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Ready to Jump into Cashless?

ePort® Program

NEW! Introducing the Two-Tier Pricing Program.
USAT now gives you the ability to cover your card processing costs.

Plezze Make Your
Iten Selection

ePort EDGE®
- Lowest-cost solution « DEX telemetry capabilities
« No upfront capital commitment « Supported by ePort Connect®
« No long-term commitment payment and telemetry services

« No purchase required  Proven results

USAT offers the only one-stop, turnkey cashless solution for the
vending market today. One company, one point of contact, one call.

A Visit us at NAMA
A in Booth #1229

TECHNOLOGIES

800.633.0340 « www.usatech.com
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That’s Dough in the Bank!
* Snyder’s of Hanover holds a 40.3% dollar share J

of the pretzel category.” S N YDE RS

* The Snyder’s of Hanover brand outsells the closest OF HANOVER
competitor in the pretzel category 2to1.* =

» With the quality and variety your customers FOR MORE INFORMATION CALL

demand, turn our dough into yours! 1.800.233.7125x25696
snydersofhanover.com

*NIELSEN TOTAL US FOOD - 26-WEEK ENDING 1/21/2012
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Life is short. Stay awake for it®

Life’s too short for ordinary coffee.

There's no denying the difference between a bland, boring office
brew and cup of truly gourmet coffee. Employees, customers, heck
the entire office expect more than just an ordinary cup of joe.

They crave quality and flavor that will make their day.

Caribou Coffee’s fractional pack gourmet office
coffee solution makes it easy to serve exceptional
flavorful coffees from across the roast spectrum.

+ Pre-ground craft roasted beans

+ Pre-measured to 2.50z for convenience
A recent NAMA consumer survey confirms...

+ Packaged airtight for freshness to

oA coffees seen as an employee benefit when offered in
ensure every sip is savored.

the workplace. Offer them Caribou Coffee, because
Life’s too short for ordinary coffee.

For more information on serving Caribou Coffee at your office or to inquire on being a Distributor of Caribou

Coffee contact: Michelle Langkau, Sr. Manager Foodservice, 763.592.2397, mlangkau@cariboucoffee.com




P‘THE WAY | SEE IT

OCS innovation doesnt end with
K-Cups; On-demand cold drinks?

By Elliot Maras, Editor

lot of exciting things are hap-

pening today, and it’s not all

happening on the vending
side. There is just as much innova-
tion going on with application to
OCS as there is for vending.

Hence, I'm troubled to hear
so many OCS operators complain
about K Cup prices. The single cup
explosion is still in its early stages,
and K Cups are only one part of a
much bigger picture.

OCS introduced single cup to the
coffee market, and the consumer
segment of the market has caught
on. You can’t blame single cup

providers for wanting to get in on
the bigger market. And as I've noted
before, consumer awareness sup-
ports the at-work demand.

What many OCS operators are
missing today is that technology
doesn’t stand still. Portion pack revo-
lutionized OCS because it took quality
and convenience to a new level. But
it didn’t end there. As product and
equipment manufacturers got wind of

changing customer tastes, they went
to work on new innovations.

Last month, VendingMarket-
Watch reported that Walmart is
introducing a single-serve system
that utilizes “drop and drink” tech-
nology. The “drop and drink” sys-
tem resembles systems used by some
other brewers . The one Walmart is
using is a liquid-based coffee, which
has yet to prove itself.

THERE'S too much opportunity on
the horizon in refreshment services.




But the system Walmart is using,
the Esio Beverage System, expands
beyond hot beverages and also offers
cold beverages, such as teas, juices,
sports drinks and water. All in one
dispenser, with no cross contamina-
tion (presumably).

Forbes Magazine commented
that Walmart’s move could give
Green Mountain Coffee Roasters
Inc. a run for single-serve coffee
market dominance.

This certainly remains to be
seen. But what about the market
for on-demand, cold beverages
at work? That’s a place OCS has
largely been missing in action
since the demise of the Coca-Cola
BreakMate.

If “drop and drink” technology
can in fact deliver both hot and cold
beverages in a convenient, safe, cost
efficient way, some serious growth
could be in store for the worksite
refreshment services industry.

The refreshment services industry
has largely ignored the on-demand,
cold beverage refreshment side of
the business since the demise of the
BreakMate. This is inexplicable.

Are you aware of the market?
Have you heard about SodaStream,
the countertop home soda maker
that lets you make sparkling water
and soda from home?

Does it make sense that the
consumer products industry is
ahead of the worksite refreshments
industry with on-demand cold
beverages? Can’t the worksite sector
learn from the at-home sector just as
the at-home sector has adapted our
industry’s hot beverage technology?

Stop worrying about K Cup prices.
There’s too much opportunity on the
horizon in refreshment services. | 4

Please send your comments regarding this or any
article in Automatic Merchandiserto Elliot.Maras@
VendingMarketWatch.com
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Power packed opening event
to launch OneShow April 25

he National Automatic

Merchandising Association

(NAMA) OneShow will kick
off Wednesday, April 25, 2012,
beginning at 1 p.m., at the Venetian/
Sands in Las Vegas with a power-
packed opening event. NAMA’s
new chief executive, Carla Balakgie,
FASAE, CAE, will describe her
vision for the industry and NAMA.
Balakgie will also address the future
of the industry growth strategy,
preview a new strategy for coffee

members, review legislative priori-
ties and initiatives, and share other

plans for 2012.

B oggayect "

Attendees will be treated to a performance by the world-renowned Blue Man
Group and the 2012 NAMA Industry Awards will be presented to several exemplary
individuals making a positive impact in their communities and the industry.

Vending repair program
to send students to
NAMA OneShow

P The vending machine
repair program in Philadel-
phia, Pa. will send students
to the NAMA OneShow this
year for the first time in 15
years, thanks to the financial
support from the program'’s
advisory committee members.

The advisory committee
members have agreed to cover
the expenses for the students’
air fare, lodging, meals, and
show costs so students can
attend the OneShow.

The program thanks the
following individuals for their
support: Lynae Schleyer,
NAMA; Mike Butler, Automated
Merchandising Systems; Scott
Wechsler, Quality Express Cof-
fee & Vending Service; Zane
Greenwald, Betson Enterprises,

Mike Carrigan, Midlantic Vend-
ing; Alan Simons, RDS Vend-
ing; Chuck Reed, MEI; Peter
Whitney, Crane Merchandising
Systems; Russ Guarino, Phila-
delphia Coca-Cola; Bud Burke,
ADS Distributors; and Wayne
Campbell, Changer Services.

Obama: federal
agencies must follow
Randolph-Sheppard

P President Obama recently
released a memorandum
directing federal agencies
that have property manage-
ment responsibilities to ensure
that agency officials, when
pursuing the establishment of
vending facilities (including
cafeterias and military dining
facilities) as defined in 20
U.S.C. 107e, issue permits
and contracts in compliance
with the Randolph-Sheppard
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Program and consistent with
existing regulations and law.
The program mandates prefer-
ence on government sites for
blind operators.

Kellogg to buy Pringles
from P&G; Diamond
Foods’ deal dissolves

P Kellogg Co. has entered
into an agreement to acquire
Procter & Gamble’s Pringles®
business for $2.695 bil-
lion. Procter &
Gamble agreed
to sell Pringles
to Kellogg after
plans to sell
Pringles to Diamond Foods
Inc. were jeopardized after
Diamond Foods replaced its
CEO and CFO following an
internal audit.

The companies expect to
complete the transaction in

L

the summer of 2012, pending
regulatory approvals.

Kellogg will benefit from
the collective expertise of more
than 1,700 Pringles employees.

Cantaloupe teams
with Unified
Strategies Group

Cantaloupe Systems
entered into a partnership
with Unified Strategies Group
(USG) to offer USG’s buying
consortium of more than
700 vending operators Seed
Telemetry, Seed Pro, and
Seed Cashless solutions.

Cantaloupe Systems offers
a variety of choices for vend-
ing operators — from basic
telemetry to advanced payment
options such as Google Wallet.
Cantaloupe Systems is working
with USG to offer its members
a fully integrated platform that
reduces the overall investment
needed for telemetry, cashless
and advanced vending man-
agement systems. Using the
Web-based remote machine-
monitoring-and-reporting
features of Seed vending tech-
nology, operators can reduce
investment and simplify the
implementation process.

AdvancePierreFoods
partners with
Johnsonville Sausage

P AdvancePierre Foods and
Johnsonville Sausage have
formed a strategic alliance,
leveraging AdvancePierre
Foods’ foodservice organiza-
tion and distribution system to
deliver Johnsonville Sausage to
foodservice customers across
the U.S. The partnership will
make AdvancePierre Foods the
exclusive foodservice distributor
of Johnsonville Sausage.



USAT introduces 2-tier
vend pricing for cash
and cashless

P USA Technologies Inc.
recently introduced a two-tier
pricing program that gives
vending operators the ability
to charge two different vend
prices in vending machines:
one price for credit/debit
cards and one lower, or “dis-
counted” price for cash.

\/4

Betson renews
pacts with ASI
and CES

P Betson Enterprises, the
distributor of coin operated
amusement and vending
equipment, coffee solu-
tions, coin operated parts,
and service, has renewed
its strategic marketing and
sales agreement with Auto-
mated Services International

CALENDAR OF EVENTS

MARCH 14

New York State Vending Association

Annual Meeting

Century House Restaurant and Hotel,
Latham, N.Y.

Phone: 571-346-1901

Email: pgilbert@vending.org

MARCH 14-16

National Bulk Vendors Association
Conference and Trade Show

Las Vegas Convention Center,

Las Vegas, Nev.

Phone: 480-302-5998

Email: admin@nvba.org

(AS1) and Choice Equipment
Sales (CES), distributors

of used and reconditioned
vending machines. Betson,
ASI, & CES entered into
the original agreement in
September 2010, with Bet-
son having sole marketing
rights for used and recon-
ditioned vending machines
in New York, New England,
New Jersey, Pennsylvania,
Delaware, Maryland, and the
District of Columbia.

U-Select-It names
Game Exchange as
distribution partner

P U-Select-It named The
Game Exchange of Colorado as
its new distribution partner
for territories including
Colorado, western Nebraska,
Wyoming and New Mexico.
The Game Exchange has a
major market position in the
Front Range of Colorado and
employs a staff of 15, with
sales in excess of $3 million
annually. Customers include
operators of coin-operated
devices in Colorado, Wyo-
ming and New Mexico.

APRIL 25-217,

National Automatic Merchandising
Association OneShow
Venetian/Sands Resort,

Las Vegas, Nev.
Phone: 312-346-0370
www.vending.org

MAY 31-JUNE 1

Maryland/D.C. Vending Association

Annual Meeting

Harbourtown Golf Resort,

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

Email: pgilbert@vending.org
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People in the News

Jack Martin exits Nestle, joins MADE

Jack Martin recently retired as national accounts
manager from Nestle Beverage Co. after 30 years at
the company and has joined MADE Drinks Company
as business development director.

USG hires First Class Vending’s Jan Gordon

Jan Gordon has joined Unified Vending
Management (UVM), a subsidiary of United
Strategies Group (USG), the buying coop-
erative, as national accounts manager. She
joins USG from First Class Vending, based in
Los Angeles, Calif.

Mountain Coin tabs Bill Lynde

Mountain Coin Machine Distributors, based
in Denver, Colo., named 30-year vending
veteran Bill Lynde as vending sales manager
for the western U.S.

NAMA names Sheree Edwards as
regional legislative director

The National Automatic Merchandising Association
(NAMA) named Sheree Edwards regional legislative
director. She was managing attorney of government
affairs at the Asian American Hotel Owners Associa-
tion and also worked at several law firms and the
Detroit City Council as a public policy analyst.

VEGS tabs Green Mountain’s Turgelsky

Dave Turgelsky recently joined VE Global Solutions,
Inc. as Northeast regional sales manager. He comes
from Green Mountain Coffee Roasters Inc.

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-europe.eu

NOV. 13-15

National Automatic Merchandising
Association CoffeeTea&Water Event
New Orleans Hyatt Recency,

New Orleans, La.

Phone: 312-346-0370
www.vending.org
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»|FINDING GOOD EMPLOYEES

Recession brings unigue

By Emily Refermat, Managing Editor

With high unemployment, the hiring challenge is wading
through stacks of resumes or sometimes the lack of ‘just
the right’ candidate, but service providers are using varied

solutions to hire the best. They keep employees with fair pay

and the promise of more earning potential.

he recession has forced many

vending and OCS operators to

downsize. But whether from
a shift in the services provided or
a more stable economy with less
unemployment, many operators have
started hiring again. And with the
hiring process comes the challenge of
finding good, qualified people, sifting
through overwhelming applicants
and determining proper compensa-
tion. Many operators rely on word of
mouth, while others are using employ-
ment agencies. And knowing what is

Operators share how to

needed in an employee, besides basic
requirements, is just as important as
compensating them fairly.

Qualified employees still a challenge
Finding good quality candidates
strongly challenges small, family
owned operations which need work-
ers who are multi-talented and com-
mitted to the company, instead of just
the paycheck.

Mark Legler, owner of V.E.N.
Enterprises, a small honor box and
vending operation in rural Indiana,

find that perfect employee

in a sea of candidates

'/gn | ;-\,_. -
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finds it staggering how few people in
his area have a good driving record,
good attendance record or who can
be trusted with a lot of cash.

“We can teach everything else
they need to know, but if they don’t
have these qualities, they are prob-
ably not the right person for what
we want to do,” said Legler. Rather
than put an ad in the paper or online
and sift through applicants, Legler
looks in his community for those
who meet the requirements. If he
can’t hire the right candidate, then
he won’t hire anyone.

“The people we have now enjoy
the relative freedom of working by
themselves, traveling around the
area, and interacting with people,”
said Legler.

[ Recomme nded
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iring challenges

He finds if the job doesn’t fit the
employee, the pay doesn’t matter.
He pays a straight hourly wage
because he asks his employees to do
many jobs from repairing/moving
machines to selling new accounts.

Marni Frank, co-founder of
Community Refreshments, Tampa,
Fla., doesn’t find high unemploy-
ment rates making good, qualified
employees easier to come by, even in
densely populated Florida. “There
are very few people with the mental-
ity to grow with us,” she said. Being
a small OCS provider, having dedi-
cated employees is a must.

For Frank, the skills that are more
important now than ever are the
ability to upsell an account and be
knowledge about service. She’d like a
driver who can notice a location buy-
ing coffee cups from a savings club,
for instance, and then communicate
to them that Community Refresh-
ments could supply those instead.

Frank pays drivers bonuses on
top of their salaries for upselling an
account or finding a new account.
Her sales force is split, some receiv-
ing a similar bonus package and some
getting a commission for maintaining

the relationship, although this is often
viewed as the route driver’s job.

Hiring is the same, but tools differ
Randy Parks, owner and founder of
ProStar Services, Inc. in Carrollton,
Texas, thinks the economy has led
to better candidates and less turn-
over, but not to an extreme.

“It’s a work-a-day industry,” he
said, “so it’s sometimes difficult to
find folks with the right work ethic.”
He posts jobs online, on Craig’s List,
or hires employees from a tempo-
rary agency if he doesn’t think the
position will be permanent, such as
for software projects.

“I used to use newspapers,” said
Parks, “but it seems folks we want
to hire are all online.”

Outsourcing screening helps

Bob Yeomans, owner of Central
Vending in Janesville, Wis., out-
sourced his recent hires of a full- and
part-time route driver because it was
easier and convenient.

“I think the pool of capable
people is larger than it was,” he said.
“That’s a good and bad thing.”

Yeomans found when looking
for an applicant on his own, he’d
be flooded with resumes. “When
you get thousands of applications

to weed through, it’s a challenge,
if you’re a small business
owner,” he said, “even
50 applications is a
challenge.”
Yeomans
used the employ-
ment agency
Manpower, in
part because
he didn’t need
the drivers

Thinkstock/120233906
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Social media and
economy change
employee/employer
landscape

Tom Siciliano, chief operating
officer of Huntley, Ill.-based
Integrity Associates LLC,
believes social media has
changed the hiring process,
making it more transparent.

“There’s much more informa-
tion out there to gain about
people,” he said. From LinkedIn
to Facebook, employers can
find out a lot about a poten-
tial hire. At the same time, a
job seeker can investigate a
company, finding any lawsuits
pending, negative comments,
and more. Siciliano is giving
a talk on using social media
in recruiting at the upcoming
National Automatic Merchan-
dising Association OneShow
in Las Vegas.

The economy has also played
a role in hiring, according to
Siciliano. Employees are more
skeptical about switching
companies. Employers, for
their part, are savvier about
what they offer, tailoring
wages and benefits based on
competitive factors.

“A compensation package
is a moving target in certain
markets,” noted Siciliano.

immediately. He gave Manpower his
requirements, and two months later
he got candidates that met his exact
needs. “I'm very happy with who
they found,” he said.

CONTINUED »

Automatic Merchandiser 9
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Veteran operators differ on the hest
compensation methods

Almost no operators contacted by Automatic Merchandiser reported using
in-depth marketing studies to determine competitive wages, health care
packages or other employee benefits. They either discussed it with friendly
competitors, evaluated the compensation at comparable jobs, or used
their own estimates of fair and reasonable wages, adding advancement or
bonuses/commissions as employee perks.

Lee Hartnett, co-owner of Commercial Coffee Service/Food Systems
Inc., Bridgeview, lll., has a structured pay scale, one rate for training,

a staggered base pay for drivers with established raises, and finally,
commissions from routes. According to Hartnett, the system is set up so
drivers with seniority earn more, although that is usually the case anyway
because they do more sales and have more experience with merchandis-
ing. He also talks to friendly competitors about wages and reviews the
National Automatic Merchandising Association wage and benefits report.

The largest area of compensation for Commercial Coffee Service/
Food Systems Inc. is the full benefits package. “We’re an old fash-
ioned company,” said Hartnett, “we offer better health care plans,
full vision and dental.”

The company is also flexible, working with employees’ special needs.
“One plan doesn't fit everyone,” said Hartnett. The company carries
two health plans because older employees and those with families

have different needs than young singles who want low costs and high
deductibles. The company even set up a health savings account for one
employee with expensive medical costs, which saved the employee over
$4,000 out of pocket. “It’s all something we wouldn’t be able to do on
our own,” said Hartnett, who credits a professional employer organiza-
tion for its assistance in this area.

NO COMMISSIONS, JUST BONUSES

Commissions are not universal, however. In Tampa, Fla., Marni Franks,
co-founder of Community Refreshments, an OCS provider, doesn’t
pay drivers commissions, but offers a salary and periodic bonuses for
upselling. “I never understood commissions,” she said. She'd prefer
to add a new account to the most logical route, even if another driver
brought the account in. “With commission-based pay, this wouldn’t be
fair,” she explained.

According to vending/foodservice industry consultant Tom Britten,
operators should consider their compensation packages. “You get
what you reward,” he said. If an operator is offering straight commis-
sion pay, he/she is rewarding only dumping cash boxes. What about
cleaning machines and good customer relations?

And don’t underestimate morale, warned Britten. “If an employee hates
his boss/company, it’s easier to rationalize theft,” he said. That employee
might be angry because there’s no more overtime pay, the 401K didn’t
make money this year, or management is disorganized or unappreciative.
The employee might consider skimming to get what they feel is owed.

Britten suggests operators conduct their own wage surveys. He sug-
gests operators offer 20 percent more than the average wage or con-
sider improving the health care benefits.
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A mid-size, Chicago-area operator
also outsourced hiring with the help of
a professional employer organization
(PEO). PEOs provide human resource
services to small business clients —
paying wages and taxes and assuming
responsibility and liability for compli-
ance with myriad state and federal laws
and regulations.

“All our employees technically work
for them,” said Lee Hartnett, co-owner of
Commercial Coffee Service/Food Systems
Inc., Bridgeview, Ill. The company made
the decision to use a PEO four years
ago after being hit with 20 to 30 percent
increases in health insurance costs.
They’re happy with the switch.

“It controls costs on insurance,
relieves us of dealing with workman’s
compensation, and allows us access to
an extensive HR department,” explained
Hartnett. “Employees can even call for
counseling,” he added, which is some-
thing his company can’t offer on its own.

Even with the help of the PEO, Com-
mercial Coffee Service/Food Systems Inc.
still hires most often by word of mouth.
Hartnett tried using Career Builder, the
online job Website, and after two days he
stopped printing the resumes because he
had 2,200. At that point, he took a stack
and hoped it included the best candidate.

Now the company relies more on
existing employee referrals for filling job
openings, which has been successful.

Commercial Coffee Service/Food
Systems Inc. offers bonuses to employ-
ees who recommend someone who is
subsequently hired, and then pays a
bonus every year the new hire is still
with the company. “What you find is
people won’t recommend someone for
hire who will make them look bad,”
said Hartnett. “And they take the extra
effort to help the new person with
training or whatnot.”

Hire at a moment’s notice?

According to Tom Siciliano, chief operat-

ing officer of Huntley, Ill.-based Integrity

Associates LLC, most operators struggle
CONTINUED »
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FINDING GOOD EMPLOYEES

Vending wages increase in last two years, bucking national wage trends
I PN T

The National Automatic Merchandising Association
wage rates and benefits survey reports participating
firms’ compensation practices as well as information on
the employee benefit programs offered.

The overall sales volume has gone up in the past two
years, from a typical NAMA firm doing $3,431,569 in
sales volume to $3,527,200, a 1 percent increase.

Job compensation has gone up for all employees. The
CEO base salary has increased $900 in the last 2-year
period. Median weekly compensation of a number of
operation personnel, including vending and OCS driv-
ers, has increased by more than 1 percent from 2009
to 2011. This contrasts with the national weekly wage
average for private, non-farm payrolls, which decreased
1.2 percent on a seasonally adjusted basis, based on
the Bureau of Labor Statistics average weekly earnings
for the last four months of 2009 compared to the last
four months of 2011.

Typical Sales
CEO Base Salary

Vending Route Personnel
OCS Route Personnel

Mechanic
Commissary Worker
Location Attendant
Warehouse Worker

Customer Service/Office

Administration

Route Supervisor

Mechanic Supervisor
Commissary Supervisor

Sales Personnel

Money Room Personnel

Professional Staff

to find the best employee because
they are reactive instead of proactive.
When someone quits or is termi-
nated, there is rush to find a replace-
ment, which leads to an abbreviated
job hunt. To counter this, Siciliano
suggests keeping a desk drawer full
of potential employees.

“You’re always recruiting,” he
said about employers who hire the
best. “You’re always looking for tal-
ent.” Siciliano said operators should
be aware of their competition’s best
driver, and know when he or she
quits. Operators should keep in con-
tact with candidates that would make
good employees, taking them out to
lunch occasionally so the candidate
knows the operator is still interested
in hiring them in the future.

Another common misstep
Siciliano sees is operators that don’t
have a full, detailed job descrip-
tion when hiring. It’s about drilling
beyond the basics of a good driving
record, reasonable employment
attendance, and even service experi-
ence, down to the intangibles.

$3,431,569  $3,527,200
$75,000 $75,900
$600 $650
$600 $606
$640 $666
$317 $360
$365 $400
$446 $486
$500 $550
$781 $825
$800 $880
$600 $655
$863 $873
$422 $450
$842 $880

Numbers are from the National Automatic Merchandising Association 2009 and 2011 Wage

Rates and Benefits Survey

“What we sometimes miss are:
work ethic, team building, people
skills, communication skills, and
advancement potential,” he said.
“(For example), will this individual
be able to take it to the next level?”

Find the right fit

Tom Britten, president of Zephryhi-
1Is, Fla.-based Britten Management
Services, LLC, has seen opera-

tors hire the wrong person simply
because they didn’t fully evaluate the
job and candidate. He once talked

to an operator struggling to keep
employees. The most recent hire just
stopped coming to work. He was a
computer programmer who took the
route driver job because he needed
it, but didn’t really understand what
it would be like to spend 10 hours a
day working in a hot truck.

“A big mistake is not considering
the rigors of the work compared to
what the employee is used to,” said
Britten. This needs to be brought up
in the interview. “If (they) don’t like
to carry three cases of soda up three

12 Automatic Merchandiser | VendingMarketWatch.com | March 2012

flights of stairs, then this job isn’t
for (them),” he added.

Britten advocates hiring based
on the recommendations of current
employees. The current employee
understands the job and the require-
ments. “It’s always been a challenge
to find a good fit,” said Britten about
hiring route drivers.

The tough economy presents all
sorts of challenges, but hiring using
existing employees as references or
outside companies to assist with
screening is helping operators find
the best employees. Compensating
employees well has allowed many
operators to keep good employees
once they have found them. These are
essential components of having a suc-
cessful vending or OCS operation. | 4

For more information, contact:
Britten Management Services,

813-469-5437. tombritten@msn.com
Integrity Associates LLC,

847-669-6723; tom@sales-recruiting.net
Manpower, 414-961-1000; www.manpower.com
National Automatic Merchandising Association,

312-346-0370, www.vending.org


mailto:tombritten@msn.com
mailto:tom@sales-recruiting.net
http://www.manpower.com
http://www.vending.org
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» SOCIAL MEDIA

How to get in the
social media groove

By Elliot Maras, Editor

0CS leads vending in utilizing this fast evolving business tool

hat should you be doing with

social media? Should a small

business be investing in its
use? If so, how?

Beyond the anecdotal postings
on Facebook, Twitter and LinkedIn,
American businesses are invest-
ing untold sums of money in social
media in the hope of establishing
stronger relationships with col-
leagues and customers. Companies
in all industries believe social media
(SM) will be an important market-
ing and communications tool.

How to go about it has proven a
challenge.

This article will provide insights
on what companies are doing with
SM, including examples of mistakes
they have made.

One truism about SM is that a
business of any size will find it crucial
to have a plan in place before invest-
ing in SM. SM has a lot of potential
as a communications tool, but it
requires an investment. A vending or
refreshment services operator should
approach this tool similarly to adding
a new software system or expanding
into a new service.

SM has relevance in more than
one area; 1) as a marketing tool, 2)
as a customer service tool, and 3) as
a networking tool for communicat-
ing with others in the industry. The
main reason businesses are moving
to SM is for marketing. However,

the fact

that there is

more than

one use for SM has com-
plicated its use in the
minds of many.

Social media moves forward
According to EConsultancy, a digi-
tal marketing firm, 64 percent of
businesses now see SM as a major
part of their programs and consider
themselves past the “experimental
phase.” A large percentage of these
businesses will actually hire some-
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one just to manage the social aspects
of each campaign.

Forty one percent of those sur-
veyed for the same study said they
still don’t have definitive ROI for
their social media programs.

From a marketing standpoint,
SM is mainly a public relations tool
as opposed to a lead generation tool.
Many SM experts claim it is the
most cost effective public relations
tool ever.

One reason for this is that SM is
a two-way medium; recipients can
respond to what has been posted
with posts of their own. Because
of this, SM allows a company to
achieve a higher level of credibility
than if the communication were
coming in only one direction.

WITHOUT ongoing

=mm dactivity, SM has

—

W

little value.

A handful of
vending and coffee
service companies have
launched impressive
SM campaigns.

A random sam-
pling of SM sites
indicates many vend-
ing and refreshment
service providers have
dabbled in SM, mean-
ing they have posted
Facebook, Twitter

and LinkedIn pages,
J === but they have not
j,l.'l added new content
- continuously. SM

experts unanimously
agree that SM sites
need to be refreshed
frequently for visitors
to return to the site.

Without ongoing activity, SM has
little value.

Among those companies that
have developed strong SM initia-
tives, OCS operators have done so
more than vending operators. This
is likely due to the fact that OCS
operators are more active with
ecommerce than vending operators.
SM activity helps drive traffic to
ecommerce Websites.

0CS operators ahead of vending
Chris Coffee Service in Albany, N.Y.
has been active in ecommerce for
several years. Nearly 40 percent of
the company’s $11 million in annual
revenue comes from ecommerce,
noted Chris Nachtrieb, president.

Nachtrieb said his Facebook
page gets the word out about the
company, which ships product
internationally. The Facebook post-
ings typically are about things the
company is doing, such as exhibiting
at business trade shows and support-
ing charity events.

There is no one employee
assigned to manage the Facebook
page at Chris Coffee Service.
Instead, various employees post
items of interest, usually using their
smart phones. “You have to be dili-
gent about putting something up,”
Nachtrieb said.

“What is useful is people learn
about new products and things I'm
doing,” he added.

Nachtrieb once advertised a
product for sale on Facebook. He
wasn’t able to quantify the number
of sales related to the Facebook ad.

Nachtrieb, like many businesses
working with SM, has a hard time
quantifying the benefit it provides.
Simply monitoring the number of
visitors and “likes” is not a good indi-
cation of the quality of these visitors
from a business’s standpoint.

Community Coffee Co., based
in Baton Rouge, La., also has a long
established ecommerce initiative and
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has found SM helpful. “Social media
is a powerful thing,” said Blair
Broussard, the company’s social
media and public relations manager.

The company’s Facebook page
includes information about coffee,
about customers and about employ-
ees. The page demonstrates the fact
that people like to talk about coffee.

Broussard spends about half
of her work day posting on the
Facebook page, monitoring activity
and researching new ways to speak
to customers through this outlet.
The company holds sweepstakes,
has interactive “ecards” and posts
events on the page.

Community Coffee Co. has a
more commercial Facebook page
than most companies. The company
advertises special offers on its Face-
book page. Customers are directed
to the company’s main Website to
make an online purchase.

Foodservice finds a niche
Large contract foodservice opera-
tors have also been more active with
SM than vending operators. Many
of the large foodservice operators
have the resources to dedicate to
new marketing initiatives. In addi-
tion, the application is fairly easy to
visualize for onsite foodservice since
they usually offer a changing menu
to a largely captive audience. These
service providers typically use SM
to update customers on menus and
special offers and solicit feedback.
Foodservice companies not only
advertise specials; they post pictures
of items they haven’t yet decided to
offer as a way to pique interest, inform
customers about sustainability efforts,
and educate customers about nutri-
tional and sustainability programs.
Compass Group in 2009
launched its “Flexitarian” campaign
offering healthier and vegetarian
meal options, partnering with manu-
facturers to support meatless meals
CONTINUED »
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» SOCIAL MEDIA

in foodservice accounts. The site has
drawn thousands of visitors.

The Flexitarian Facebook page
has attracted pages of recipes and
photos from customers.

Compass Group also maintains
a blog called “Compass 360” which
offers information about diet, food,
and personal perspectives from
corporate nutritionists. There’s
also a Compass Twitter page, which
announces company events and
news and invites user to comment.

An aggressive vending effort

CNC Vending in Houston, Texas,
founded in 2008 by Chuck Olson, has
launched one of the most aggressive
SM vending campaigns. Last year,
Olson placed stickers on his machines
inviting customers to visit them on
Facebook, Twitter and the company
blog. He estimates 10 percent of his

e ——— I

Hershey Co. keeps people up to date
using LinkedIn.

customers have become social media
“friends.” “Just using that word has
been changing our relationship with
our customer,” he said.

The company placed signs on
all machines offering a free token
to win prizes. Winners were
announced on Facebook and Twit-
ter. A separate campaign offers even

more prize money for CNC Markets,
the company’s branded self check-
out markets.

In 2011, Olson made use of the
National Automatic Merchandis-
ing Association’s Vend.Love.Win
campaign and invited customers to
take pictures of vending machines
and products, write humorous cap-
tions and submit them for monthly
awards through the Vend.Love.
Win campaign.

The contests and interactive
tools have been popular at colleges,
but also at hospitals, airports and
corporate campuses, Olson said.

Olson said SM allows his com-
pany to develop more intimate rela-
tionships with customers. “Usually,
we only get phone calls when it’s
negative,” he said. “With a social net-
work, we’re finding people respond to
us in a very positive way.”
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Olson recognizes the caution
that many of his vending operator
colleagues raise about social media;
it can invite complaints.

He noted he spends about half
an hour in the morning and another
half hour in the evening attending
to social media postings. “You must
be prepared to answer your con-
stituency when they write on your
‘wall,” he noted.

Atlas Food Services Inc., a vend-
ing, foodservice and coffee service
operation based in Greenville, S.C.,
recently launched Facebook and
Twitter pages. Elizabeth Warren,
customer service coordinator, said
she tries to post something weekly
to keep people visiting the sites.
Many of the postings include news
about vending technology.

Warren said the company
became interested in SM based on

the amount of general business
interest in it.

Sanese has multiple SM pages
Sanese Services Inc., based in
Columbus, Ohio, has separate SM
pages for its OCS, vending and
catering divisions, noted Jennifer
Galloway, marketing director. She
said the OCS and catering Facebook
pages are more active than the vend-
ing Facebook page since there is a
greater perceived benefit to OCS and
catering. “OCS and catering allow a
lot more (social media) options,” she
said. “It’s a different audience.”
Galloway said the company has
done less with SM on the vend-
ing side since it is more concerned
about vending competitors finding
out what it is doing through SM.
Some of the big consumer
product manufacturers that serve

SOCIAL MEDIA |«

the vending industry have invested
heavily in SM marketing.

In 2010, PepsiCo Inc. invested
close to 50 percent of its U.S. brand-
ing budget in SM with the intention
of building deeper relationships
with customers. Using Facebook,
Twitter, live Ustream video and
an iPhone application, the “Pepsi
Refresh” project urged consumers
to suggest social causes that would
“refresh the world.” Consumers
could then vote for their favorite
causes and Pepsi would donate
millions to these and use SM to
promote the impact that its generos-
ity had on these causes.

The response was spectacular:
80 million votes registered; 60,000
followers on Twitter; 4 million
“likes” on Facebook. Nonetheless,
PepsiCo lost about 5 percent of its

CONTINUED »
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U.S. market share and also lost its
number two spot to Diet Coke.
Marketing observers noted the
effort focused too much on a move-
ment as opposed to products.
PepsiCo hasn’t been the only
company to learn a tough les-
son. Last year, Timothy’s Coffee
offered four free 24-pack boxes of
single-serve K-Cups via Facebook.
The company was not prepared to
meet the response, and supply was
depleted in three days, forcing the
company to apologize and offer a
coupon or a free 12-pack box.

Competition or support?

In an article last month about
mobile marketing, Automatic Mer-
chandiser noted that many vending
operators view product supplier
marketing over the Internet as com-
petition more than support.

At the same time, vending opera-
tors can use product manufacturer
initiatives in their own Internet
marketing efforts.

Peet’s Coffee & Tea offers a
chance to win a trip to a coffee
estate in Brazil on its Facebook page.

Hershey Co. has Facebook pages
for many of its brands and Her-
shey’s Kitchens, a recipe page.

The company offers polls,
behind-the-scenes videos of mak-
ing commercials, photos, “word
clouds,” and posts from other social
media pages.

In 2011, Coca-Cola offered its
“Twist Text Win” promotion.
Besides providing instant-win
prizes, consumers also get points
for its “My Coke Rewards” loyalty
program that is available online and
via mobile.

By doing so, Coca-Cola keeps
the consumer experience going for
a longer period of time, beyond the
sweepstakes. Instead, consumers are
challenged to gather points on “My
Coke Rewards” and redeem them
for physical rewards, digital rewards

Action plan for
social media
marketing

Maggie Palmer, owner of
MKP Creative in Portland,
Ore., specializes in SM. She
offers business owners these
steps for getting started with
the medium:

1 Start with one platform
= (Twitter, Facebook,
LinkedIn) and become com-
fortable before adding another.

Create a consistent
= tone that matches
other marketing materials
and among all SM platforms.

3 Establish goals for SM
= and develop your con-
tent around those goals.

4 Create a system to mea-
= sure and analyze results.

5 Post content that is 80
= percent helpful to your
readers and 20 percent or

less that is self promotional.

6 Focus on being an
= authority in your area
of expertise.

Use terminology that
= will optimize your
profile in order to be easily
found by those in your field.

8 Be genuine and

= transparent in your
communications. If someone
posts a bad review, address
it, don’t delete it, and pro-
vide stellar customer service
for everyone to see.

9 Be an active listener.
= Respond and interact
with your audience instead of
just pushing out information.

1 0 Remember SM is

= about engaging
with customers, not just
about selling. Measure your
engagement, impressions and
“social reach,” not just sales.
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and to enter sweepstakes. Consum-
ers text the code under the cap to
2563 (COKE) to collect points.
Consumers can manage their loyalty
accounts online.

This past fall, Seattle’s Best
Coffee offered free coffee on Black
Friday on its Facebook page. Jenny
McCabe, a company spokesperson,
told Automatic Merchandiser the
promotion brought an additional
70,000 Facebook fans with no
other advertising, resulting in total
330,000 Facebook fans. The goal
was to build brand awareness.

Vending operators who sell
Seattle’s Best Coffee could have
advertised the offer and in the
process directed customers to their
own offers.

“The vend channel will ben-
efit from the iconic Mars brands’
360-degree marketing campaigns,”
said Lauren Nodzak, spokesperson
for Mars Chocolate North America.
“We see social marketing as an
opportunity to facilitate connec-
tions between our brands and
consumers. Social media is a two-
way medium, and the consumer is
our best source of information and
inspiration for products. Through
this instantaneous relationship, we
can monitor and respond to con-
sumer feedback and attitudes.”

During the ad:tech digital mar-
keting event in New York City last
November, a Coca-Cola executive
noted that SM gives a marketer a tool
to exchange content with consumers.

SM experts agree that based on
experience, SM creates a unique
way for marketers to communicate
with customers. | 4

For more information, contact:

Coca-Cola Co., 800-438-2653, www.cokesolutions.com
EConsultancy, 212-331-1106, http:/econsultancy.com
Hershey Co., 800-468-1714, www.thehersheycompany.com
Mars Chocolate North America, www.mars.com

MKP Creative, 503-419-7677, www.mpkcreative.com
Seattle’s Best Coffee, 800-611-7793, www.seattlesbest.com
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U.S. consumers
favor single-cup
for its convenience

More consumers
are switching to
single cup.

Mintel consumer research finds convenience drives the
popularity of single-cup over more traditional brewing methods

hile instant, ground or whole

bean coffee are the most pop-

ular choices for the at home
barista, single-cup coffee still has an
audience among consumers, as recent
Mintel research reveals that 17 percent
of U.S. coffee drinkers say they prefer
their coffee one cup at a time. Mintel
is an international research company.

The most popular draw for sin-

gle-cup coffee lovers is convenience,
Mintel found. Seventy-nine percent
of those who enjoy single-cup coffee
agree that they drink it because it’s
convenient to brew. Meanwhile, 60
percent cite the ability to brew a hot
cup every time instead of reheating
a full pot and 55 percent say they
like the variety available in pods.

“Those aged 18 to 44 are notably
more likely than their older counter-
parts to cite convenience as a reason
for using pod-style machines,” said
Garima Goel Lal, senior analyst at
Mintel in a prepared statement. “This
is likely a reflection of the fact that
for younger adults, coffee is often
seen as an on-the-go beverage that
can provide a needed energy boost.”

In addition to convenience, flavor
and value are also important to sin-
gle-cup coffee drinkers. Thirty-nine
percent report that brewing at home
with a pod-style machine is cheaper
than visiting a coffeehouse, while
20 percent believe single-cup coffee
tastes better than the ground variety
and 38 percent say a pod-style

Reasons coffee drinkers prefer single-cup over other brewing methods
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machine produces consistent taste
each time compared to coffee brewed
with a traditional coffeemaker.

“A key driver of sales growth
in the coffee category is innova-
tion. The single-cup segment of the
coffee business is driving growth
and is likely to continue to con-
tribute to gains for the foreseeable
future,” added Lal. “Consumers in
the U.S., the European Union, and
elsewhere have been using espresso
machines to make single cups of cof-
fee for many years, and single-cup
machines provide similar results,
but are less complicated to operate
than an espresso machine.”

So why aren’t more consumers
using pod-style coffee machines?
Price seems to be one of the main
deterrents, as 36 percent of those
who don’t drink single-cup coffee
say the machines are too expen-
sive and 30 percent believe pods
are more expensive than brewing
ground coffee. | €

Reasons for not drinking single-cup
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» BUSINESS MANAGEMENT

Quickoffice allows a presentation on an iPad that is similar to Powerpoint.

Apps that make powerful

management tools

By Paresh Patel, Contributing Editor

In part 2 of a series, a progressive vending operator describes how new apps for
smart phones and tablets save time and empowers his organization.

admit it, I love technology. 'm
one of those people that wake
up at 2 a.m. to pre-order the
newest iPhone or iPad on the first
day. I try to convince myself it is not
just about having the latest gadget.
To my defense, I work to integrate
it into my vending business to
maximize my productivity and to
improve the company’s operations.
The important point is that these
tools allow me to be better orga-
nized. This translates into a stronger

impression on customers, potential
customers and employees.

Last month, I discussed ways in
which I use my iPhone and iPad to
improve my productivity and provide
more personal freedom. I described
how I use MEI Easitrax on my iPad,
how I use CyberAudit security on an
iPhone, how I monitor digital video
surveillance cameras with my iPhone
and iPad, and other functions.

This month, I will focus on
document management using smart
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phones and tablets. As we all know,
documents play an important role in
a vending business.

Goodreader: a PDF reader
Goodreader is a very helpful PDF
reader for the iPad. I used to carry
three-ring binders with me to meet-
ings. I serve on different committees
and each committee would have one
or more three-ring binders. With
Goodreader, not only did I eliminate
every three-ring binder I carry, but it



also allows me to have all my bind-
ers with me at all times.

Goodreader also syncs with Drop-
box (which I discussed last month), so
that is a great place to keep all my docu-
ments. I created folders in Dropbox for
each committee I sit on. Then I sync
to Goodreader. But it’s more than just
reading documents. You can fully anno-
tate and mark up documents. And then
those documents can sync back.

Another way I use Goodreader is
during request for proposal (RFP) con-
ferences. T had a couple of these this
summer. The RFPs can be 20 to 30
pages long or more. I do my homework
and make my highlights and annota-
tions in the document in Goodreader.

There was a funny experience at
one of these proposal conferences.
There were about a dozen people
in the room and everyone had this
thick packet. I was sitting at the
table with nothing in hand except
my iPad and stylus.

When the meeting started,
people would ask questions and I
could instantly go to the page in
question. Oftentimes, people would
ask a question like “I read in the
RFP about piggybacking...” And
everyone (including the customer)
would be thumbing through the
RFP looking for that section. I
hit search, typed the word, and
instantly found it. It got to the point
I was helping everyone out by just
announcing the page number - both
my competitors and the customers
were helped by that.

It didn’t go unnoticed. My level
of organization and understanding of
the subject matter stood out to all in
the room, and fairly represented the
service and organization my company
brings to all aspects of our operation.

Imagine going to a sales meet-
ing with a prospective customer
and using your iPad to display the
presentation. If you are meeting
with just a couple people, doing a
presentation on the iPad is practical.
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Normally, in a small group like that,
you wouldn’t use a projector, so
instead you would have printouts.
But then you lose some control as
people thumb through the pages.

Quickoffice: productivity for devices
With the iPad, you can do the presen-
tation as if you were doing it off a pro-
jector using Quickoffice, a productivity
suite for mobile devices which allows
users to view, create and edit text files,
presentations and spreadsheets. It is
the equivalent of Powerpoint.

If we get a call from a prospective
customer and I'm available, I can go
straight over. From the car, in just five
minutes I can modify one of the stock
presentations I routinely keep in my
Dropbox. I change the name to the
prospect’s name, change the date, etc.
Sometimes I put in a little about them.

Then I can go meet with the pros-
pect. While talking to them, I take out
the iPad and show them the presenta-
tion on the spot. That almost always
impresses them because it is personal-
ized to them and it happens fast.

Then when I leave, I can take a
thank-you document stored in Drop-
box along with any information
they requested for me to update. I
can send this to them from the car

and they’ll have it before they even
get back to their desk!

This certainly can help win cus-
tomers. It allows you to be respon-
sive and personal at the same time.
It helps illustrate that you have your
act in order.

Quickoffice also has an Excel type
module which allows you to make
and update spreadsheets. Everything
can be synced back to Dropbox.

This program is like a legal pad.
Combine that with a stylus and you
can take handwritten notes just like
you would on paper. While I use it
to take notes, I also use it to com-
plete PDF forms (you can type in
there as well) and sign documents.

Recently, I was in the field with a
colleague. We had some documents
sent via email that we had to sign. We
began looking for a FedEx Kinko’s so
we could print the documents, sign,
and then fax. Then it occurred to me
I could eliminate all those steps and
take care of it immediately!

Within minutes, I opened each
PDF in UPad, typed in the parts I
had to complete, signed the docu-
ments, exported to PDF, and sent
them off. As you can imagine, not
only did this eliminate unnecessary
steps, but it saved quite a bit of time.
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Sharepoint makes all internal documents
accessible to the field.
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Sharepoint: multi-purpose platform
We use Microsoft Sharepoint, a
multi-purpose platform, on our
internal network to store shared
documents, track things like pend-
ing moves, manage the vacation
calendar, and store all our service
documents, including machine
manuals for every machine we have
CONTINUED »
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out in the field. Microsoft Share-

point is a great resource for helping

manage our information.

With Shareplus, we can leverage

the Sharepoint site on the iPhone
and iPad. Every resource on the

Sharepoint site is accessible through
the mobile devices, in an organized

and easily accessible manner.
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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.

It even allows you to cache docu-

ments in an offline mode in cases
where you might not have a data

connection. But it’s not just one way

— you can use it to create entries
and upload to the Sharepoint site.

There are many ways we use this
on a regular basis. We use it to track

our pending moves. Everything

vote;
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Route ver
X oftheYe -
_kraft foods

Sponsored|b)
Vending & OCS

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!

Everyone's a Winner

Nominees:
Official 2013 RDOY-Nominee baseball cap

Quarterly winners:

$250 and a feature arficle 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.

© 20712 Kraft Foods
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about the moves is posted to the
Sharepoint site. This helps everyone
in the organization who needs that
information stay updated. If any-
thing is changed, it immediately is
reflected because it is Web-based.
On the mobile device, we use it
to change the status of moves from
“scheduled” to “completed.” When
the move is completed, we can log
it off in real time. And Sharepoint
has features in itself which can
automatically send an email to the
customer or salesperson when the
move is done.

T also use it to access machine
manuals. Sometimes, if we’re out in
the field, or a tech calls with prob-
lems on a machine that he can’t
figure out, I can in a minute access
the machine manual and instantly
be on the same page as him.

Another way to use Shareplus
is to create forms to collect infor-
mation in the field. For example, 1
have a “lock change” form. When
we move locks, or install a new
lock in a machine, we need to
track it so it can be updated in the
appropriate systems. In Shareplus,
we can complete the form and it is
instantly saved back to the server
in real time so anyone in the office
has access to it and can process it
and adjust its status.

Carbonite: Cloud-bhased backup
Carbonite is another utility that
requires setup on your computer
first. It is a cloud-based backup
program. It takes all your files and
keeps backup copies offsite. This
is a good practice. You can easily
recover in case something goes
wrong with the computer, have a
fire, or otherwise lose the files.
Carbonite also has an iPhone
app which allows you to access
every backed up file. In other
words, with this app, you can
access any document that you saved
CONTINUED »



Got a new product

THAT'S FLYING?

Nominate your best selling, most requested
or most profitable new products.

NEW PRODUCTS MEAN NEW SALES!

Products eligible were introduced between March 2011 and
December 2011. Categories include cookie, candy, salted snacks,
pastry, food as well as hot and cold beverages.
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on your computer (or server, if that’s

where you are running Carbonite).

At my company, we digitally
scan every document. We keep no
paper files. Everything is scanned
and the originals are shredded —
every invoice, every order, every
note, every contract. We have
hundreds of thousands of pages of
documents in our “digital cabinet.”

The beauty is every file is acces-
sible from my iPhone/iPad. Access-
ing the files is very fast, too. For
instance, recently on a Friday night,
our inhouse fleet mechanic called
me and needed the receipt for a part
in one of the trucks that was just

under a year old and still under war-

ranty. He wanted the receipt so he
could get an exchange right away.
Without the technology, we
might have had to just pay for the
new part if we couldn’t quickly

RAISING Performance
to Levels

Full line of
liftgate models,
plus special
applications

Ralilgates,
Stowaways,
Conventionals,Side

AT my company, we digitally
scan every document.
We keep no paper files.

access the documents. While sitting
at the dinner table, using my iPhone,
I navigated straight to the truck’s
file in our digital cabinet (which

is accessible through Carbonite),
found the receipt, and immediately
sent it to the mechanic in just a
couple minutes.

He was able to get the parts store
to honor the warranty and get the
replacement part for free. Just a
couple of savings like this more than
pays for the iPhone.

Some apps do require setup on
the computer side, and accordingly,
it does take varying levels of skill.

But again, this article was written
with the goal of providing insight
on what is possible using the
iPhone and iPad.

While I focused on Apple
hardware in this article, most of
these apps are also available for the
Android platform. | 4

ABOUT THE AUTHOR
Paresh Patel, Ph.D.,
M.B.A., is owner and
president of Cour-
tesy Vending LLC in
Portland, Ore.

Let Your Keurig® Accounts
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Avanti Markets introduces
Smart-N-Go! powered by
Avanti. The new label provides
operators the same back-end
and software technology of
Avanti with a different identity, |
which includes a new kiosk |
and appearance without high
development costs. For more

g

) . -
information, call: 888-937- | z shelf life. For more information, call 800-969-
2826 or visit www.SmartNGo- £, i 2747 or visit www.advancepierre.com.
<

AdvancePierre Foods introduces new Pierre™
Boneless Buffalo Chicken Bites, made with

E flavorful, all-white chicken chunks that are lightly

breaded, cooked golden crisp and coated with
buffalo style sauce. Individually wrapped 5-ounce
trays have a 14-day refrigerated, 9-month frozen,

MicroMart.com.

www.VendingMarketWatch. www.VendingMarketWatch.com/10617337

com/10564589

r”

enhancements in product durability
and aesthetics. For more information,
call 866-657-7549 or visit: www.
meigroup.com.

www.VendingMarketWatch.com/10478501

Cloverhill Pastry Vend LLC introduces a new line
of Mini Muffins — calorie and portion conscious
snacks. The 5-count pouches come in blueberry
or chocolate chip flavors.

MEI Conlux® has launched its next-
generation 5-tube coin changer, which
replaces its CCM5 model coin changer.
The new Conlux MCM5 provides
increased tube capacity (two full rolls
m of coins), additional float options, and

For more information, contact a Cloverhill repre-
sentative.

www.VendingMarketWatch.com/10622458

Sun-Maid Oatmeal Raisin
Apple Premium Cookies from

Biscoamerica are baked with no .
trans fat and contain two grams of Naturama G3 A-5 from Green Life Development

fiber in each 2-ounce serving. In Inc. is a 100 percent natural oil degreaser that
bright red, recognizable bags, there cllea'ns \(ending parts and equipment. The mate-
are 60 cookies at only 230 calories. rial is biodegradable,

Customers will recognize the Sun- conforms to U.S. EPA - —
Maid brand. For more information, CFR section 300.915, is -

call 909-877-5997 or visit www. non-toxic and non-ionic,
biscomericacorp.com/vending. ozone safe, hypoaller-
. genic, non-alcoholic and
www.VendingMarketWatch. non-flammable.
com/10618219 R
For more information, call KR i g s
702-966-1284 or visit e _—’”_”

[

www.greenuses.com.

www.VendingMarket-
Watch.com/10613312 = 2=
For more products, visit the online Buyer’s Guide at:

www.vendingmarketwatch.com/directory. -yl e s
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In search

of the

PERFECT

BREW

By Elliot Maras, Editor

Erie, Pa. OCS operator leverages her
assets to prosper in a recession.

hen the recession hit in 2008, small Rust

Belt communities took it hard. Areas like

Erie, Pa. on the Ohio/Pennsylvania border
had never recovered from the manufacturing

decline that began in the 1960s.

But for business owners like
Anita Rose-Marcoline who know
how to leverage their strengths
and meet customers’ needs, every
challenge brings a new opportunity.
Rose-Marcoline, owner of McCor-
mick Coffee and a 30-plus-year
coffee industry veteran, continues to
prosper in the face of a recession.

For Rose-Marcoline, challenge has
been a constant. She got into the OCS
business in the midst of the worst
coffee price increase in the industry’s
history. That challenge prepared her
well for those that would face her for
decades to come. She learned that a
relentless focus on product quality
and customer service would enable

her to prosper in the face of adversity.

As a coffee service provider
in a small city that is just beyond
the market reach of the very large
competitors, she has expanded from
traditional OCS to foodservice coffee
and retail coffee. Having established
relationships with high quality
roasters and developing a team of
capable equipment technicians,
she has made a name for herself as
Erie’s top coffee service expert. She
has expanded beyond coffee service
to equipment maintenance for a
wide spectrum of coffee retailers.
Erie, Pa. has a population of
about 100,000 and is about 100 miles
equidistant from Pittsburgh, Pa. to
the south, Cleveland, Ohio to the
west, and Buffalo, N.Y. to the east.
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The national OCS players have never
established a lasting presence in Erie,
creating an opportunity for indepen-
dent players like McCormick Coffee.
This past year was one of her
most profitable years ever, despite
the fact that she lost one of two hos-
pital coffee shops she operated.
Rose-Marcoline’s career has
taken many twists and turns from
the time she launched her one-
person OCS business in 1978.
While she shares the entrepreneur-
ial instincts of many of her OCS
colleagues, her story is unique in
several ways. She did not come
from a business family and does
not remember being a particularly
motivated student in school.



Humble beginnings

After earning an undergraduate
degree from Gannon University in
Erie, she became an X-ray techni-
cian. Once on the job, she realized the
9-to-5 routine was not for her. The
problem was she didn’t know what
was. It was five years before she left

the technician job and went into OCS.

The path from X-ray technician
to OCS operator wasn’t smooth.
Her future husband introduced her
to a friend whose parents enjoyed
freshly ground coffee for home use.
She got interested in opening a cof-
fee shop and started researching the
coffee industry.

Rose-Marcoline’s research took
her to Jamestown, N.Y. to meet

Anita Rose-Marcoline
has leveraged her OCS
assets to find niche
markets she can serve
successfully.

All delivery vehicles are wrapped in the com-
pany’s graphics and make great sales tools.

Anita Rose-Marcoline’s son, Max Mar-
coline, recently moved from warehouse
manager to sales.

with roaster/retailer/OCS opera-
tor John Cayer who operated a
company called Coffee Exchange
that sold 100 percent Colombian
coffee. Cayer told her that OCS was
a better business to get into than a
coffee shop.

Rose-Marcoline realized the
main OCS player in Erie at the time
was not selling good quality coffee.
Encouraged by Cayer, she struck
out on her own in 1978, working
from her home under the name
Coffee Mill.

Cayer loaned her equipment and
provided her a supply of his private
label Colombian coffee, private
label cream and sugar, and some
pourover brewers.

March 2012 | VendingMarketWatch.com
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Coffee becomes a passion

“Once I went into the coffee busi-
ness, I fell in love with it,” she said.
“It was a grass roots effort. I knew
it was my passion. When I reached
a certain point, the entrepreneurial
spirit just led me away.”

Which is not to say it was easy.
Coffee prices were rising in the late
1970s, and her main OCS competitor
was cutting prices. But encouraged by
Cayer, she persisted with her 1.75-, 2
- and 2.5-ounce fraction packs of 100
percent Colombian coffee. Unlike the
competition, she offered coffee with
the Juan Valdez 100 percent Colom-
bian coffee logo. She told prospects
she cleaned the pots with every visit.
And she won accounts.

Rose-Marcoline offered national
brand coffee to customers who
requested it, but the majority of cus-
tomers purchased the private label.

Following Cayer’s advice, Rose-
Marcoline joined the National Coffee
Service Association (NCSA). She
attended NCSA conventions every two
years, which she found informative.

By 1987, Rose-Marcoline had hired
her brother and a sales rep to help ser-
vice her 100 accounts. She moved to a
warehouse in the downtown area.

A change in career path
At the time, the local beer distributor
decided he wanted to get into the cof-
fee business and offered to buy Rose-
Marcoline’s company and two other
independent OCS companies. The beer
distributor, owned by the McCormick
family, acquired Coffee Mill, Coffee
Systems of Erie and Cafco Coffee Ser-
vice to form McCormick Coffee.
Rose-Marcoline had never lost
interest in running a coffee shop, so
after selling Coffee Mill, she opened
a coffee shop in a local hospital. In
the meantime, she launched some
unrelated businesses. She started a
courier service for hospital labora-
tories and a health care provider
CONTINUED »
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directory that included facsimile
numbers of health care providers.
Both of these businesses met needs
she learned about while working as
an X-ray technician.

The hospital coffee shop was
successful, and she opened a second
coffee shop in another hospital.

McCormick Coffee, meanwhile,
under its new owners, expanded into
the convenience store coffee business,
servicing 75 convenience stores. The
convenience store chain became half
of the company’s business.

McCormick Coffee sales had
increased substantially by 2004, when
the owners were planning for retire-
ment and they approached Rose-Mar-
coline about buying the company.

Opportunity beckons
Rose-Macoline and a partner agreed to
purchase McCormick Coffee. The com-

Glass pots get cleaned regularly by Ahmed
Abdulle.

Right, John Machuga brought unique sales
experience, which has helped McCormick
Coffee build market share during the
recession.

pany operated from a 12,000-square-
foot building in downtown Erie owned
by the McCormick family.

When she assumed control of
the business, she found it needed
a stronger focus on quality. The

Coffee Parts Plus

PHONE: 1-866-736-5282 FAX: 1-800-216-6606

sales@coffeepartsplus.com

NEWCOy]

&= John Goesi

Coffee Accessories, Parts and Water Filtration
www.coffeepartsplus.com

| = BLOOMFIELD

ady.
ped with 2 stainless steel drip trays and
2risersto adjust height of air pots
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company had grown significantly,
but it had poor inventory control,
and it had not maintained Rose-
Marcoline’s commitment to quality
coffee. The McCormicks had largely
replaced Rose-Marcoline’s high frac-
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service
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tion pack, 100 percent Colombian
coffee with lower fraction pack,
national name brand coffee and
their own private label blend.
“They really eroded what I had

worked so hard to achieve,” Rose-Mar-

coline said. “There was no vision.”

She reviewed the sales records
and eliminated about 300 of the
nearly 1,000 accounts on the books,
based on sales volume.

The former owners had intro-
duced handhelds and a computer
program written for the beer indus-
try. Rose-Marcoline is switching to
a customized software system that
utilizes wi-fi enabled handhelds.

She consolidated three ware-
houses into one.

She replaced all of the employees
with the exception of one.

But things got worse before they
got better. Six years after buying the

BRITTEN MANAGEMENT SERVICES, LLC

TOM BRITTEN

Intermediary
Consultant

Full service resource to the Vending,
Food Service and OCS industry

Call now or e-mail for
no cost or obligation consultation

813.469.5437 | tombritten@msn.com

company, it lost the convenience store
business, which cut sales in half.

The setback didn’t discourage
her. In retrospect, this was a bless-
ing in disguise. Rose-Marcoline
opted not to try to recover the con-
venience store business with other
convenience stores. “They (conve-
nience store customers) are very
demanding,” she said. “You run

your whole company for those sales.

I’d rather have manageable custom-
ers instead of them managing me.”

She also realized a lot of excit-
ing new products had come on the
OCS market.

Single-cup offers new growth

The biggest opportunity of all was
single-cup coffee, which was almost
non-existent in Erie in 2005. Rose-
Marcoline signed on as a Keurig
distributor after she began carrying
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Green Mountain Coffee Roasters
fraction packs.

“They moved everybody from
the ‘pot’ price to the ‘cup’ price,”
Rose-Marcoline said of Green
Mountain. “That was their success.”

The Keurigs helped win accounts
and are now in 15 percent of the
company’s OCS accounts.

She also recognized that many res-
taurants needed a reliable coffee ser-
vice provider. She hired a salesperson
with restaurant sales experience, John
Machuga. “He understands what it
takes to get and keep a big account,”
she said. “I knew that he could get big
business and that’s what we needed.”
Many of the foodservice distributors
in the market could not match her
service capabilities, she noted.

Rose-Marcoline’s two repair
technicians are able to fix restaurant

CONTINUED »
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brewers. With repair service a big
part of the business, foodservice
now accounts for 40 percent of the
company’s sales.

She combines the foodservice
deliveries with the OCS deliveries. The
trucks are wrapped with her company
graphics and make a great sales tool.

A recent focus has been nurs-
ing homes, which have become the
fastest growing customer segment.
Rose-Marcoline uses water soluble
coffee in these accounts. She noted
the quality of water soluble coffee
has improved a lot in recent years.

She also launched a Website for
the company in 2005, and is in the
process of upgrading it.

Ongoing OCS training

In 2007, she took the Quality Coffee
Certification Program at the National
Automatic Merchandising Associa-
tion Expo. Two other employees,
John Machuga and Max Marcoline,
have taken the program as well. Max
Marcoline is Rose-Marcoline’s son,
who recently moved from warehouse
manager to sales, and is the only
other family member in the business.

The company’s focus on foodser-
vice and health care accounts proved
helpful when the recession hit in
2008. The company did lose some
accounts, Rose-Marcoline said, but
the accounts lost were among the
less profitable ones to begin with.
Hence, the customer fallout did not
significantly hurt her bottom line.

Fiscal 2011 proved a challenging
year, however. She lost one of her
two hospital coffee shops when a
hospital opted to manage the coffee
shop themselves.

Rising coffee prices, meanwhile,
required her to pass the increases on
to customers.

The company’s commitment to
quality and its focus on acquiring
foodservice accounts and health
care accounts enabled continuous
growth in spite of these challenges.

Service techs Keith Montigny, left, and
Tony Daurora have allowed the company
to expand into foodservice coffee machine
maintenance.

PROFILE:
McCormick Coffee
Location: Erie, Pa.

Founded: 1978 as Coffee Mill
Owner: Anita Rose-Marcoline
Number of accounts: 700

Number of employees: 9 (Not
including owner)

Business Mix: 60% OCS,
40% foodservice coffee

Coffee brands: Green Moun-
tain Coffee Roasters Inc.,
Starbucks, Caribou, Folg-
ers, Hills Brothers, Maxwell
House.

Private Label Roasters: O'Neill
Coffee Co., Excellent Coffee
Co., Xcafe

Equipment Providers: Bunn,
Keurig

Annual sales: Not revealed

By consistently focusing on
good quality coffee, Rose-Marcoline
believes she is better able to raise
prices to customers when necessary.

While K-Cups have been an
important area of growth, their
pervasiveness at retail has brought
new challenges.

Rose-Marcoline said she keeps a
close eye on accounts installing an
unauthorized Keurig machine. If this
happens, it erodes her sales.
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Recently, Green Mountain Cof-
fee Roasters has changed its order
requirements for certain K-Cup
products, which she finds difficult.
She sees this as one of the biggest
challenges she currently faces.

She is overall optimistic since she
has a good group of employees. She
offers a competitive benefits package,
including health insurance, life insur-
ance, accident and disability insur-
ance, and an IRA retirement plan.

Last year, she acquired her part-
ner’s share of the company and is
now the sole owner.

Rose-Marcoline has maintained a
high community profile for the com-
pany. The company is active in local
business organizations. In 2010, she
was listed as one of the most admired
CEOs by a local business magazine.

In 2011, Rose-Marcoline was
honored by the Erie Regional Cham-
ber and Growth Partnership as an
Athena Powerlink Program recipient.

She believes the company will
continue to grow in the foodservice
and health care segments. Much of
this growth will be in the equip-
ment service area.

The demand for quality coffee
will continue to increase, she noted.
In recent years, name brand coffee
retailers such as Starbucks and Cari-
bou have expanded into the market.
Rose-Marcoline offers these gourmet
brands, but she offers her private label
as a more economical alternative.

Tim Hortons, the Oakville,
Ontario-based coffee retailer, has
entered the Erie, Pa. market, but
Rose-Marcoline said that the brand
does not yet have a lot of loyalty in
her market.

Rose-Marcoline would like to
eventually retire from the business
and spend time traveling to coffee
growing regions. But for the time
being, she remains committed to
building the company.

“I see no stop to people loving
coffee,” she said. | €4



> 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 Install Lock Clamp down with

mcurrent housings -Amenca ) m Lock 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
Corona, CA 92883
www.laigroup.com

LockBmerica; e
800-422-2866

sales@laigroup.com

1 il
ARl rErEERERN

Extended
Canisters

sories Chute
fvailable For Your Kits
Conmvenlence At

Payment
Systems

Condiment
Racks

L

For more infonmation contact:
parisdbetson.com * [BDD) 524-F343

(D
N5

1888
l 4

COFFEE CO©O

A reputation buirt by the numbers.

Family-owned for 123 years... 6 million pounds roasted per year...

7 branches throughout Indiana, Michigan & Ohio... 24/7 service...
1,600 unique coffees to choose from... Since 1888, Cadillac Coffee Company
has served the Midwest with the finest coffee products to suit every taste — and

budget. From private label development to c-store programs to hot beverage

vending, Cadillac Coffee continues to build its reputation by the numbers.

1.800.438.6900 ¢ WWW.CADILLACCOFFEE.COM

SINGLE SERVE
AUTOMATIC EJECT POD SYSTEM |

NEWCC@

o
L -
PERSONAL TASTE

WITH POD COFFEE
When it comes to
coffee, everyone's taste
preferences are unique.
No matter how each
may enjoy their coffee,
Fresh Cup always brews
it fo perfection and allows
each cup to be specially
brewed to three personal
strengths: Mild, Medium or
Bold. 3

programmable and provide
complete confrol over the
o - « critical brewing parameters:

- - pre-infusion, brew volume, and
water contact time.

oF A A
_ u U 1?) Your Coffee profiles are easily

Enjoy better
“Fresh Cup is capable of delivering SR A
a Gold Cup Standard

cup of coffee”

respecting the
environment.

NEWCOCOFFEE.COM  800.325.7867
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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 o E-mail: jenny.hallett@cygnush2b.com

IMPROVED HONOR [T
SNACK BOXES i
As my banker once said, “You  ® LOW start up cost “!—L;>>! o

* No service calls

* All cash business

Vending Business Information

www.vending-business-information.com
1-319-931-9165

have the perfect business.” )
¢ Reinforced corners

¢ More durable tabs
o $1.25 labels optional

¢ Smudge resistant
o Customizable

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
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Fi E.-_a Low-Frice MDB Converters

E.E-%I E.lﬁwlﬂp-ﬁ"l'll}! Il'l-CIIr'lﬁhll'IE‘ﬁ
- « Fadpr-Prich machinas ]
i e e o | ) ADVERTISE
irgta ikt Ta L ; "‘ a Contact Jenny Hallett:
e SEM ', i 1-800-547-7377 x 1314

jenny.hallett@cygnus.com

1-B08-334-T565 www.som.ca3

Vending Partnership
Program
Lead Generation and Appointment

Setting for Operators, Distributors, and
Manufacturers in the Vending Industry

o
NuAge

MARKETING SOLUTIONS, LLC

P. 0. Box 85
Rockwell City, IA 50579
debjudas@iowatelecom.net

(800) 684-0393
wainagemkig.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.

Contact Jenny Hallett

Advertise in for information!

- Automatic

1-800-547-7377 ext. 1314
jenny.hallett@cygnus.com

March 2012
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http://www.sheridansystems.com
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GETTING DIVORCED?
We Do Business laluations!

Estates o BuM

JS Business Services, LLC
MB&A and Consulting for Vending and OCS Businesses
jerry@jshusiness-services.com ® Call 516-621-7159
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SM

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

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

I{L( ke ) PP Toll Free: 1 (800) 356-9080

INTERMNATICREN ST, INC, www KloppCoin.com

KLOPP: Model KCS-60 Plus Banking: Model P-624

Preset keys for all U.S. coins Sort by denomination

Programmable keys for tokens Mixed bill value counting

Count $1,000 of quarters in seconds Face and Orientation of bills

Battery operated Counterfeit detection
{UV, FL, IR, MG)
Large platter for weighing

bags (11.0"W x 9.0" D) - B r Two - Pocket Counting

Manage Your Fleet While On the Go....

5

GPS North America’s J

Smart Phone App

allows you to manage U NORTH AMERICA
your fleet while on the go. “Now You'll Know”

Call today for a live demonstration
and Trial Program.

No h

NO MONTHLY =
CONTRACTS!

\

GPS North America Helps
Make Your Business More
Profitable By:

K4 Reducing Fuel Consumption by 20%
~ / Route Optimization

L v Minimizing Engine Idle Times

w v Dispatching Jobs Directly to Driver
v Real-Time Alerts

& ,
-888-760-4477 » www.gps
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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




The REVISION" Door

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

The REVISION door from Vendors Exchange converts AP 6000 XL, AP
7000, AP 113, and National 147 into modern machinas. Alter a quick
install of the REVISION door, you now have

* Energy saving LED Lights. Mot only do these lights use far less
energy than traditional lights, they also catch the consumer’s
ave by lighting your products beautifully

= All of the features of the VE* UCB™(Universal Control Board).
Track machine sales with DEX and MDB, automatically discount
products, drop sansor control and more

» Optional custom graphics. Custom graphics designed
speciically for your maching (or choosa from our [erge selechion
of stock desgns)

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.vaii.com/frevision

PRICING:

Starting at 51,095

VENDORS EXCHANGE' 8700 Brookpark Road 800.321.2311 www.vell.com
e Cleveland, OH 44129 216.432.1800 info@vell.com



Aimee Jobe, Apple Automatic
Food Service, Plymouth, MN

“"No Jams”

Lynn Joseph, Premium

Vending, Londonderry, NH

“The Arrowhead |6 oz Vend Bottle is

It has been accepted very well in the
marketplace and we have no jams or
extra service calls”

Jerry Debryuan, Action Enterprises,
Denver, CO

/

Better vending b

working great in our vending machines.

Vending Business
ina Jam?

See what our customers have to say.

“The Nestlé Waters bottle has become a resolution for
issues we previously had vending water from can vendors.
It has a great price point, and bottle jams are nonexistent
since the Vend Bottle was implemented in our machines.”

“Absolutely the best
Vend Bottle yet!”

Steve Platt, A Plus Vending,
Castro Valley, CA

“The 16 oz Vend Bottle

is tremendous. It has

eliminated jams, and

sales have increased

because of this.”
Robert Wartman,

Texas Refreshments,
Midland, TX

design.

© 2011 Nestlé Waters North America Inc. Visit www.SeIIBottledWater.com/Vending today NORTH AMERICA



http://www.SellBottledWater.com/Vending

UPSting wit

The Best-Selling Flavor

Enjoy big returns with the bold flavor and whole-grain crunch of WHEAT THINS
Sundried Tomato & Basi—our most successful retail flavor ever!'
Contact your Kraft vending account manager to order today!

NOW AVAILABLE IV VENDING

1:888+879:0267
© 2071 Kraft Foods kraftvendingocs.com

I Neilsen FDMx data through 8/20/1 1.

Qs
_kraft foods

Vending & OCS
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