic Merchandising Council and
Wisconsin Automatic Merchandising Council
2012 Midwest Conference

Grand Geneva Resort and Spa, Lake Geneva, Wis.

Phone: 800-558-3417
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Email: pgilbert@vending.org

AUG. 8-10

Southeastern Vending Association (SEVA)
Annual Meeting

Sandestin Resort, Destin, Fla.
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www.vending.org/seva
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P‘IN MY OPINION

New payment technologies
go well beyond cashless

By Mike Lawlor, Contributing Editor

he continued demand by con-

sumers for cashless payment

systems, emerging consumer
trends like mobile, prepaid and
loyalty programs, and two-tier pric-
ing programs that enable operators
to charge different prices for cash
and credit, have changed the busi-
ness model for cashless payments
systems and associated services in a
rapid and profound way.

The prepaid card market is
expected to hit $443 billion by
2017, according to Boston Consult-
ing Group. In addition, 60 to 70
percent of smart phones and tablets
will be near field communication
(NFC) enabled by 2014, according
to Goldman Sachs Research. These
trends reflect how consumers are
looking to be rewarded for their

dependent on cashless payments for
more of their everyday purchases.

Two-tier pricing takes off
Operators that haven’t yet made
the transition to cashless now have
even greater incentive. Two-tier
pricing can provide a more cost-effi-
cient path for operators to combine
consumer’s increasing dependence
on cashless systems with the
operator and consumer benefits of
emerging retail trends. By helping
to offset processing costs, two-tier
pricing can re-shape the delivery
model, returning more profit to an
operator’s bottom line than ever.
USA Technologies Inc. knew
two-tier pricing would be popular
with operators looking to cover
processing costs for cashless

VENDORS must be positioned
to offer the consumer a complete
interactive experience.

loyalty to a brand or a retailer with
coupons and promotions.

Prepaid cards give operators the
ability to track consumer purchases
and/or offer special deals to incen-
tivize consumers.

They also ensure a captive audi-
ence and a more direct one-to-one
relationship with the consumer.

As the availability of NFC-capable
phones increases over the next few
years, consumers will become more

transactions, but we wanted to be
sure consumers weren’t put off by
credit and debit card prices that
were higher than the discounted
cash price. So far, early indicators
show that when comparing gross
cashless sales on two-tiered deploy-
ments before and after deploy-
ment, gross cashless sales is up

by approximately 20 percent and
cashless usage is up by two percent-
age points. Consumers simply aren’t
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balking at credit/debit prices —
they are spending more.

Mike Lawlor is the senior
vice president of sales
and business development
at USA Technologies Inc.,
based in Malvern, Pa.

Complete consumer experience
This coming spring, we plan to
introduce an interactive prepay,
coupon and loyalty program

to further enhance end-to-end
cashless payment solutions and
services. These new value-added
services will enable operators

to offer branded 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 program can be
integrated into social media sites
to strengthen that retailer-con-
sumer relationship and broaden
visibility for the operator and the
brand. Eventually, GPS location
services will be available that
notify the consumer via email, a
mobile application or over a Web
interface, of any special deals the
operator may be offering based on
consumer location.

These new services, combined
with the readers already in the field
that are able to accept digital wallet
technology like Google Wallet, Isis,
and PayPal, further prepare opera-
tors to benefit from payment trends
as they emerge.

Networking your machines is
no longer simply about payments
and reporting. Vendors must be
positioned to offer the consumer a
complete interactive experience that
stays with them long after they’ve
walked away from the machine. | €
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What skills will define
tomorrow’s vending leaders?

Elliot Maras, Editor

As new tools make automatic merchandising more professional, operators
will need to be grounded in more management skills than they have in the past.

ith vending becoming

more professional thanks

to the adoption of cashless
transaction capability, wireless
remote machine monitoring and
other tools, the next generation of
vending operators will likely have
a different skill set than their pre-
decessors. For operators to succeed
in a market where more technology
investment and training are needed,
where will the next generation of
operators come from? What types
of education and career background
will harvest the next generation of
vending industry leaders?

The question was recently put
to a randomly selected group of
vending industry veterans. Most are
optimistic that today’s new tools
are improving the public’s image of
their industry, a trend they expect
will continue.

Operators agree that technology
will play a bigger role. Because of
this, they need the financial skills to
manage their capital, communica-
tion skills to educate employees and
customers about the technology, and
marketing skills to survive and pros-
per in a more competitive market.

Operators generally believe that
future vending leaders will have
more financial expertise, stronger
marketing backgrounds and keener
communication skills than previ-
ous generations.

Thinkstock

Future vending leaders will have to be better grounded in several disciplines.

Operators also agreed there is no
single type of education or career
background that will dominate the
next generation of leading operators.
In this regard, the operators of the
future will mimic their predecessors,
having varied business and educa-
tion backgrounds.

The key characteristics for future
leadership in some ways are similar
to those of previous generations: good
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business sense, the ability to delegate
responsibilities, knowing how to
identify good talent, being willing to
reward employees fairly, and a com-
mitment to high quality service.
While many of these character-
istics remain constant, operators
also agree that the need to under-
stand new technology is one of
the biggest differences that future
CONTINUED »
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FUTURE OF VENDING

vending leaders will possess. New
technology, in turn, creates the need
for stronger financial acumen since
the technology adds more cost to
operating the business.

Rome Refreshments in Houston,
Texas is a 33-year-old company that
utilizes DEX handhelds and is inves-
tigating self checkout micro markets.
Dominic Macerola, founder, hopes to
pass the business to his 28-year-old son, G.P. Macerola,
who is a lawyer by training. Dominic Macerola said
operators must understand how to use new tools such as
card readers and know when it makes sense to invest in
them. “They (customers) want us to put it in the vending
machines,” he said. “If you don’t know that (the use of the
new tools), you’re going to be out of the game.”

Marc Whitener, owner of Refreshment Solutions
in Norco, La., has been proactive in introducing wire-
less pre-kitting. The company has also witnessed strong
growth in recent years. Asked what he would do today as
a newcomner, Whitener said he would find ways to build a
stronger financial structure, one that would allow him to
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invest more in technology, acquisitions
and salaries. All three of these areas,
he noted, are interrelated.

With technology playing a bigger role,
Whitener said it’s necessary to not
only have the funds to pay for it, but to
have people who are trained in how to
use it. He said a formal financial edu-
cation would be helpful to him today. Whitener studied
economics in college, which he noted is not the same as
finance. Vending operators need to do more than manage
day-to-day expenses, he noted; they need to be capitalized
for long-term growth.

Steve Marx, another veteran operator who has
invested in technology in recent years, echoes Whit-
ener’s concerns about being financially educated in
order to deploy technology successfully. Marx, who
owns Royal Vending in Maple Grove, Minn., has
invested in cashless readers, DEXing his machines and
in automated warehouse tools to allow him to pre-kit his
routes. “You’ve got to know when and where to spend

your money,” Marx said.

To these traits, Marx adds the importance of good
communication and marketing skills. He thinks the
vending industry continues to suffer from poor skills in
these areas.

Communication is an area that several veterans
cited as important, both in relation to the customer
and the staff. “You have to take time to invest in see-
ing the client and building a relationship with them,’
said Tony Goodman, president of Goodman Vending
Service in Reading, Pa. To this end, his company has
become proactive with social media in addition to its
print newsletter.

Goodman said a well rounded education is more
important than a focus on any one area of business.

i

Greg Breland, president of Ocean Springs, Miss.-based
Gulf Coast Canteen, said the demands required by
automated management systems require managers to
be more adept at identifying critical employee skills.
While data management is highly automated using
today’s software, the data input requires attention to
detail. A longtime operator, Breland said it is very hard
to pre-qualify an employee’s awareness of the impor-
tance of detail.

Breland seconds those who noted the importance of
motivating employees. “If you can’t get your people to
buy in, you’re doomed,” he said.


mailto:sales@marleycoffee.com

Another important trait, according
to Breland, is self assessment. Most
vending owner/managers are strong
in some areas and weak in others. A
successful leader recognizes his or her
strengths and weaknesses and del-
egates accordingly. “You can hire some-
one where you’re not good,” he said.

Some observers are hopeful that
today’s exciting technology will bring
people from outside the industry
with better marketing and manage-
ment skills.

“We need people from outside
the industry,” said Jim Dillingham,
who operates Dunbarton, N.H.-based
Vend-ucation, which educates schools

FUTURE OF VENDING |«

Jim Dill- agrees with those who say financial
ingham of and technology backgrounds will be
Vend-ucation, .
Dunbarton, important for future operators.
N.H., thinks the Dillingham said future leaders
vending indus- wyill have longer return on invest-
try is rife with .

. ment schedules due to the higher
bad business . K
practices. investment required for state-of-

the-art equipment and technology.
He said unique technology affords
‘ ‘ a window of opportunity for nego-
We need more tiating realistic and profitable vend
. prices. New technology can place
people from OUB]de a vending proposal outside the
. framework of a perceived commod-
the industry. ity, he noted.
Tom Whennen, a former vend-
ing operator who now operates a

about vending. He is a longtime vending operator and business consultancy called The Entrepreneur’s Source
equipment distributor. “The same old mentality is the in Oak Park, Ill., said future vending operators will be
problem. Inside the industry, we just have too many more focused on the bigger picture.
assumptions that are no longer accurate,” he said He said vending companies will be more “customer
Dillingham maintains the industry is rife with centric,” meaning by using technology they will create
bad business practices, such as offering customers high a more positive consumer experience at the point of
commissions, dishonest sales reporting, and promising sale and post sale. He said people with college business
unrealistic benefits without delivering on the promises. He CONTINUED »
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backgrounds are more likely to
understand this concept than those
without it.

One thing that everyone agreed
on is that a strong work ethic
remains important. New tools are
creating new capabilities, but there
is more training needed and supervi-
sion remains as important as ever.

Paul Tims, owner of Imperial
Companies in Tulsa, Okla., thinks
technology raises the bar, and in
doing so, requires stronger market-
ing and communications skills. His
company is proactive with many
vending technologies. Tims is ada-
mant that it is easier to find people
with strong technology backgrounds
than with good marketing skills.

The need to educate customers
about health and wellness issues
has brought even new demands to
the game, Tims noted. “It takes a
smooth, more clearly capable person
to communicate all the health and
wellness (information),” he said.

Self checkout markets enter the fray
Tims is also among those opera-
tors who think self checkout micro
markets require an even stronger
marketing skill set. His company
recently hired someone to market
the self checkout systems.

Five Star Food Service Inc., based
in Chattanooga, Tenn., recently
hired a vice president of micro mar-
kets, with a convenience store chain
operations management background,
for its self checkout micro markets
line of business. Alan Recher, com-
pany president and a 28-year vend-
ing industry veteran, believes the
markets require a type of merchan-
dising more similar to convenience
stores and retail than the merchan-
dising of traditional vending.

Recher said the products sold
in the markets are of various sizes
and higher quality while offering a
better value to customers, and must
be merchandised differently. He

Tom When-
nen of The
Entrepreneur’s
Source, Oak
Park, lll., sees
operators
becoming more
“customer
centric.”

Glenn Butler,
CTO Services
LLC, Boston,
Mass., says self
checkout mar-
kets have more
data to manage
than vending.

Allen Wein-
traub of Vend-
ing Consultants
Co., White
Plains, N.Y.,
thinks self
checkout
markets require
more oversight
than vending.

did not wish to be specific. Recher
added that his company has hired

a dedicated marketing manager for
self checkout markets for each of its
major market regions, all of which
brought with them retail merchan-
dising experience.

Glenn Butler, who operates CTO
Services LLC, a Boston, Mass.-based
consultant, agreed that the self
checkout markets involve more data
to manage than vending machines,
and the data must be managed effi-
ciently. He said operators will not
need additional skills for managing
these systems provided they are able
to integrate the self checkout mar-
kets’ reporting with their vending
management software.

Allen Weintraub, who operates
Vending Consultants Co. based in
White Plains, N.Y., said a lot more
attention to detail is needed with
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self checkout markets. He said it’s
easier for products to be displayed
sloppily on shelves and in coolers
than in vending machines. “It’s
more complex,” he said. “You have
to have someone who analyzes the
data to maximize sales and change
the products.”

Not everyone agrees with this.
John Mitchell, president of Treat
America Food Service, which provides
self checkout markets to its custom-
ers, has used vending employees to
both sell and service the markets.

Operators agree that as technol-
ogy is adopted, many existing job
roles will change. These changes
affect nearly every standard position.

“We would be well served to dedi-
cate more resources to data analysis
than we have in the past as an indus-
try,” said Mitchell.

Dave Griesedeck, a longtime St.
Louis, Mo.-based operator, welcomes
the new technology and has DEXed
his machines and is using cashless
card readers. He thinks the most
important skills will not change. The
employees must be trained on the
job and drivers must be able to work
unsupervised and represent the com-
pany professionally.

Griesedeck agrees that financial
and business skills will always be
important. Hence, a business and
financial education will give some-
one a good foundation for vending.

Leaders must be more versatile

The role of the leader will be
to understand all the roles as they
change, in addition to understand-
ing the capabilities of new technol-
ogy, staffing in a way that allows the
company to use the tools effectively,
and rewarding employees according
to new areas of responsibility.

The vending operators of the
future will need a solid foundation
in finance, marketing and commu-
nication skills in addition to a good
overview of evolving technology. | «
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What happened to

By Emily Refermat, Managing Editor

Operators are offering fewer large size candy and he higher prices of large
snacks in vending due to the price sensitivity of serving size (LSS) vend

. . ] . . ) products were supposed
consumers. Getting higher profits without increasing to provide vending operators
vend product size calls for creativity in product with higher profits. However,

the recession, and perhaps
the selection constraints and
payment options of vending
machines, caused an overall
reluctance in consumers to
buy LSS, delivering fewer
turns for operators. LSS
salted snacks are faring better
than LSS candy, but lower
priced, alternative items make

selection and equipment.

more sense for operators.
1 Vending operators can
\ escape the restraints of
the vending machine,
noted above, by introduc-
ing cashless payment
options and/or using
self checkout micro
markets to gain
product display real
estate. Self checkout

Thinkstock
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arge size snacks?

micro markets allow operators to
show the comparative values of reg-
ular size servings (RSS) versus LSS
products, similar to convenience
stores, where the LSS product cat-
egory is growing.

LSS falls in vending

Data shows LSS candy and snacks
have been steadily declining after a
brief surge. According to Manage-
ment Science Associates (MSA), an
information management company,
from 2009 to 2011, the LSS candy
offered in vending machines nation-
wide has dropped 8 percent, and
LSS snacks have dropped 4 percent.

“(Product) prices continue to
increase,” said Matt Groff, account
director at MSA. “Now (RSS) prices
commonly break a $1 and (LSS) prices
are closer to $1.50. This has curtailed
the growth of (LSS) in vend.”

Groff noted that in many
instances large size products turn
less frequently in vending, so they
don’t warrant the machine space.
“Vending operators prefer lower
margin products that turn at higher
rates,” explained Groff. “It leaves
them less exposed to expensive
inventory costs, such as stales.”

The downward trend in LSS
vends runs contrary to the con-
venience store data from MSA,
which shows an increase in LSS in
both unit and dollar sales for the
past several years. While the rate
in 2011 slowed, it was still a gain.
Groff believes value is playing a
role in c-stores, where consum-
ers can see the large size next to
the standard size. They choose the
larger size for its value.

Dollar no longer a hurdle in vending
It used to be that any vending
product priced at a $1 wouldn’t
sell. MSA vending data shows the
threshold has risen to $1-plus,
especially for candy products.
Hence, more operators are charging
$1 for even standard size candy,
according to Groff. “(RSS choco-
late) is more than a $1 in more
than half of the vending machines
we sampled,” he said.

Groff views these higher prices
as necessary so operators can
cover manufacturer price increases

He tried upselling, with pre-
mium protein bars, but the $1.75
price point never took off. He has
had more success with premium
items that sell for the same price as
the other products in his machine.

The winning strategy for Faber
in these economic times is flexibil-
ity. “We’re more open to suggestions
than we’ve ever been before,” he
said. He thinks a lot about the type
of account, putting fiber bars in
accounts with lots of females, but
changing to something else in heav-
ily Spanish accounts. “If a vendor’s

Vend sales data indicates decline of LSS products in vending

Candy

% machines carrying | # large items per | Average Average price for
at least 1 large size machine price large item

Q4 2009 22%

Q4 2010 19% 1.0

Q4 2011 14% 1.0
Snacks

$0.90 $1.15
$0.92 $1.23
$0.96 $1.31

% machines carrying | # large items per | Average Average price for
at least 1 large size machine price large item

Q4 2009 78%
Q4 2010 75% 2.7
Q4 2011 74% 2.9

Source: Management Science Associates (MSA)

over the last few years. “It (the
higher price point) isn’t translat-
ing to higher margins for opera-
tors,” he said.

Eliot Faber, owner of M&C
Vending in the highly competitive
market of Hackensack, N.]J., has
eliminated most of his LSS prod-
ucts because anything over a dollar
doesn’t sell.

“Money is tight for everyone,”
he said, “and vending is discretion-
ary spending.”

April 2012 | VendingMarketWatch.com

$0.82 $0.92
$0.83 $0.95
$0.88 $0.99

using the same planogram, they’re
missing out,” Faber said.

Faber doesn’t think he’ll ever go
back to larger sized products. “If I
raise my prices even a nickel, the
locations are on the phone with
other vendors,” he said.

LSS candy too expensive

“We just eliminated our LSS candy,”

said Devin Smith, purchasing

manager at All Star Services in Port
CONTINUED »
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Huron, Mich. “A lot of times the price

was too high. Anything over a $1 has
dropped off.” However, All Star Ser-
vices still puts in candy, the RSS size,
and charges a dollar for it. That has
helped them capture new sales.

“Everybody’s looking for a deal
these days,” said Smith.

The consumer wants to spend
less at the machine, so they buy
a smaller product. Smith sees
manufacturers “weighing out” bags,
dropping the product weight in
the package but charging the same
price. “It’s like a price increase,” he
explained, although it doesn’t affect
sales as much. “We’re doing the
same with vend size (RSS) candy,”
he said.

Smith doesn’t see the elimi-
nation of LSS snacks, however,
because snacks are often cheaper
for the operator to purchase. In
many machines, Smith notes an
LSS snack will cost the same as an
RSS candy.

Candy still strong, but smaller
Donald Lear, senior marketing
manager, vending/fundraising for
Hershey Co., has seen steady candy
sales in vending, however, there is
some downsizing going on.

“When prices increase, some
vending operators choose to switch
from LSC (large size candy) to
standard bars, offsetting the price
increase by offering a standard
(RSS) size bar at the LSC price,”
explained Lear. “This can result in
volume reductions.” At the same
time, Lear sees other operators
successfully increasing candy sizes,
offering peg bags at B&I accounts
that have cashless payment systems.

Cashless has many associated
costs, best left to other articles,
but there is evidence to support
cashless drives sales. Many believe
consumers are less concerned
about the price point when using
their credit or debit card.

Unique snacks, such as those paired with
a coupon, have done well in the larger size
packages in vending.

“Everybody's
looking for a deal
these days”

Devin Smith, purchasing manager,
All Star Services

Lear has also noticed larger
candy doing well in convenience
stores. While c-stores don’t sell
Hershey LSC (it is exclusive to
vending), they do sell the king size,
which is larger than the Hershey

LSC and carries a higher price point.

Lear said, “According to Nielsen (52
weeks ending 1/28/12), king size
bars have gained 8.0 share points
from standard bars.” And both bars
are experiencing growth. “King is
growing 12.9 percent and standard
is growing 3.8 percent,” he said.
Larger candy is doing better
in c-stores because it is a better
value to consumers and because of
how the channel operates, accord-
ing to Lear. Vending machines are
limited on space, and therefore,
which and how many products are
offered. “Vending operators should
consider offering both LSC and
standard (RSS) bar products in
machines,” he said. Also, he noted
most operators can’t offer special
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deals or display promotions that
might include higher priced items,
which other retail channels are
able to do.

Some LSS snacks thrive
LSS snacks have declined much
more slowly than candy, with many
varieties still experiencing some suc-
cess. Craig Harkins, sales director
of vend/foodservice and specialty
markets at Inventure Foods, Inc.,
has seen growth in LSS of the TGI-
Friday’s potato skins cheddar and
bacon snack. The company offers it
in both an RSS and LSS.

The success of a product has
a lot to do with how unique it is,
according to Harkins. The TGI-
Friday’s potato skins, for instance,
includes a coupon right on the bag
for $10 off a meal at the restaurant.

In addition to upselling with
higher priced items, Harkins sug-
dested operators try a new price
point for smaller products. This
would spur interest and sales
volume. “It is not as easy as it
sounds to raise the price to the same
audience on the same products in
a highly competitive industry,” he
said. “Changing the mix, changing
the offering, attracts new consum-
ers, and you’re more likely — in a
bit more subtle way — to upsell.”

Single versus multi-form LSS
Mark Kelley, an industry veteran
and regional sales manager for
vending at General Mills Inc.,
considers LSS and larger prod-
ucts still emerging. General Mills
started marketing LSS products for
vending 12 years ago and has seen
increases ever since. “It’s trending
well, but still much of our volume
is focused on traditional sizes,
and in fact, we also see a role for
smaller portion sizes that offers
dietary benefits as well. It’s simply
a matter of operators being nimble
CONTINUED »
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enough, operationally, to offer a
broader range of items to meet spe-

cific consumers’ needs,” said Kelley.

One challenge in vending
is consumer perception of the
salted snack sizes, and therefore
their value. There are single form
products where the entire bag is
made up of a single snack compo-
nent. These tend to appear larger
or fuller. Multi-form products,
where varied components are in
one package, are typically denser.
According to Kelley, this creates a
pricing dilemma because the same
weight multi-form package looks
smaller to consumers than a single
form product. When they are the
same price in the machine, and the
consumer is buying on value, the
single form product will do better.
“Size to value ratio is often ques-
tioned,” said Kelley.

Additionally, breaking the pric-
ing paradigm is difficult in certain
regions. “In the Midwest, the $1
(price point) is a big hurdle,” said
Kelley, “On the West Coast, the
$1 price point isn’t as concerning
to operators and, in fact, is often
embraced.”

Kelley also thinks operators
sometimes miss out on products
that would deliver higher profits
because they have preconceived
product standards. “We’re told, the
product has to be this price, this
size, branded X way, etc.” he said.
“So in today’s environment we
aren’t always able to bring the best
products available to market.”

To stimulate sales and higher
prices, Kelley recommends finding
products popular in retail, even if
they are priced above the vending
realm. “Consumers have already
accepted the price point and will
purchase the item,” he said. Other
higher priced products can then fol-
low that breakthrough product.

The most encouraging trend
Kelley sees in upselling is the self

Did the wellness
movement drive the
LSS decline?

Offering large serving size
(LSS) products in the vending
machine strikes many as con-
trary to the call for healthier
products since wellness is
associated with smaller size
candy and snack packages.
However, if wellness is contrib-
uting to the decline in LSS, it’s
only in a small way, according
to vending operators. Price was
the reason most operators gave
for the decline in LSS.

Wellness may actually help
operators upsell since many
healthier items can be priced
at a higher price point. As long
as customers at the location
are willing to pay those higher
prices, this could help opera-
tors raise prices over time.

In addition, operators should
consider that even health
conscious people will occasion-
ally treat themselves to a candy
or snack.

checkout micro markets. “It’s
encouraging because a product can
be priced based on its own merit,”
he said.

Upselling with self checkout
Self checkout micro markets are a
new alternative to vending banks that
have some real potential for upselling.
“The trend now is people asking
for bigger bags for micro markets,”
said Joe Kuehner, vice president of
distributors and brokers for Herr’s.
Kuehner’s experience at trade
show sessions and talks with vend-
ing operators leads him to believe
this is the future, due to cheaper
upfront equipment and routine
maintenance costs, compared to
vending banks.
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To meet this future demand,
Herr’s is coming out with a new size
product, a large value line, which is
bigger than the LSS.

“The bigger product will have
a higher price point,” said Kueh-
ner, “resulting in a higher penny
profit.” Kuehner used an example
of selling a bag of chips for $.50
versus $1.29. At a 10 percent
profit margin for both, the penny
profit is $.05 for the former, and
$.13 for the latter. That’s the
benefit of self checkout micro
markets, higher prices and no
pricing blocks.

While the self checkout micro
market business grows, Kuehner
is still seeing an increase in LSS
business, although the RSS size
is more common in the vending
channel. “There’s more variety in
RSS,” Kuehner said, “but the new
items coming out are planned for
LSS sizes.”

The recession has again made
consumers conscious of the $1 price
point. They want value more than
ever, which has led to the decline of
LSS snacks, in the vending channel
at least. Instead of LSS products,
operators could use higher quality
products to gain higher price points
or alternative, lower priced products
to drive turns.

Changing equipment in the right
environments, such as installing
cashless readers or self checkout
micro markets, can also drive sales
and profits. | 4

For more information, contact:

General Mills Inc., 763-764-5076,
www.genmills.com

Herr’s Foods, 610-932-9330,
www.herrs.com

The Hershey Co., 717-534-4200,
www.hersheysvending.com

Inventure Foods Inc., 770-941-3355,
www.inventuregroup.net

Management Science Associates 412-362-8929 ext. 1190,

www.msa.com
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Survey reveals Hispanics
drink more coffee than

consumers at large

offee consumption is stronger

among Hispanic Americans

than their non-Hispanic
counterparts, according to new
research from the National Cof-
fee Association (NCA). The NCA
Hispanic-American Market Report
reveals that 74 percent of Hispanic
Americans drink coffee daily, fully
12 percentage points ahead of non-
Hispanics. The differential is also
sustained for less frequent con-
sumption, with past-week consump-
tion at 80 percent for Hispanics
versus 72 percent for non-Hispanics
and past-year consumption at 84
percent versus 77 percent.

“Understanding coffee consump-

tion behaviors among the growing
U.S. Hispanic population is essen-
tial to reaching these consumers
and satisfying their demands,” said
Robert Nelson, NCA president and
CEO in a prepared statement. “A
thorough understanding of this
complex segment is pivotal to grow-
ing the coffee category in the U.S.”

Technology blurs barriers

To achieve an accurate profile of
this large and complex population,
NCA engaged a highly specialized
methodology. A panel was selected
to ensure that the Hispanic Ameri-
can and non-Hispanic-American
research sample matched the U.S.
population distribution on the
basis of age, gender and region. The
survey was offered in English and
Spanish to eliminate any language
barriers. Proportional segments

Drink Gourmet Coffee Daily
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Source: National Coffee Association

were also established within the
Hispanic-American sample for
home language, which were also set
to mirror the Hispanic-American
population distribution. Using home
language as a proxy for accultura-
tion enabled distinguishing con-
sumption behaviors within the fully
acculturated, partially acculturated
and non-acculturated Hispanic-
American population.

Report data also reveal a seg-
ment-specific spike in coffee type
consumed. Hispanic Americans
appear to drink more premium
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National Coffee
Association identifies
consumption habits
of a fast growing
demographic segment
of the U.S. population

coffee types than non-Hispanics,
with 46 percent saying they drink
gourmet coffee beverages daily
versus 29 percent of non-Hispanics
and, for daily espresso consump-
tion, 32 percent versus 11 percent.
Conversely, non-Hispanics appear
to favor daily consumption of
traditional coffee, coming in at 57
percent versus 49 percent. How-
ever, when looking specifically at
“traditional coffee, not gourmet”
(black coffee that is not made
from gourmet quality beans), both
groups are statistically tied.

The report also indicates that
higher levels of coffee consump-
tion among Hispanic Americans
carry across all age groups. Among
Hispanic Americans 18- to 24-years
of age, 57 percent said they drink
coffee daily versus 48 percent for
non-Hispanics. Daily consump-
tion among other age groups for
Hispanic Americans versus non-
Hispanics came in at: 74 percent
versus 60 percent among 25- to
39-year olds; 78 percent versus 63
percent for those 40 to 59; and 87
percent versus 70 percent for the 60
and older group.

Espresso-based beverages were
consumed at least once per week by
57 percent of the Spanish-dominant
group, compared with 55 percent
for the bilinguals and 35 percent for
the English-dominant. Cappuccino
came in, respectively, at 38 percent,
34 percent and 16 percent, and
espresso at 38 percent, 31 percent
and 16 percent. | €
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OneShow: keep in the loop
on a fast changing market

By LyNae Schleyer, Contributing Editor

The National Automatic
Merchandising Association trade
show offers attendees a chance
to experience entertaining
performances while learning
about vending innovations

and business management
strategies. 0CS operators will
find a two-part coffee and water
service symposium.

his year’s National Automatic

Merchandising Association

(NAMA) OneShow at the Vene-
tian Resort and Sands Convention
Center in Las Vegas offers vending
and coffee service operators a wealth
of opportunities to learn about new
technology, take advantage of social
media, and better understand emerg-
ing trends. This year’s event features
some of the strong educational
components of previous years, along
with some new features.

Attendees will find vending equip-
ment, vending products, self checkout
micro markets, coffee service, tea,
water and foodservice exhibitors all
on display under one roof.

Blue Man Group performance

On the entertainment front, this
year’s event raises the bar with hot
acts, including the popular enter-
tainment sensation, “Blue Man
Group.” The group has morphed
into a pop culture phenomenon,
and will present a specially-designed

S

The Venetian Resort and Sands Convention Center in Las Vegas will offer all of today’s new in-
novations in vending, OCS and foodservice under one roof.

show for NAMA that features a
unique mix of comedy, music and
multimedia theatrics. They are also
hosting a post-performance meet-
and-greet session.

Another top-notch appearance
at the OneShow is Flip Flippen, the
New York Times bestselling author
of “The Flip Side: Break Free of the
Behaviors That Hold You Back.”
His presentation will help listen-
ers “flip” their negative thoughts
and behaviors to achieve dramatic
improvements in performance,
leadership, trust and productivity.

Flippen, a psychotherapist and busi-

ness coach who has worked with
businesses, organizations and indi-
viduals all over the world, believes
if we can identify our own personal
constraint types, we can overcome
them once and for all.

Flippen will present the top 10
“killer constraints” that most of
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us are confronted with every day
— in ourselves, our bosses and our
families. He will explain how to
“flip” negative attitudes into posi-
tive action with the “Flip Side,” a
life-changing approach.

There are several powerful edu-
cation sessions planned.

“Consumer Engagement Through
Social Media” will be presented on
Wednesday from 11 a.m. to 12:30 p.m.
by consultant Dan Avenick. Working
with some of the industry’s leading
experts, this session is designed to help
business owners understand how to
make social media work for them. The
panel, including a corporate recruit-
ing specialist who uses social media
to hire new employees along with a
social media expert from Coca-Cola
Co., will share tips operators can use
to engage their customers through this
increasing medium.

CONTINUED »
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“Innovations In Intelligent Vend-
ing” by Intel Corp’s director retail
segment marketing, Chris O’Malley,
will share a non-technical background
of computing developments. This
leads to Intel’s vision for intelligent
vending — a securely managed,
seamlessly connected network of
vending machines, remote monitoring,
electronic payments, digital signage,
consumer analytics and a host of new
applications designed to significantly
alter the vending landscape.

Other education programs include:

e Developing a focused growth
strategy: a blueprint for driving
profitable growth.

e Cold beverage trends and strate-
gic insights.

e Self checkout: how to capitalize
on the new trend.

¢ Understanding technology’s
impact on your business.

e Identifying and hiring ideal
route drivers: what are the com-
mon traits.

Coffee, tea and water symposium
For coffee, tea and water service
providers, the Coffee & Water Ser-
vice Operator Symposium will help
address issues unique to this market
segment. The two-part symposium
will begin with roundtable break-
outs, tailored to company size and
tenure, to ensure that resources
match individual needs. The second
half features a panel of industry
experts who will share first-hand
insights to help attendees benefit
from their experience and share in
the secrets of their success.

Prior to the show, preliminary
events on Tuesday, April 24 include
the Quality Coffee Certification Pro-
gram from 8 a.m. to 3 p.m., the Super-
visor Development Program from 8
a.m. to 6:30 p.m., and a special coach-
ing seminar from business author Jeb
Blount from 9 a.m. to 5 p.m.

There will also be a NAMA
Gratitude Tour at the University

of Las Vegas student union from 11
a.m. to 2 p.m. Tuesday.

The show officially begins
Wednesday, April 25. First, NAMA’s
new president and CEO, Carla Bal-
akgie, who is fresh off an industry
“listening tour,” will share her
vision for the industry. She will also
be meeting OneShow attendees right
on the show floor to continue her
“listening tour.”

Also on Wednesday, the “Blue
Man Group” will present their

Finally for Wednesday, the
NAMA industry awards will be pre-
sented during the opening session.
The awards recognize the top five
luminaries in the industry who have
reached the pinnacle of success.

Thursday kicks off with NAMA
Chairman Brad Ellis, president of
Crane Merchandising Systems, who
will chair the annual meeting and
deliver a keynote address. Ellis will
share his insights based on his role
as NAMA chairman.

THE show floor will feature
designated ‘Show Special’ decals.

45-minute customized OneShow
performance.

Day two for the Quality Coffee
Certification Program, the Supervi-
sor Development Program and the
coaching for improved sales perfor-
mance also will be on Wednesday.

Wednesday education sessions
include: leveraging technology in
vending operations by Michigan
State University Prof. Michael
Kasavana; coffee and water ser-
vice operator symposium chaired
by Jeff Deitchler, general manager
of Prairie Fire Coffee Roasters in
Wichita, Kan.; federal legislation
updates; Vending/Coffee Service 101
by Vic Pemberton, owner of The
Pepi Companies in Dothan, Ga.;
innovations in intelligent vending
by Intel Corp’s Chris O’Malley;
cold beverage trends and strategic
insights by Ross Colbert, global
beverage strategist for Rabobank
International; consumer engage-
ment through social media by Dan
Avenick; and developing a focused
growth strategy by business author
Mark Frigo, Ph.D., who returns
following his standing-room-only
seminar presentation last year.
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Thursday also features two
operator perspectives panels and a
self checkout micro market panel.

Exhibitor show specials

The trade show floor will feature
specials designated by “Show
Special” decals and signs from
exhibitors that can help offset the
out-of-pocket expenses.

New operators can take advan-
tage of NAMA’s new “ambassador”
program to ensure they get the most
from their experience. NAMA is
arranging for an “ambassador” to
meet new attendees at the show,
answer questions, introduce them
to peers, and offer ideas on how to
interact with exhibitors.

For information, call 312-346-
0370 or visit www.vending.org. | 4

ABOUT THE AUTHOR
LyNae Schleyer,
NCE, CMP is the
senior director of
the OneShow and
education. She can
be reached at (312)
346-0370, ext. 240
or via email: Ischleyer@vending.org.
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D> | PRODUCT NEWS

Marley Coffee 100 percent
Jamaica Blue Mountain®
Coffee Single-Serve Pods
are made using
coffee beans
many connois-
seurs consider the
finest. While admired
for its delicate balance
of floral aroma, acidity
and full body, it is the sweet, mellow, lingering
finish that elevates this coffee from others. Each
pre-measured portion is sealed in a biodegrad-
able, compostable paper filter. For more informa-
tion, call 323-556-0746 or visit www.marley
coffee.com.

www.vendingmarketwatch.com/10634607

Don Francisco’s Family Reserve coffees reflect the
art of four generations of coffee passion. Introduc-
ing the single-serve Family Reserve Caffee Nuovo
Giorno Coffee Pods. Choose this coffee for its
excellent aroma and heavy to medium body.

Customers will discover the
fine art of coffee in each
cup. Order single-serve pods
today at www.gavina.
com or by calling 800-
428-4627.

www.vendingmarket
watch.com/10623222

Do

Introducing DOLE Fruit . \-‘-_ﬂ;

Bowls® for Snack

Vending Machines. This
unique, shelf-stable fruit
cup is designed for vending machines spirals.

e Fits well in 9- or 11-count spiral configurations

e Graphics show fruit — the square sleeve keeps
graphics upright as the spiral turns

e No refrigeration needed, fork included
e Top flavors: Mandarin Oranges and Mixed Fruit

For additional information, call 800-723-9868 or
visit www.dolevending.com.

www.vendingmarketwatch.com/10618212

Inventure Foods brings to market another popular
salted snack, Nathan’s Famous Chili Cheese
Crunchy Crinkle Fries. Consumers
are drawn to the restaurant brand
name. The crinkle cut fries look like
the restaurant’s, are uniquely shaped
i and are the top selling flavor. Avail-
ST "S1 able in 0.75-ounce and 1.125-ounce

et packages, the fries have a shelf life

of 180 days. For more information,
call 770-941-3355 or visit www.
inventuregroup.net.

el

www.vendingmarketwatch.
com/10634401

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

| s . Cantaloupe Systems announces Seed Enterprise, a new product designed to

[ B b il i b =

help vending operators aggressively boost top-line growth while minimizing
costs, no matter how large their vending operations. Seed Enterprise includes

= all the business-boosting technology available in Cantaloupe Systems’ flagship

= Seed Pro product, plus sophisticated extra features to help tech-adept operators

Lis increase revenue even more and save more time.
. For more information, visit www.cantaloupesystems.com.

www.vendingmarketwatch.com/10618262
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SMART VENDING

A new definition

By Paresh Patel, Contributing Editor

Smart vending: a progressive operator
explains what it means and what
operators must do to make it happen

or the past 20 years, much of

the development in the vend-

ing industry has been focused
on improving back-end efficien-
cies such as vending management
software (VMS), DEX, telemetry,
pre-kitting, pick-to-light, and
dynamic scheduling.

Over the next 10 years, the
industry will focus on increasing
sales through creating rich, engag-
ing user experiences, and allowing
various payment options. It will be
less about the back-of-house opera-
tions as it will be about what the
consumer faces — the front side.

This will be a very big shift
in the way operators think about
their companies. But for this to
happen, vending operators need to
change the way they think about
technology. There is a lot of tech-
nology investment taking place
today. This is good, but most of it
focuses on operations as opposed
to improving sales.

My purpose in writing this
article is to make the case for
using technology primarily for the
purpose of improving sales. I don’t
think anyone would argue with me

that improving sales is important

for the financial health of our trade.
The key to improving sales lies in

improving consumers’ experiences.

Consider the consumer’s experience

Consumers have become far too

experienced with technology

over the past 10 years to continue

accepting user interfaces that

require them to insert a dollar

bill, have it rejected three times,

straighten it up, reinsert a couple

more times, and when finally

accepted, try

to remember

which selec-

tion was

needed, then

press A-1 on

the keypad. Oh,

and if their chips get stuck, the

consumer has to shake or kick

the machine, or go without.
Consumers have gotten

much more sophisticated over the

past 20 years and have become

accustomed to new experiences. It

is not about the technology itself,

but rather how the technology

improves our experience.
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of vending

But it is much more — it is about
creating a unique, engaging experi-
ence for the consumer using the vend-
ing machine. It incorporates not only
how they interact with the machine,
but also everything that leads up to
their interaction.

For example, there could be social
media involved — a coupon code
being sent via text, a Facebook contest,
or a brand sending an instant promo-
tion out via Twitter to the first 1,000
consumers who enter such a code at
the machine.

It could also involve their personal
mobile device. Imagine this: you work
on the sixth floor of a building. Using
your phone, you locate the near-
est vending machines. The vending
machines are located on the third floor
breakroom. Before you head down
there, using your phone you browse the

L

products that
are in that spe-
cific machine
downstairs.

You can do sort-
ing and filtering based on your dietary
requirements. You can even build your
“shopping cart” on the phone itself. As
you’re browsing, you get a coupon from
Mars for 25 cents off Snickers. Say you
want the Snickers and Fritos. You have
the option of using the wallet or other

April 2012 | VendingMarketWatch.com
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cashless payment and pay right on your
phone. And you can see how many
points you added to your loyalty card.

Then you go downstairs to the
machine, simply present your phone
to the machine and it dispenses the
items almost immediately as you hold
up your phone without having to press
anything on the machine. On the dis-
plays, it says “Thank you Sarah, your
Snickers and Fritos are dispensing
now. A copy of the receipt has been
sent to your mobile wallet.”

The process is streamlined, yet
very rich and engaging. You were
able to browse the items at your
leisure, review what the top sellers in
that machine were, maybe see some
reviews from your co-workers, and
figure out what you wanted without
having to waste time standing in front
of the machine. That’s smart vending.

A shift for operators

From the operator perspective, there will
be a marked shift from using technology
to reduce costs to improving sales. This

"

is a monumen-
tal shift that
will have a
significant impact on the industry.
Fundamentally, there is a limit to
how much efficiency can be gained
CONTINUED »
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from technology. An operator begins
to see diminishing returns with
each new technology simply because
some costs can’t be eliminated.
More specifically, think about
what percentage of an operator’s
costs are actually “operating” costs.
Usually, product cost accounts for
somewhere around half, then add

VENDING

operating cost (obviously not pos-
sible), the most that could be saved
is 40 percent of total cost. Usually,
technology can help reduce operat-
ing costs by about 30 percent or

so — but that means the operator is
really saving just 12 percent of total
cost (30 percent of the 40 percent
operating expense).

USING technology to improve
sales has no natural limit.

customer commissions and corpo-
rate overhead. However a company
may perform, typically, it is fair to
say somewhere around 30 to 40
percent of total cost is operating
cost. So if an operator eliminated all
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In effect, all the effort of
installing a VMS, DEX, telemetry,
dynamic scheduling, pre-kitting,
and every other operating technol-
ogy will likely save the operator
around 12 percent of total cost. The
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industry has spent 20 years focusing
on this. Don’t get me wrong, I do
believe this 12 percent is valuable
and certainly worth the investment.
My point is simply any further
returns will be capped.

On the other hand, using
technology to improve sales has no
natural limit.

Higher sales versus lower costs
There is another important thing
to consider. Oftentimes, the two
goals of maximizing sales and
minimizing costs work against
each other.

Again, taking it to the extreme
for illustrative purposes, think
about how often you would sched-
ule a machine to be serviced if your
only goal was to minimize servic-
ing cost.

CONTINUED »
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Your route driver works hard for you all year long. Show him or her you’ve noticed!

Nominate your favorite route driver for a chance to win a trip to Las Vegas and other great
prizes in Automatic Merchandiser’s 9" Annual Route Driver of the Year Awards!

To nominate your route driver, fill out and submit a short evaluation form online.
Nominations can be made by virtually anyone: vending operators and personnel,
fellow route drivers or even customers.

Nominated drivers receive a cap announcing them as an official Automatic Merchandiser
Route Driver of the Year nominee. In addition, your driver could win one of four
quarterly cash rewards or even the Las Vegas trip grand prize!
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Nominees:
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’ Ve r $250 and a one-page profile in Automatic Merchandiser
Grand Prize winner:
An all-expense paid trip for two to Las Vegas for
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kraft foods the 2013 NAMA OneShow in April and a cover photo
and story in Automatic Merchandiser

To nominate a driver or view complete contest rules,
visit VendingMarketWatch.com
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The answer is you would only
service that machine when it is com-
pletely sold out of everything. When
there are no items left in the machine,
your revenue collected relative to the
cost of that servicing is maximized.

However, as any operator knows,
you cannot do that. You will be losing
sales if the machine is not serviced

SMART VENDING

until completely sold out (not to men-
tion the customer service nightmare).
But it is important to note: you have
no idea what you did not sell. All you
know is what you collected and what
it cost you to service that machine.

This subtle, but powerful point is
that the opportunity cost is not ever
known to the operator.

What does the future look like?

efficiency

merchandising

reliable

control

Profitable, with Cantaloupe Systems
as your partner.

In today’s vending economy, your business needs a strong partner
more than ever. Our customers enjoy a true partnership with us.
We live by a simple philosophy: we only succeed when our customers succeed.
Together, we will build a bigger and healthier vending industry.

cantaloupe
systems

partnership
sales

profits

trust

optimization

e Wireless Monitoring
¢ Seed Scheduling™

e Merchandising Wizard™
¢ Sales Accountability

e Cashless Payments e Machine Alerts

e Seed Pre-kitting™ e Support Team

cantaloup

N Y N T E M S

For a free operational assessment, contact us today!
info@cantaloupesys.com | +1.415.525.8100

www.cantaloupesys.com
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Intuitively, the operator knows
a completely empty machine has
resulted in lost sales. But the mag-
nitude is not known. Now let’s go
to a more likely scenario with what
an operator may strive for with
dynamic scheduling — a system in
which machines are scheduled to
be serviced not based on a regu-
lar schedule but rather based on
forecasting when the machine will
need to be filled (using historical
information), or based on real-time
telemetry data when a certain level
of inventory has sold out.

What is the ‘opportunity cost’?
When the vending machine is
about one third sold out (about
15 out of selections), what is the
opportunity cost of that? The
operator may know he is col-
lecting $250 per servicing and
$20,000 per week per route, and
that sounds great because the
average collection per route has
increased significantly as com-
pared to a fixed schedule.

However, what is not known
is what sales have been lost — the
people who did not buy anything.
My thesis is that by the time the
machine has 15 out of stocks, the
cost of lost sales starts exceeding
the operational savings. Especially
since the first items to sell out
represent a disproportionate share
of the consumers’ demand.

While the opportunity cost is
inevitable, the heart of the issue
is that the opportunity cost must
be balanced with operating cost.
This is a difficult balancing act
because the true opportunity
cost is never known. But through
experimenting and refining
the optimal point at which the
machine should be serviced, prof-
itability can be maximized.

It’s important to note the oppor-
tunity cost is not the same across
all machines. A key factor to con-
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bill has not changed since 1963 —
almost 50 years! Every other denom-
ination of U.S. currency has changed
multiple times in just the past 10
years. This isn’t going to change any
time soon for to political reasons.
Less than half of people today
will have $2 cash in their pocket.
Hence, every operator who installs
a vending machine that only
accepts bills and change can sell
to only about half the people. The
Gen X and Gen Y population with
dollar bills is even lower, and these
are often the targeted users of
vending machines.

Nutrition display at the point of sale is one aspect of smart vending. The dollar bill also limits items
we put in the machines. There is a

sider is the extent to which demand  is no longer restricted by the same longstanding $1 price point barrier.

for an item can be substituted rules that cash imposed on him. But once we start accepting

for another item. In some office This industry and some other cashless forms of payment, we can

accounts, if all the customer wants industries are so dependent on the get really creative of what we stock

is Diet Coke, it is unlikely they will $1 bill that the design for the $1 CONTINUED »

buy another drink. A lost sale will
result. But at a school, if one item

is sold out, it is likely the students
will take an alternate item.

Shift to focus on sales Our. )
As operators migrate to “smart Fam l Iy S

vending,” the focus shifts from B
est

minimizing costs to increasing
sales. This shift will not only be
magnificent, but also imperative to Now available
save the industry. one cup at a time
Without change, the industry
cannot survive in an environment
where consumers are shifting to

Your customers can now

enjoy Don Francisco’s

cashless payments, demanding own hand-selected
more information, and desiring Family Reserve coffees
choices. The single biggest issue is in convenient single serve
the problem of the $1 bill. pods. Order yours today!

Cashless is changing the indus-

try. Many of us realize this. What g o Visifus at

o NAMA One Show
many of us don’t realize is that booth #747

in order to allow this new tool to
work to its full potential, we must
stop thinking about our product
offerings within the old cash domi-
nated mindset. When a cashless
reader is placed on a machine, the
operator must understand that he
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SAVE WITH OUR INTRODUCTORY OFFER
1.800.428.4627 | gavina.com/vend

"oUj 'SuoS B BUIABD 4 ZL0Z ®

April 2012 | VendingMarketWatch.com | Automatic Merchandiser 33



P/ COVER STORY: SMART

in the vending machines. After all,
the vending machine is simply a
distribution channel.

For example, at a hospital my
company services, we installed
cashless acceptors. I decided to
take two of the 40 items and con-
vert to non-food items. I bought
iPhone/iPod charger kits and head-
phones and placed them in two
separate slots.

My thinking was that anyone
who wanted a snack would still
purchase from any of the other 38
slots. But at a hospital, people may
often come and forget their head-
phone or charger.

We priced these two slots at
$12.50 each. Again, I knew that no
one would have purchased these
items with cash. But with cashless,
they can. I figured I could watch
the sales of these two items, and

36 Automatic Merchandiser | VendingMarketWatch.com
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at minimum, whatever they sold
would be purely incremental sales.
These two items soon accounted
for one-third of the machine’s sales
by dollar volume! And even better,

could use during a picnic. We
converted one entire shelf to items
like water guns, sunscreen, hand
wipes, etc. The water guns cost me
50 cents a piece (two per pack of

THESE two items soon accounted
for one-third of the machine’s sales
by dollar volume!

my margin on the items was signifi-
cantly higher than on food items.
1 was paying $2.75 and selling for
$12.50. Think about that! That
price was almost five times cost.
Another account was a park.
For that, I went to the dollar store
and bought things I thought people

$1.00, but we sold them individu-
ally), and I priced them at $2.50
each. I figured no parent would buy
just one water gun, so I priced it at
$2.50 so they could get two for $5.
My cost is 50 cents, but I again am
charging five times cost.

CONTINUED »

VendScreen:

See VendScreen in action
at the NAMA Show in Las Vegas!

- A

April 2012



WEAR IT
AND WIN $100!

Come to NAMA booth #826 to see what's crackin’ at Kraft
and get a FREE T-shirt.” Be spotted wearing it at the show
the next day and you could WIN $100 right then and there!”

GETIT 04/25/12
WEARIT 04/26/12
WINIT $100 cash

Brought to you by

heat R
%J’%S s~/ P

=1 111
Sundried Tomato & Basil e Aetaliolp

*While supplies last
**A chance to win $100 every hour

S Kraft foods

128888790267
© 2012 Kraft Foods kraftvendingocs.com Vending & OCS



»|COVER STORY: SMART VENDING

And we couldn’t keep them
stocked.

The point is smart vending
will open doors that we can’t even
imagine today. Not only can we sell
higher priced items, sell more items
per person and have more frequent
visits, but it opens the door to sell
all kinds of things that can help
improve operator profitability.

Operators who embrace smart
vending will realize the opportuni-
ties to increase sales far exceed the
opportunities to save costs. But it
does take a bit of a leap. To justify
investments in smart vending,
operators will inevitably try to do a
return on investment calculation.

That has inherent problems
because the operator is trying to
justify a future cost with historical
sales. The two don’t match up. There
is no accurate way to do the calcula-
tion. Any calculation will require
unfounded assumptions. But astute
operators who embrace smart vend-
ing technology will reap gains that
simply cannot be calculated today.

Our industry is at the point
where it must change, and become
much less reliant on the dollar bill.
Moreover, we must broaden our
use of technology to improve the
user experience, not just try to save
on operating costs.

Without change, things can spi-
ral downward rapidly, just like the
movie rental stores, film process-
ing stores, or pay phones. As an
industry, we can do better. And we
will do better. Changes will happen
fast, but operators will need to be
committed. Are you ready? | €4

ABOUT THE AUTHOR
Paresh Patel, Ph.D.,
M.B.A., is owner and
president of Cour-
tesy Vending LLC in
Portland, Ore.
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Cashless technology removes the barriers associated with cash.

Cash and cashless: compare the costs

Most operators lament the fact
that cashless transactions incur a
processing fee. This fee is usually
in the neighborhood of 5 percent
to 6 percent, and it is often one of
the main barriers operators face in
deploying cashless across a wider
base of machines. The concern is
valid because 5 percent is quite
high in our industry where every
penny matters.

Operators typically argue that with
cash transactions, there are no fees
and it is hard to justify the fees
paid on cashless. True, there are no
“fees” at the machine for the cash
transactions. However, operators
fail to consider the true cost of
cash transactions.

There is a real cost to cash transac-
tions once the operator takes into
consideration all of the follow-

ing: cost of money room person-
nel, money room equipment and
service, armored car transport,
bank charges to deposit the cash,
bank charges to buy rolled coin

to replenish vending machines,

April 2012

repair and service cost of bill
acceptors and coin mechanisms,
internal theft, vandalism, service
calls related to bill, coin, or change
problems (probably over 60 percent
of calls are related to cash in one
way or another), downtime due

to cash problems, lost sales from
customers unable to pay with cash,
supervisory time to reconcile cash,
and more.

Taking all this into consideration,
most operators will find that the
cost of processing cash transac-
tions actually exceeds 5 percent.
While not all of the costs listed
above can be eliminated, certainly
the costs start declining as cash-
less transactions increase.

In short, just because there isn’t
a “fee” associated with cash
transactions does not mean there
is no cost to it. Quite the con-
trary, even with the fees for cash-
less, most operators will begin

to experience some overall cost
savings as their cashless transac-
tion volume increases.



> AUTOMATIC MERCHANDISER SPOTLIGHTS

Protect Your Cash with

Lock America’s Paystation Lock System!
Four decades of innovation in lock security
Paystation/Autocashier protection in 3 easy steps.

Replace your 2 Install Lock Clamp down with
mcurrent housings mAmerica’s mLock America’s
with Lock America plug locks. Millennium Locks.

housings.

+ Pick, drill and cut-resistant
hand assembled keyway.

- Unique non-duplicatable key.

«Your own unique registered
key code.

Also

available

for change

machines!
9168 Stellar Court . Ph: 951-277-5180
Corona, CA 92883 Lﬂc H - MEE ICJ'-'I: Fax: 951-277-5170
www.laigroup.com sales@Ilaigroup.com

800-422-2866

@00c000000000000000000000000000

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

$1,300 Each e Very Good Condition
Buy all 7, Receive FREE Parts
: 717-554-2222 (Mike) :

e0cccccccccccce
e0ceccccccccce

Improved honor snack boxes

As my banker once said, “You have the perfect business.”
o Low start up cost e No service calls ® All cash business

* Smudge * Reinforced corners

resistant * More durable tabs

e Customizable ORI RPLYETAELTTNE]

Vending Business Information
www.vending-business-information.com
1-319-931-9165

" Parts & Acces

Cabinets

Extended
Canisters

sories Chute
Available For Your Kits
Comvenience At
Payrmeant
Systems
Candiment

Aacks

Formore information contact:
parts@betson.com * [B00)524-7343

Marketplace

MAIL AD COPY TO: Automatic Merchandiser, Attn: Jenny Hallett, P.0. Box 803, Fort Atkinson, W1 53538-0803
Inquiries to Jenny Hallett: Toll Free: 800-547-7377 x1314 o Fax: 877-370-1575 e E-mail: jenny.hallett@cygnush2b.com

PURCHASING Vending and Coffee Routes
Confidentiality assured ¢ Financing in place
usavendingusa@gmail.com

3M™ Water Filtration Products
for Office Coffee, Water and Vending

1-866-990-9785

www.3MFoodservice.com

FOR SALE: VENDING MACHINE SALES
7 Glassfront Soda Machines “Bring Operator Prices Factory Direct Nationwide”
Vue 40 [SandenVendo] CALL THE REST THEN CALL US

WWW.VENDINGMACHINESALES.COM

U.S. Tax Compliance, LLC
Certified Public Accountants
For All Your Tax Filing Obligations

Visit us at:
www.filetaxesintheusa.com
908-229-7843

JANETTE CARTER
ROBERT LUKE
714.223.0365

866.380.3365
jcarter@focus365.com

rluke@focus365.com

1301 N. Jefferson
Anaheim CA 92807

New, Small Low-Price MOE Converters
5P rr Single-Price machines
FP-1 i Four-Price machines

naripar, Tell Accepnes. pd

T rras fTEs g T
51 H wf [el

e | SEM P s
1-BER-3-THED  wwnw Semmca

Over 3000 Vending Machines,
Supplies, and Accessories
to choose from.

Proudly Made in the USA!

www.onlinevending.com

855-282-8363 (vend)
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Richard Atnip, v o VE HTEX a‘.!_:‘ur-a WaterCoolers

WATER PRODUCTS
ATN ' P Co I N C Moniclair, California
[ ] L]
: 800-627-2146
SALES & MARKETING bl
1414 W. Commonweaith Ave , Fullerfon, CA 92833 e [909) 626-3535
[BOCT S50 RA4 Infa = YerteaWaled.com
(714) 526-0600 A Full Range af Models a1 Affordable Prices - wisit our webafie ior mone inlo

(8000 248-5411 Fox [x "ty n iy e
(714} 220912 Col el RGN www.VertexWater.com

el LicHtmAN anp
Fi58 e oo SSOCIATES, INC.

I, FE 330

Jo Ann Lichtman
Vending Broker Specialists

O BOF-700-2736
Ll AFAEORD 2019 Forest Creek
e Libertyville, Illinois 60048
e sﬁrmr:m (847) 680-4790 / 800-801-7453
Emall HaeretSpieaSaed soen (847) 680-4796 FAX

jolichtman@aol.com

s14-525-4441 Bt 201 PO el AI.AB&M& BAG

800-733-7372 E-Mail hsmltd@sbcglobal.net
Ciy., INC.

: .,j,
Hanson °Sales and Marketing LTD. IL ;F,,L.

c_,..-"‘ PO.BOX228 HALES CORNERS, WI 53130 ——e
11000 W. JANESVILLE RD. QU&LIT‘E" MONEY Eﬁﬁﬁ SINCE 1908
1621 FAX: JEE-J62- 7860

FHONE. 356300
L) BN 5T TALLADEGA, SLAFAMA 1&

Phil Hanson Jr.
President www.alabamabag.com

GPAI [ ER{_/ Pulsifer Brokerage, Inc.
k {:mﬂr'.ﬂh]‘f 'F g/ilﬁtr:l:ff\g;térers Representative Member NAMA & AMAF

MANUFACTURERS REPRESENTATIVES |

Michael C. Patterson, NCE5, CCS Office (941)378-3167

Jim Pulsifer FL Watts (888)JIM-PULS
425 Huehl Road, Bldg, #17 847.778.5374 Cel 2071 Gt"’b;}' C.g“r,; 1240 CFe” (gﬂ)ﬁiﬁgi
Northbrook, IL 60062-2322 847.714.1200 x17 arasota, lorida sa24! ax (941)371-
E-mail: pulsbrok@comcast.net

MichaelPatterson@PattersonCo.com Fax 847.714.1275

Vending Partnership
CALDWELL BROKERAGE Program
‘ 3 VENDING & OCS Lead Generation and Appointment

-

Toll Frea: B00-305-73TH Setting for Operators, Distributors, and _':
Manufacturers in the Vending Industry e
Lisa Welch / Sales Manager
Let us make the COLD call
fina_caldbrohifoplnk.net
and send you the HOT leads!
!"l_gtl.ls I_D" 2 ﬂi:‘ ¥ Eﬂ!ﬂﬂl.?ﬂiﬂ Your salespeople can focus their valuable time MARKETING SOLUTIONS, LLC
GOZD N, Eldticige Flvwy s ok and energy on closing sales and acquiring new Roclawel City 17 o670
Houslon, T Fr01 2948-B0-4 264 customers for your vending business - rather debjudas@iowatelecom.net
PFhane: 7 13-460-2028 than sifting through hundreds of cold calls
Fax T13-460-38X0 to find a few prospects who might need your (800) 684-0393
company’s products and services. o,
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We All Need to Think Green!

Reduce, Reuse, Recycle... the mantra of the Green Movement... simple words with
which we can all identify. Changer Services has been committed to “green” from
the moment we got our environmental certificate in 1995.

In 2011 alone we sent over 50 tons of bill acceptors, coin mechanisms and control
boards to be processed and recycled. Since 2007 our program has disposed of
over 242 tons through our licensed environmental partner.

We believe each of us has an obligation to preserve and protect our environment.
Through our everyday choices and actions, we collectively can have a huge impact
on our world. It's really a simple concept, but one with potentially far reaching effects.
Let us help you enhance your efforts to improve our environment, call us today at
888-328-5067.

satisfaction guaranteed!
changerservices.com

2339 Waters Drive
St. Paul, MN 55120

Quality driven... ) Changer Services




&

292 Alternate 19 North

Palm Haroor, FL 34683

VM: 1-800-545-4796
Extension 4101

Fax: (727) 787-3839

Corp. Office: (727) 785-0066

G & J Marketing and Sales

National Marketing & Sales

manufacturers the opportunity to have

GREG SIDWELL, NCE5

Greg@GandJ.com

G & J has now expanded our
representation to a National Basis
offering our represented

consistent sales results nationally.

Your “Single Source” for the Vending, OCS & Mobile Marketpiace Since 1984

Visit Our Website at www.GandJ.com for Additional Information

REBUILT COFFEE
BREWERS
100% GUARANTEED [ FedoedadcCiame
SNACKBOXES = = .o

ﬂ speciaLiZNGIN | | & %
¥ S ol ipieid
o & BUNN 1%. L J
-

NEWCO e += LOLLIPOP
' “" CHARITY DISPLAYS
BLOOMFIELD .
The Perfect Low Capital Cost
Business Builder!

How many businesses can give you full

“Call Us Before
Buying New”

t i tment within 6 ks?
We Pay Top § For Used Equipment return on investment within 6 weeks
CREATIVE COFFEE, INC

P.O. Box 218507 % SHERIDAM SYSTEMS

Houston, TX 77218-8507
Toll free 888-704-0054
fax 281-579-0679
www.creativecoffeeinc.com

247 Cayuga Rd. » Buffalo, NY 14225
www.sheridansystems.com

1-716-873-7003

GET
24 ’k " PHYSICAL!

MAXIMUM SECURITY T-HAMDLE CYLINDER

The New Surockend B Venading Necuriiy
’ | e THE o8
You can't atways bae heaene - ™
- PULL-DOG

o profec] your eguspmen
That's why you nead o

ibd Bapck” your atackers
wilh THE PLALL-DOG™ . Tha
ABLOY® EXEC CL2%0E

o7

=handle odinder providesd  ABLOY EXEC CLZ90E
i 4 000 B of pull shoemngh
Mo bones abodt . this lock s tough!

Call Toll Free
1-800-317-1A777

B45 Louls Deoive

Awerican

Warmingles, B 1BD74
Phona (215) Gr4-5428
ENDGRS X lt'l-'_-| B74-1595

ARLOY SERVICE CEMNTER

FACTORY AUTHORIZED -
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Harold W. ‘fuung. Inc.

Snca 107

Andrew Robinson Young
Co-President
1 Tach Circle Tet {508) 655-2300
Matick, MA 01760 Fax: (508) B50-3456
E=Mail: andrewy i iy oungme.com

gsrmi/m Savenino
Vice President Vending

BiWerano

Saverino & %Aiocéat‘ii, Dhe.

538 E. Randy Road e Carol Stream, IL. 60188-2122

1-800-242-6036 ¢ Fax 630-653-2390
www.TeamSaverino.com

Jennifer@TeamSaverino.com Phone 630-868-2624

Vending Truck Leasing and Lease Financing
New and used vending trucks and vans
Off-lease vending trucks and vans

SO

COMMERCE

LEASE GROUP

JACK CROSS

8650 E. 32ND ST. N
WICHITA, KS 67226
TEL 316 686 5060

FAX 316 686 3909
jackcross@commerceleasegroup.com

1-800-451-3445
www.commerceleasegroup.net

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

Bob Loparco
President

CHOICE EQUIPMENT SALES, INC.

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

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

SLICHART VERD BRCYKE IRALE

220 Toawin Sewmrnes # Shiibe D0 = Orepriand Paike 05 S0
[FE ) ) OO = P (P13} RH1-A503

E-Mail; KBoisarifSsuchartbrokeragocom » Cell; (515 488-85350
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WHEN TRAVELERS FORGET
YOU PROFIT!

Top name-brand personal sundries for your
glassfront, cigarette, or drop-shelf vendor.
No minimums, no fixed units —
plus 24-hr tumaround.

Choice of packaging,
including our exclusive clamshell.

Business Valuations

» Buying/Selling a Business
» Owner Buy-in or Buy-out

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

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

o Food Roker Specialits | M3 GREAM VENDORS FOR SALE

! |
1. 51221 Washington Blvd., New Baitimore, MI 48047
i L4

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

\

§ Ice Cream Ice Cream Ice Cream M&M
F I Fax: (586) 725-6929 Fastcorp Z-400 $2395 Fastcorp. 820 $1295 Fastcorp. 631 $695 12 select candy $675
| Cell: (586) 484-5490 Truck Load: $2,095  Truck Load: $895  Truck Load: $495 Truck Load: $550

srorah @m ichmerch.com We buy soda and snack machines! | Call BAR Vending for quantity discounts and additional information.

888-777-4227 « www.barvending.com

www.michmerch.com

Manage Your Fleet While On the Go... Security -Locks

GPS North America’s -
Smart Phone App 2 .B.RA

allows you to manage . NORTH AMERICA . =
your fleet while on the go. " “Now You'll Know” New 7-Sided Locks = L, OCK

Call today for a live demonstration

- Trtal Program, ALL Levels of Security

8-Change Locks medewm?

High Security Locks

Padlocks E ABL'DY

NO M
CONTRACTS!

\

GPS North America Helps
Make Your Business More s
Profitable By:

_ v/ Reducing Fuel Consumption by 20%
j / Route Optimization The “Right™ Security - The “Right” Price
r v Minimizing Engine Idle Times

w  Dispatching Jobs Directly to Driver

v Real-Time Alerts

1.800.657.(LOCK)5625

RS Locking Systems

s ok I'|E'|'|-"-| CITIS LN

i :1-888-760-4477 » www.gpsnd:‘}l&ume’ru_:_u-.‘com
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The REVISION" Door

Your outldated vending machines can be reborn as
great looking machines with a ton of hi-tech leatures.

The REVISION door from Vendors Exchange converts AP 8000 XL, AP
TO00, AP 113, and National 147 into modern machines. After a quick
install of the REVISION door, you now have:

= Energy saving LED Lights. Not only do these lights use far less
anergy than traditional lights, they also calch the consumer's
gye by lighting your products beautifully,

= All of the features of the VE* UCB™(Universal Control Board).
Track machina sales with DEX and MDB, automatically discount
producls, drop sensor control and maore,

* Dptional custom graphles. Custom graphics designed
specifically lor your machine {or choose from our large selection
of slock designs)

Drive sales with an eye catching machine that puts
products in the best light and save money with energy
and time saving technology!

Contact an account representative about putting a
VE* REVISION™ door on your old existing machine
or a newly refurbished machine from Vendors Exchange.

www. vell.com/revision

PRICING:

Starting at $1,095

VENDORS EXCHANGE 8700 Brookpark Road 800.321.2311 www.vell.com
P T NN BTG N &L
e Cleveland, OH 44129 216.432.1800 info@veil.com
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QUARTERLY WINNER

Marsha Maez,

Premier Service & Alpine Roastery, Englewood, Colo.

0CS customers rave ahout her dedication to the job.

F U R EVE RY retail business, customer service

is paramount. Some employees achieve a good level
of service, and some excel. Marsha Maez, an OCS
driver at Premier Service and Alpine Roastery in
Englewood, Colo., is the latter. For the first time in
the Automatic Merchandiser route driver contest,
three customers nominated a driver. This boosted
Marsha Maez into the top ring, winning her the
2012 first quarter OCS driver of the year spot.

Maez won the 2012 quarterly award, sponsored
by Kraft Vending & OCS, based on her online nomi-
nations and numerical scores tallied from years of
service, miles traveled, accidents/citations, customer
compliments, truck condition, and sales.

Maez has worked for Alpine Roastery for five
years, but she brings many years of prior experi-
ence. Company owner George Yost couldn’t be more
proud of Maez’s skills. She takes on new custom-
ers, excels at dealing with difficult ones, and can
increase sales without losing perspective of customer
needs. She loads her own truck and is self motivated
to make return trips for product if needed. “She is
the definition of a professional,” he said.

Customers impressed with dedication

“If the office is out of coffee,” said Delores Bolt, a
receptionist for one customer, “or anything, and
even if it isn’t her regular delivery day, she will
bring it out first thing. (She) always has a smile
on her face.”

Tracy Palumbo, executive assistant at another
customer location, said: “Marsha is always friendly,
courteous and whenever we need an extra delivery,
she is here within a few hours.”

Dee Haugen, another customer, appreciates her
personalized service. “She makes sure she knows
our employees’ preferences. She remembers if we try
a different brand and we didn’t like it. She knows
what we like from station to station in our facility.”

New job, old career

Maez started as an OCS driver in 1988. She
worked through having kids and through multiple
company acquisitions.

Finally, after a few years off as a stay-at-home
mom, she came back to the business to drive for
Alpine Roastery, then, a new OCS startup. Yost
was thrilled to have a veteran driver. “We consider
her a big reason for our growth, because it is a rare
day when one of her customers cancels service,”
Yost said.

“I like what I'm doing,” said Maez. “These are
my customers. It’s my job to make sure they get
what they need.”

Kyle Yost, Denver market salesman and son of
the owner, values Maez’s ability to solve equipment
and product problems. “Hands down she’s our best
route driver,” he said.

“In the end, people just want a good cup of cof-
fee,” said Maez. | 4
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